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Dewey Compton

Farm Director
KTRH L. 0. Tiedt

Farm ReporterKey To Rural Homes
Houston, Texas

CBS 50,000 Watts 740 KC
The great farm advertisers remain with these two outstanding farm personalities on con-

tinuous schedules for leadership in both agricultural and industrial pursuits in this area of

golden harvest Represented Nationally by PETERS, GRIFFIN, WOODWARD, INC.



75% of Iowa's

retail sales are made

in areas

covered by 50,000 watt

WHO RADIO!

DES MOINES is the heart of Iowa. It is the

state's largest city. But its Metropolitan Area

accounts for only about 9% of Iowa's retail sales.

In addition to Des Moines, there are seven other

important metropolitan areas in the state. Together,

these eight metropolitan areas account for approxi-

IOWA POPULATION-DOLLAR DISTRIBUTION

Population

% of Store

Population CSI

% of

State's

CSI

Retail

Sales

($000)

% of

State's

Sales

Des Moines

Metro Areas 284,200 9% 581,160 12% 401,903 11%

Iowa's 8 Leading

Metro Areas in-

cluding Des Moines 943,600 33% 1,832,792 38% 1.259,097 36%

Remainder

of Iowa 1,904,400 67% 2,975,489 62% 2,286,754 64%

mately 38% of Iowa's consumer spendable income.

This means approximately 62% of Iowa's retail

sales are made outside of any metropolitan area.

WHO Radio serves more than 800,000 radio

homes in 96 of Iowa's 99 counties (plus a number

of counties in neighboring states) . 75% of all retail

spending in Iowa is done in the areas you reach

with WHO Radio. This remarkable area is WHO's
"Iowa PLUS" . . . America's I4tb largest radio

market!

WHO Radio is alert, alive, aggressive! It belongs

on any list designed to cover as much as the 14

largest radio markets. Ask PGW for all the

supporting data. (Source: SRDS—Oct. 1, I960)

WHO
for Iowa PLUS!

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

Peters, Griffin, Woodward, Inc., Representatives
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Wilbur Levering,

WIBW FARM
DIRECTOR

Regional Vice - Presi

dent for West South
Central Region of the

National Association

of Television and
Radio Farm Directors.

Chairman for the

State of Kansas of the

Agricultural Hall of

Fame drive.

Charles Ross,

WIBW ASSOCIATE

FARM DIRECTOR

For the second con-
secutive year, recip-

ient of the Farm
Safety Award from
the National Safety
Council for both
WIBW - TV and
WIBW-Radio.

Closely allied with
the farm activities at

Kansas State Uni-
versity— participated

in more than 250 farm
organization meetings
throughout 1960.

Strong morning and noon-time farm news, mar-

kets, weather, technical and area news, and
feature material.

Don Edson,

WIBW ASSOCIATE

FARM DIRECTOR

On leave from
WIBW with
United States
Army until April.

SPONSORS: Ralston Purina, Gooch Feeds,

International Harvester, Consumers Co-

operative Association, Shawnee Milk

Producers Association, Massey Ferguson,

BMB Manufacturing Co., Olin Mathieson

Chemical Corp., Spencer Chemical Co.,

KFU Hybrids, DeKalb Agricultural Associ-

ation, Granite City Steel, Doane Agricul-

tural Service, Willard Tablet Co., Pioneer

Hybrid Corn, Davison Chemical Co.,

American Cyanamid, Sheffield Steel,

Deere & Co., Oyster Shell, Kendall Mills,

D-Con, MFA Mutual.

Represented N ationally by

\ • / (AVERY-KNODEL ^ 580 KC

CBS 5,000 W.

Topeka, Kansas
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airwaves

Radio s Barometer

Spot: A significant change in the representative field i-. due to go into

effect at the start of next month. At that lime, the sale ol Headley-Reed
to the Boiling Co. will become effective. The sale price has been esti-

mated to be over 8500,000.

156,394,000 Sets in Use

15,000,000 Fm Sets in

Use (NAB Research)

40,387,000 Car Radios

(RAB est.)

1,468,847 Sets Made
( November—EIA)

3,538 Am Stations

801 Fm Stations

Network: The Pepsi-Cola Co. continued to hold its numbei one posi-

tion as the top network advertiser in terms of total home broadcasts

delivered, according to A. C. Nielsen Co.'s monthly index for the period

ending October 2. The firm used 379 broadcasts for a total of 138,301,000

home broadcasts delivered. Chevrolet-General Motors maintained its

number two standing, and the Frito Co. moved into the third spot after

having placed ninth in the previous four-week period. Pharmaco Inc.

and Time Inc. filled out the top five positions. The three network leaders

in total commercial minutes delivered, the Nielsen report shows, were

Chevrolet-General Motors, Pharmaco and Time. Ligget Sc Myers Tobacco
and Sylvania Electric Products rounded the five leaders in this category.

Local: Three stations—KNX Los Angeles, WEJL Scranton, Pa. and
KSAN San Francisco—report increased billings. KNX sales for 1960,

according to Gordon Mason, sales manager, showed an increase in local

sales of 18 percent, and an over-all increase of 11 percent over 1959. The
station also set a new record for orders booked in one week during

December, Mr. Mason reports, reaching a total of S225.000. In another

year-end report, WEJL states that its 1960 billings showed an increase of

17 percent over the previous year. Billings at KSAN during 1960 also

showed a rise when compared to 1959. According to the station, there

was a 20 percent boost in business.

Stations: The number of am and fm stations on the air at the end of

November totaled 4,339, an increase of 29 (12 am and 16 fm) over the

previous month.
Commercial AM Commercial FM

Stations on the air 3,538 801

Applications pending 621 61

Under construction 112 211

Sets: Total radio production in November was 1,468,847, including

491,026 auto receivers, according to the Eelectronic Industries Associa-

tion. Total radio production for 11 months in 1960, was 15,604,784,

including 5,911,305 auto sets. This represents an increase in total radio

production of almost 1.5 million units as compared to the same period

in 1959. Total radio sales, excluding car radios, was 941,521; 11 month
total was 8,326,275. Number of fm sets produced in November was

86,323. The 11-month cumulative figure for fm production was 852,329.

Totals for the same period in 1959 were 480,894.
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+
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SPANISH/PUERTO RICAN
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Interview: /^i^t^
Account Executive of Fletcher Richards, Calkins & Holden when

asked why he selects WLW Radio-TV stations

for U. S. Rubber Farm Boots:

"Our WLW advertising enabled U. S. Rubber Farm Boots to open
25 new dealerships in the WLW primary coverage area!"

"And this WLW campaign sparked dealers

into unprecedented enthusiasm and
cooperation in promotional tie-ins!"

"This first Radio attempt to sell these particular

U. S. Rubber Farm Boots was so successful that we'll be back

again and again on WLW with lots more advertising to boot!"

Call your WLW Stations' Representative . . . you'll be glad you did! The dynamic WLW stations

Crosley Broadcasting Corporation, a division of Avco

I
U. S. RADIO • January 1961 5



National Safety Council

425 NO MICHIGAN AVE
CHICAGO II. ILLINOIS

nr. Edwin K. Wheeler
General Manager
WWJ - WWJ-TV
Detroit, Michigan

Dear Mr. Wheeler:

The march of time has caught up with me, and I'm retiring
soon after 23 years as director of public information for the National
Safety Council.

In ending my tenure of office, I have had occasion to run
through the list of recipients of our Public Interest Award, which we
confer annually upon media for exceptional service to safety. And I

know you are as proud as I am that:

ana many accidentsp
messages your stations have broadcast

?Tjuries avoided,
!T"safety programs and

I bespeak for the Council, for my successor, John Naisbitt, and
for safety in general a continuation of what you have done in the public
interest

.

J^nt^lly,

Paul ""Jones'
Director of Public Information

I
er

f
vv vv«j-TV

^^^^^m^^mM Michirian'* C: , _ .

NATIONAL
REPRESENTATIVES:

PETERS, GRIFFIN, WOODWARD, INC.

MM**-. Fln, TelMs,on S(al/on

OWMED AND OPERATED BY THE DETROIT

U. S. RADIO January J 961



Changes in Farm Radio As [arm radio keeps pace with growing technology ..ml the m bit ini

Revealed in Third Survey aspects ol [arming, ii is in the process ol adjusting ik programming con
tent. Diversification in programming is being aimed ;n offering the

farmer more information, especially on markets and al appealing to .1

wider range oi farm listeners (the housewife, the young farmer). These
changes are among the many that arc revealed in 1 ,s. u mho's third annual
survey of ihis specialized medium (sec Farm Radio Keeps Pace, p. 17).

Impact of "Great Debates" Reflected The cooperative efforts ol the foui networks in bringing the "Greal I)'

In Nielsen Rating Index Change bates," between Presideni John F. Kennedy and Vim- Presideni Richard
M. Nixon, to the American radio audience marked an unusual departure
in broadcast public service programming. The Nielsen Radio Index has

surveyed the national in-home audiences reached by the "(ireai Del). lies''

as a combined four-network broadcast. For the first of the debates (Mon-
day, Sept. 26, 9:30-10:30 p.m. FS'F) Nielsen reports the total audience as

1,879,000 homes. The Nielsen average audience was 1,434,000 homes and
die share of the audience was 51.8 percent.

Radio Set Sales for 1961 Expected to The general upswing in listener acceptance is reflected in increased set

Better Last Year's Sales Increase sales for the past year. With the sale of fm sets nearing its all-time

record and the overall industry sales topping previous records, the

Electronics Industries Association is looking forward with optimism.

Says L. Berkley Davis, president of the association, "Radio sales are sub-

stantially ahead of last year with auto radios up perhaps as much as 15

percent. Radios containing fm tuners continued to glow in popularity

and to increase fm's share ol the radio market."

NAB Slogan and Material Set "Radio . . . the Best Sound Around" has been chosen b) the National

For National Radio Month in May Association of Broadcasters as the theme for National Radio Month this

coming May. For the third consecutive year, Faillace Productions, Inc.,

New York has been signed to prepare a new series of jingles for the event.

Survey Indicates Public Reliance The on-the-spot survey made by the Radio Advertising lime.hi during

Upon Radio During Disaster Events the recent airliner crash in New York indicated public faith in the sound

medium's ability to disseminate information at the time of a major dis

aster. The survey, which covered 596 households, revealed that 56.2

percent of those aware of the crash, first heard the news on radio.

BPA Selects New York Site The 1961 Broadcasters Promotion Association Convention has been set

For Fifth Annual Convention for November 6, 7 and 8. Meeting will be held at the Waldorf-Astoria in

New York. BPA President John F. Hurlbut has appointed Han Belhis,

director of advertising and promotion for Transcontinental Television

Corp., as program chairman for the convention. Arrangements chairman
will be James Mullen, promotion manager of WCBS New York.

Farm Radio Adjusts to New Report from WJAG Norfolk, Neb., reveals a major trend which farm

Rural-Urban Interdependence radio programming is adjusting to. "Growing interdependence be-

tween the rural businessman and the town businessman" is the theme of

a program that will be kicked off at a local Chamber of Commerce ban-

quet early in February. Concept behind the program is to insure greater

prosperity of both farmer and city businessmen through rural-urban

area development.

U. S. RADIO • January 1961 7



FARM EXPERT NAMED DIRECTOR OF

AGRICULTURAL RESEARCH FOR KSTP RADIO
Dr. William E. Petersen, internationally known

Professor of Dairy Husbandry, University of Min-

nesota, has been named Director of Agricultural

Research for KSTP Radio and is now reaching the

important farm family market with two shows

each weekday on KSTP.

From 5:00 to 6:30 A. M.. and from 12:30 to

1:00 P. M., Dr. Petersen presents business and

farm news, market and livestock trends and re-

ports, plus interviews and discussions with visit-

ing guests.

Joining Dr. Petersen on these shows is David

Stone, popular KSTP personality and twice winner

(1959-60) of the AFTRA award as "Best Farm

Personality," who provides entertainment, weather

and news reports.

Knighted by the King of Denmark, listed in

"Who's Who" and "American Men of Science,"

Dr. Petersen provides the authoritative farm news

and commentary that builds faithful audiences.

For information on availabilities, contact your

nearest Petry office or a KSTP representative.

K)Q(T)QRADI0V—^ 1500 ON YOUR DIAL

MINNEAPOLIS • ST.PAUL 50,000 WATTS
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time buys

American Airlines

Agency: Young and Rnbicarn,

Neio York

Product: AIR TRAVEL

American has added one more city

to its 52-week line-up for 1961: San

Francisco. The Golden Gate City will

get 40 spots per week. New York,

Los Angeles and Chicago schedules

have been renewed, with schedules

( losely following last year's. Special

flights are in the offing throughout

the year, but plans are not yet defi-

nite.

Braniff International Airways

Agency: Cunningham ir Walsh Inc.,

New York

Product: AIR TRAVEL
Braniff's recent move to Cunning-

ham & Walsh means a great expan-

sion in radio activity for the client.

The airline used radio before in

New York only, but now plans to go

heavily in the key markets among
30 where it now operates. Although

plans did not call for any schedules

in January, Braniff asked for a spe-

cial two-week campaign this month.
All 30 markets got special schedules

for the period beginning January 16.

Bob Palmer, media supervisor, di-

rects the buying.

E. T. Browne & Co.

Agency: Kenneth Rader Co., New
York

Product: PALMER'S SKIN
SUCCESS

A February start is planned for 15

to 30 markets. In the wind is a pos-

sible buy of stations in Central and
South America. The campaign will

last from three to six months. All

spots are minutes. Buying is directed

by Arthur Briskin, executive v.p.

Cerebelli & Co.

Agency: Ellington ir Co., New York
Product: BRIOSCHI TABLETS
A five-week flight starts for Bri-

oschi in mid-February. Agency has

added Chicago to the list of markets,

which normally includes cities in the

East and Northeast. From 20 to 25

spots pei week will he scheduled in

a minimum ol 14 markets. Dan Kane
is the buying contact.

Chesebrough-Ponds Inc.

Agency: Norman, Craig if Kummel
Inc., New York

Product: VASELINE HAIR
TONIC

The first of a series of flights

planned for the year starts this

month in 75 markets. From six to

15 spots per week will go to each

station. All spots are minutes, ETs,

scheduled in driving times. Alan Sil-

verman is the timebuyer.

Commercial Solvents Corp.

Agency: Fuller & Smith & Ross Inc.,

New York

Product: HI D
Aiming for the farm audience

with its ammonium nitrate fertilizer,

Commercial Solvents will go into 30

markets for 13 weeks. Campaign will

start in February with participation

on farm programs. Bernie Rasmus-

sen is the time buyer.

Corn Products Co.

Agency: Donahue i? Coe, Inc.

Product: KASCO DOG FOOD
A 13-week campaign is planned for

a February start. A minimum of 40

markets will be in on the buy, which

is double the number of markets in

the flight just ended. Minute spots

will dot the schedules of at least 45

stations. Harry Durando is time-

buyer.

Corn Products Co.

Agency: Guild, Bascom & Bonfygli,

New York

Product: SKIPPY PEANUT
BUTTER

A ten-week flight for Skippy be-

gins this month in upstate New
York and Florida markets. As many
as 40 spots per week will run on an

undisclosed number ol stations.

Frank Gianatassio is the timebuyer.

d-Con Co.

Agency: Thompson-Koch Inc.,

New York

Product: RIDEX

Moving from network to spot ra-

dio, Ridex started a 50-week cam-

paign in mid-January in 15 to 20

markets. A minimum of five spots a

week are scheduled to run during

driving times. The client is aiming

for suburbia with this product, a sep-

tic tank cleaner. Timebuyer is Bob
Hall.

Ford Dealers

Ageiuv: /. Walter Thompson Inc.

New York

Product: USED CARS

Ford dealers in the Minneapolis-

St. Paul area are running a three-

week spot radio drive featuring used

cars. The campaign involves some

63 stations in the twin cities terri-

tory, with 15 spots a week on each

station. Similar campaigns are in

the offing for Ford dealers in Dallas,

Memphis and Oklahoma City. Mad-
eline Blum is timebuyer.

Robert Hall Clothes

Agency: Arkwright Advertising,

New York

Product: SPRING CLOTHING
By February 19 or 26 the Robert

Hall campaign for clothes for spring

will be on the air in 100 to 150 mar-

kets. At least 200 stations will be

included on this campaign, which
will run for 13 weeks with minute
spots. The agency reports plans are

afoot for a change in media strategy

that will put even more emphasis

than before on spot radio. Jim
Hackett is media director.

(Cont'd on p. II)
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The media analysis team of Brooke, Smith, French & Dorrance, Inc. in a "do
not disturb," "right-through-lunch" emergency session. L. James Schneider,
Vice President and Account Executive; George Johnston, Vice President and
Director of Media; John S. Pingel, Executive Vice President; Hal E. Rumble,
Vice President and Manager of Media Department; Charles V. Hicks, Vice

President and Creative Supervisor.

DOUBLE OR NOTHING
This decision calls for competent media information

Situation:

.

. . sudden change in client plans.

RBCJUirBlTIBIlt: more space per ad; more time per commercial... <W(7f the same budget!

NBB(I: immediate access to capsuled reviews of the relative virtues of the

media that had heen painstakingly worked into the schedule before

the change-order came through ... and of others that may now be

considered.

SolutiOfl: .... check SRDS media listings, market data and whatever good, perti-

nent information can be found in files, desk drawers and— they hope

—in your Service-Ads in SRDS.

QuBstion: . . . all of your selling actions have made their impressions on some or

all of these decision makers — so have your competitors'— but right

now, how well are you serving their buying actions?

Opportunity: with compBtsnt strategically positioned Service-Ads in SRDS

YOU ARE THERE selling by helping people buy

S^^S Standard Rate & Data Service, Inc.
the national authority serving the media-buying function

C. Laury Botthof, President and Publisher

5201 OLD ORCHARD ROAD. SKOKIE. ILL . YORKTOWN 6-8500

SALES OFFICES-SKOKIE, NEW YORK. LOS ANGELES. ATLANTA

H o
MPft
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time buys

(Cont'd from p. 9)

P. Lorillard Co.

Agency: I.cnncn c Xcwcll hit .

New Yoxk

Product: OLD GOLD
CIGARETTES

Fifty-two week schedules for Old

(.old were renewed this month in 50

markets lor a campaign o£ ID's and

minutes. The campaign represents

very little change from last year,

rimebuyer is Sally Reynolds.

P. Lorillard Co.

Agency: Lennen & Newell Inc.,

Neiv York

Product: KENT CIGARETTES

Kent's renewal lor 1961 includes

52-week schedules in 50 markets. All

spots will be chainbreaks on 125 to

150 stations. From three to six spots

a week will run in prime time. Time-
Inner is Sally Reynolds.

The Mermen Co.

Agency: Warwick Legler Inc.,

New York

Product: SKIN BRACER,
SPRAY DEODORANT

Mcnnen's broadcast lineup for

1961 gives the budget exclusively to

radio. Initial planning called for a

heavy spot radio campaign, which
began early this month, and spon-

sorship of shows on three networks.

The spot radio campaign started

January 9, will run for 26 weeks on
a flight basis . . . four weeks in,

three weeks out. Stations in the top

50 "Mennen" markets carry from 18

to 30 spots a week, all during driv-

ing times. Minutes and 20's are

scheduled for 150 stations. Heavier

frequencies are scheduled for the

summer.

For network, Mennen is sponsor-

ing sports fare: Phil Rizzuto on
CBS, Howard Cassel on ABC and
Bill Stern on Mutual. Approximate-
ly 700 stations carry these shows. Joe
Hudack handles the buying.

Nestle Co.

Agent \ : Win. Esty Im .,

New York

Product: INSTANT NESCAFE

The end of January marks the

start of a 75 to 125 market campaign

for this produc t. Frequent ies will

range from 10 to 100 spots per week
according to market size. Markets

were selected by the agency as "Nes-

cafe's top markets." Spots are ail

minutes. Campaign is expected to

iiiii from eight to 1.") weeks. Phil

\l< Gibben is timebuyer.

Lydia E. Pinkham Medicine Co.

Agency: Cohen & Aleshire Inc.,

New York

Product: PROPRIETARY
MEDICINE

A campaign that started this

month will run through May in 100

markets. From 10 to 50 spots a wreek

are scheduled for 120 stations. ET
minutes run during daytime seg-

ments to reach housewives. For this

campaign, nearly 90 percent of the

stations are either Negro or Spanish.

Another campaign may run in Octo-

ber. Bob Turner is the timebuyer.

Potter Drug & Chemical Co.

Agency: Kastor, Hilton, Chesley,

Clifford & Atherton Inc.,

New York

Product: CUTICURA AND
CUTITONE

A 13-week campaign started in

mid- Jan nary for both products. Cuti-

cura (complexion soap) spots are

running in 18 markets, and Cutitone

(medicated make-up base) schedules

are set in 22 markets. Frequencies

for each run from 10 to 12 spots a

week, all minutes. Markets vary

from medium to large, but the audi-

ence sought is the same: teenage

girls. Rosanne Gordon is the time-

buyer.

Standard Brands Inc.

Agency: Ted Bates & Co.,

New York

Product: BLUE BONNE i

MA ROAR IN I.

Blue Bonnet will stari a [out to

five week campaign January 23 in a

minimum ol l l mat kets in the

Southeast. Frequencies will be mod-

erate to heavy. Daytime periods will

be bought in the 9 a.m. to I p.m.

segment. All spots will be minutes,

ETs. Timebuyers are Pete Schulte,

Conant Sawyer.

Standard Brands Inc.

Agency: Ted Bates & Co..

New York

Product: ROYAL DESSI R I s

A spot radio campaign is in the

planning stages for the Royal des-

serts. At least 100 markets are con-

templated lor the campaign, which

calls for 15 spots per week on as

many as lour stations in each market.

Pete Schulte is timebuyer.

The Travelers Insurance Companies

Agency: Young & Rubicam Inc.,

New York

Product: INSURANCE

A month-long spot radio cam-

paign for Travelers and its agents is

in the works for stations in Oregon.

The campaign will include as many
stations as possible, with the total

running upwards of 60. Frequencies

will be heavy, and all spots will be

minutes, delivered live. A similar

spot campaign to cover agents in

Illinois is also in the planning stages.

Timebuyer is Eleanor Paulson.

United Airlines Inc.

Agency: N. W. Ayer ir Son,

Philadelphia

Product: AIR TRAVEL
United has renewed its contracts

for 1961 in all markets, but big

broadcast changes are pending Unit-

ed's acquisition ol Capital Airlines.

If the expected merger materializes,

broadcast schedules will expand con-

siderably. Timebuyer is Artie Ram-
berg. • • •
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Washington

Over the Shoulder Look at 1960 In taking a backward glance at the events of I960, the National Associ-

Shows Broadcast Industry Cains ation of Broadcasters said "broadcasting emerged from its year of trial

in 1960 to reach the threshold of greater freedom and influence." The
industry's success, the NAB points out, was achieved "primarily by ma-
ture and mutual efforts by individual stations and the networks to dem-
onstrate their unmatched contributions to the public good."

Three Steps that Kept Industry The NAB singled out three steps taken by broadcasters thai helped to

On Right Road Cited by NAB counteract the attacks of the industry's critics. These are: "The indus-

try's fair and impartial handling of the presidential radio-tv debates with-

out any legal requirements or restrictions for equal time. Its apparent
success in winning acceptance of its view that broadcasters themselves

should determine community needs and plan programming to meet
them. Its determined effort to improve and expand its means of self-

regulation through the NAB's radio and television codes."

NAB Policy Committee Ends Its When Governor LeRoy Collins officially took over as NAB presidenl this

Temporary Role on Optimistic Note month, it marked the end of the special three-man Policy Committee.
The Committee was established to oversee the operations of the organ-

ization after the death of the former NAB head, Harold E. Fellows. Clair

R. McCollough, president and general manager of the Steinman Stations,

Lancaster, Pa., and chairman of the Policy Committee, said broadcasting

has emerged "from its blackest days of 1959 and early 1960 to be accorded

a higher degree of faith and freedom by the legislative and regulatory

agencies of government. With initiative and vigor, the industry can now
continue to move forward to grow in influence, both economic and so-

cial, and to work for the public interest less hampered than ever before

by archaic and unnecessary legislative and regulatory controls."

Station Activities Reflect The Policy Committee's year-end report highlighted a number of events

Growth of the Medium which attested to the industry's growth. As of December 1, according

to the report, there were 3,538 am and 801 fm radio stations on the air.

This represents an increase of 82 am and 12 fm stations since last Janu-

ary 1. NAB membership climbed to a new high—2,623 radio and tele-

vision stations, plus all the national networks—an increase of 260 stations

since the first of 1960. There was also a generous increase in the num-
ber of stations that subscribe to NAB's Radio Code—a total of 1,093

radio stations as of December f. Around the middle of last year, the

Radio Code was extended to non-members, its administration was

changed from an honor system to one with enforcement provisions and

a full-time code staff was added at NAB headquarters.

McCollough Sketches in Four In summing up the past 12 month period, and looking to the future, Mr.

'Touchstones' of the Future McCollough said "Broadcasting has much to talk about and to promote

. . . much of excellence in our programming, much of our influence

tipon domestic and world affairs." He offered the following "touchstones

of the future" for the industry: "A determined organized effort to bolster

the economy through ethical advertising. ... A dedication, within our

capacities, to the cause of better education. ... A comprehension of the

public interest in order that we may meet in a climate of decision freely

made. ... A concentrated, organized effort to portray our industry to the

public for what it is and aspires to become." • • •
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In keeping with his active participa-

tion in industry affairs, Lewis Havens
Avery has been elected president of

the Station Representatives Associ-

ation for the year 1961. Mr. Avery,

president of Avery-Knodel Inc.,

brings to this post the experience and

knowledge acquired over a span of

30 years in all phases of radio.

An enthusiastic advocate of radio,

Mr. Avery made a prediction about

the medium's future over 10 years

ago. With the pressure of tv increas-

ing daily, Mr. Avery said ".
. . there's

no reason why 10 years from now am
broadcasting won't have as big or

bigger billings than it has today."

Sales figures recently issued by the

Federal Communications Commis-
sion and the SRA testify to the ac-

curacy of that prediction.

Mr. Avery succeeds H. Preston

Peters, president of Peters, Griffin,

Woodward Inc. Always interested

in fostering the growth of the repre-

sentative field, Mr. Avery was one of

the organizers of the National Asso-

ciation of Radio Station Representa-

tives, the predecessor of SRA. He
served that group as its first treas-

urer, and later as its president.

A native of Seneca Falls, N. Y.,

Mr. Avery started out with ambitions

of becoming an electrical engineer.

However, after three years at Myn-
derse Academy and Union College,

Schenectady, he made the switch to

business administration. He got his

first taste of radio when he added an-

nouncing chores at WGY Schenec-

tady to his regular position in the

publicity department of General

Electric. That was in 1926, and two

years later he found himself con-

ducting a five-day home economics

program on WGY as part of his du-

ties as assistant ad manager of the

Mohawk Power Co.

The pace of his progress quick-

ened. In 1930 he joined BBDO, and
was soon handling all local radio ac-

tivities of clients from Albany to De-

troit. After two years with the

agency, Mr. Avery took his first po-

sition in the representative field. He
was sales manager of the Chicago

office of Free and Peters until 1942,

when he went to work for the Na-

tional Association of Broadcasters as

director of the Division of Broadcast

Advertising.

In 1945, Mr. Avery started his own
representative office, and one year

later was joined by J. W. Knodel to

form the firm of Avery-Knodel Inc.

Today, the organization has seven

offices throughout the country, and

employs the services of almost 100

staff members.

Taking little time out from his

work for hobbies and sports, Mr.

Avery lives in Scarsdale, N. Y., with

his wife, Helen Elizabeth. The Averys

have a son and a daughter. • • •

"The Heartbeat of

the Corn Country"

Covers 67 Counties*

in 4 top farm states

*NCS #2 — Iowa, Nebraska, Kansas, Missouri

Total population 961,500

live on farms

or towns under 2,500

KMA nas programmed to meet the needs

of this WHOPPING majority for

over a third of a century

KMA fi"s this BIC CAP between metro-

politan markets as no other medium
can

Total Consumer

Spendable Income _ $1,350,273,000

Cross Farm Income $1,237,800,000

Retail Sales $1,122,062,000

(Income and sales source—SRDS est. July '58-'59>

35 years of reliable

farm service radio

KMA Two full-time farm service men.

KMA— Two full-time veteran newsmen.

KMA Seasoned air personalities. Ten have

an average of 21 years in radio.

KMA Proved audience appeal with a

balance of farm service, news,

weather, markets, sports, home-

making, good music, and ABC net-

work.

KMA— Full-time merchandising promotion.

KMA— 35 years under same ownership.

KMA Publishes KMA Guide Magazine

($1 per yr.l, 11,000 paid.

KMA Auditorium seats 800, popular

meeting spot for farm, civic, po-

litical organizations.

KMA Twin Bonanza, full-time pilot, to

speed news, service, business.

All adds up to

SELLING KNOW-HOW!
Represented by Edward Petry & Company
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WFBM's Mid- Indiana

leadership is earned!



News

sponsored

before it

happens-

on WFBM
Eckrich* renews

blank check"

news contract

for third year!

LETTERS TO THE EDITOR

w

Wherever or whenever BIG news

breaks in Indiana, WFBM keeps

Hoosiers in touch with events as

they happen. Eckrich likes WFBM's
exclusive "news beats" . . . knows

WFBM's mobile radio and televi-

sion units will be in action at the

scene, whether it's a fire in Elwood

or a flood in Terre Haute.

Eckrich trusts our judgment as

to whether an event warrants pre-

emption of regular programming

(when it does, automatic sponsor-

ship results). Doesn't such perform-

ance of our 1 7-man news operation

justify your confidence, too? Next

time why not call us first!

' Peter Ecknch 4 Sons, Inc., Meat Specialties

TV
NBC 6 INDIANAPOLIS

1260
Radio
ABC

1961 Airfax

Your I)c< embci I *!<»(> book is one

ol lite Ik'sI iii the young and vigorous

history of v. s. radio. It will find

many valuable applications in oui

organization throughout the year.

Congratulations on a most useful

compendium ol i adio Ea< is.

Ben H. Holmes
Radio Vice President

Edward Petry & Co., Inc.

New York, N.Y.

Negro Radio Issue

Congratulations on the Negro
Radio supplement (i . s. radio, No-

vember). It did an excellent job

in presenting the story.

Your editorial was especially ap-

preciated. No one knows any better

than I what it takes to get an associ-

ation of radio station owners started.

I do believe, however, that we are

coming along nicely; and given a lit-

tle time, we will start making the

Association's presence felt in a big,

big way.

Francis M. Fitzgerald
President

Negro Radio Association

Charlotte, N.C.

A magazine publisher once told

me that the amount of space pur-

c based by a client had absolutely no
connection with the amount of cov-

erage the client would receive edi-

torially in his publication.

It is quite obvious, after careful

examination of your Negro edition,

that you are living up to these high

ideals of the publishing profession.

Congratulations!

John McLendon
President

McLendon Ebony Radio
Jackson, Miss.

I thought your Negro Radio sup-

plement was very, very good. Con-

gratulations.

Stuart J. Hepburn
President

KNOK
Fort Worth, Tex.

Salesmen First

I would sincerely appreciate your

sending me a copy of your magazine

directly to my home. Your book is

so populai I have lo heal my sales-

men to the mail.

Richard J. Kcllihcr

Eastern Sales Manager
Adam Young Inc.

New York, N.Y.

Media Aid

I am very much interested in be-

coming a subscriber to U. s. radio.

As media direc tor, I feel that such a

publication would help this depart-

ment immensely.

W. F. Frensley
Media Director

Beals Advertising Agency
Oklahoma City, Okla.

U.S. FM
Let me take this opportunity to

congratulate you, and your staff, for

a job well done. u. s. fm is certainly

a needed publication for a growing

industry. Thanks to tin's fine publi-

cation, the fm "message" will reach

every major agency in the country.

Ralph T. Hennen
Sales Manager
Eastern Broadcasting System, Inc.

Brookfield , Conn.

We have enthusiastically followed

the emergence of u. s. fm. The future

benefits that it will afford the adver-

tisers considering FM are tremen-

dous. Allow us to congratulate you.

Could you please forward to me
the names and addresses of some of

the manufacturers of reliable multi-

plex receivers.

George J. Sliman
Mavar Shrimp & Oyster Co.
Biloxi, Miss.

For the first time in three months,

I took time out to read u. s. fm that

I received in today's mail.

I immediately began a search for

back issues, which I vaguely recall

my chief engineer going over. He
was no help in locating them.

Therefore, I have a favor to ask.

I have Vol. 1—No. 4 and am missing

the first three issues. Could you

please send me the three back issues?

Your u. s. fm, I have discovered, is

a highly informative paper.

Francis J. Stratman
General Manager
WCWC
Ripon, Wisconsin

Represented Nationally by The KATZ Agency



WWDC-FIRST . . . and a runaway leader in the popularity poll for the

friendliest radio voice in Washington, D.C. Which proves the effect

of our often-aired slogan . . . "the station that keeps people in mind."

^y^^jj^m^jj ^^^^^^^
REPRESENTED NATIONALLY BY JOHN BLAIR & CO.

For full details on radio leadership, write WWDC or ask your Blair man for a copy of WWDC's new "Profile of Preference;'

And in growing Jacksonville, Fla.- it's WWDC- owned WMBR
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The Minneapolis Grain Exchange, one of the nation's largest cash

grain markets, is the scene of a WCCO farm market report. Here,

Associate Farm Director Jim Hill interviews an exchange official.

Farm Radio

Third annual U.S. Radio survey

reveals many changes in

programming content and format,

and growing advertiser acceptance

Also see:

• List of major national and

regional farm radio clients p. 24

• Farm advertiser use story p. 26

• Capsule farm success stories p. 30

"There are a dozen differ-

ent products that you could

sell to the great benefit of

your farm listeners—to the great

benefit of the whole area."

This statement on the influence

of farm radio was written not as a

sales inspiration memo from a gen-

eral manager to a sales manager,

but by a regular farm advertiser to

a farm station urging it to bring to

the attention of farmers, for their

own betterment, the product mes-

sages of the many new developments

in the field of agricultural science.

The writer of the letter, Roswell

Garst of Garst 8c Thomas Hybrid

Corn Co., whose personal reputation

is known the world over, commented
to WOW Omaha on the effectiveness

of the station for his products and
then took it to task for not bringing
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In one of the many KFRE Fresno farm department field

interviews, reporter Jim Miller gets the story on new
techniques employed today in the crossbreeding of cattle.

Farm personnel of WHO Des Moines are on location at

the Iowa State Fair. L to r: Jack Dallas, farm dept. assist-

ant; Herb Plambeck, farm director; Lloyd Albers, superin-

tendent of the cattle show; Chet Randolph, farm news
editor; Lee Kline, market editor, and Keith Kirkpatrick,

associate farm editor. Scene is the last livestock judging.

to the awareness of listeners the farm

products and services of certain addi-

tional companies.

"I think you and your station."

he wrote to the general manager,

"have a wonderful opportunity to

help tanners produce better crops

and that you are not taking full ad-

vantage of your opportunity."

Mr. Garst goes on to illustrate

how the commerc ial messages of two

nationally-produced products could

make important differences in the

outcome of farm production.

Conviction of this type by an in-

terested advertise] on the strength

and importance of farm radio is tes-

timony enough to the medium's af-

fluent e.

And in the fast-changing world of

agriculture, filled with wonderful

new developments and beset with

many critical problems, farm radio

is attempting to keep pace with the

needs of its listeners.

Questionnaires returned by sta-

tions to l .s. radio as part of the third

annual survey of farm radio indi-

cates that many adjustments are

taking place within the medium:

• Programming is becoming more

diversified to appeal to a wider

range of farm listeners (i.e., the

whole farm family)

.

• Information covered in farm

programming is also broaden-

ing in scope across the country

to include such things as gen-

eral business news, gardening

and expanded reporting on
farm markets.

• The trend to shorter segments

of farm programming—without

a necessary reduction in total

farm radio activity—appears to

be glowing, according to the

survey.

• Questionnaires also point to the

lad that stations are providing

more service to advertisers.

As a focal point for advertising,

the farm market continues to grow
in attractiveness. This is true for

farm products as it is for standard

consumer items. For a list of nation-

al and regional advertisers who buy

farm programming—as reported by

stations in their questionnaires—see

p. 24.

The vastness of the farm market

has been documented by Wildrick &
Miller Inc., New York, advertising

agency that specializes in the agri-

cultural, building and chemical in-

dustries. Its appraisal of the farm

market, issued last year, presented

the farm story in a 32-page booklet

called Feioer, Larger, Richer, a fol-

low-up to a similar analysis pub-

lished 10 years earlier. Calling upon
government and industry figures,

here are some of the facts the agency

has gathered:

• The farming industry consumes

6.5 million tons of finished steel

each year, equal to almost half

what the entire auto industry

uses.

• Farmers spend SI. 5 billion each

year for petroleum products.

They are the nation's biggest

buvers of oil industry products.

• Farmers invest almost $5 billion

each year in new buildings,

equipment and machinery,

more than $1,000 per farm.

• Farmers use enough rubber each

year to put tires on six million

automobiles.

• They spend more than $9 bil-

lion annually for seed, stock,

feed and fertilizer.

• Farm families each year buy
about $16 billion worth of con-

sumer goods and services like-

food, clothing, I in nit ure, insur-

ance, appliances, medical care,

among other things.

There is strong evidence that ad-

vertisers in greater numbers are real-

izing the value of the farm market

for both specialized and consumer
goods and services.

"Radio sales in 19fil are expected

to rise in all product classifications,"

states Sidney J. Wolf, president of

Keystone Broadcasting System Inc.,

"but should be especially marked
among advertisers concerned with

reaching the large farm market. Cur-

rently, eight national accounts are

selling their various farm products,

equipment or services via Keystone

facilities. Many general product ad-

vertisers also are seeking this spe-

cialized consuming group."

He cites as an example the rise in

automotive billing for Keystone in

1960. "We have manv manufac-

turers using transcribed commercials

to sell the general passenger car line

to farmers as well as trucks." Mr.

Wolf credits much of Keystone's sales

gain of 25 percent last year to adver-

tisers anxious to reach the rural

markets.

Of the more than 1,100 stations

in the Keystone network, 884 con-

tain farm programming that collec-
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Before the Heavy Machinery Rodeo held at Clemson College, S.C., Grady Cole,

farm director of WBT Charlotte, interviews the 4-H Club participants in the rodeo.

Mike Nelson (I.), farm director of WJAG
Norfolk, Neb., presents plaque to owner of

prize-winninq heifers at the Norfolk Chamber
of Commerce-sponsored Baby Beef Show meet.

tively cover 3.7 million farms. Key-

stone stales that these farms have an

annual gross income of $26.6 billion,

about 70 percent of the total U.S.

gross farm income ol N37.9 billion.

There arc many developments

taking shape in farm radio today, ac-

cording to questionnaire returns.

"The farm director must spend

more time in the held and less in the

studio," states Herman Clark, direc-

tor ol radio, WBAP Fort Worth.

"There should be more interviews

in the field, more first-hand reports

on crop conditions." As for farm

clients, Mr. Clark declares, "Adver-

tisers expect more service— dealer

calls, attendance at sales meetings,

assistance with point-of-sale material,

dealer letters, contacts with sales

managers. Consumer product adver-

tisers, too, are showing an interest

in the high-income farm audience."

The emphasis on markets and
marketing information is explained

by Maynard Speece, farm director of

WCCO Minneapolis:

"The basics ol farm service report-

ing—markets, weather and news of

agriculture—remain the same. But

each year there is more emphasis on
markets and marketing. One big

reason is that market activity is no
longer seasonal.

"A few years ago, virtually all

hogs came to market in the fall be-

cause practically all farrowing oc-

curred in the spring. Today, multi-

ple farrowing is the rule and the

farmer is bringing hogs to market
the year around.

"Also contributing to this picture

is the fact that so many farmers are

joining together in marketing groups

to even the flow of livestock to mar-

n *

S - 1

i

Farm Director Arnold Peterson (r.) of WOW Omaha and

Associate Farm Director Frank Arney prepare for on-the-

spot interview to be run on one of station's farm programs.

ket, eliminating the great seasonal

price fluctuations.

"Farm service broadcasting also

has been greatly affected by the tech-

nological revolution on the hum.
The farmer simply cannot keep up
w ith all the new products and meth-

ods in such fields as chemicals, fer-

tilizers, feed formulations and insec-

ticides. He depends more and more
on radio lor news of these products

and advice on when to use them.

Often it is the kind of information

the farmer needs now and he sets it

now only on radio."

Changes in farm radio program-

ming reflect a desire to broaden the

scope of information as well as to

appeal to a wider range of listener

(for example, the farm housewife).

"We have expanded the scope of

women in our farm programming,"

declares Robert Miller-, director of

agricultural activities for WLW Cin-

cinnati. "More and more important

is the part played by Jean Conner,

women's director of the farm pro-

gram department, and thousands of

letters from listeners attest to their

confidence and loyalty. For example,

just before Christmas Jean Conner
offered to send a reprint of a Christ

mas cookie recipe upon receipt of a

self-addressed, stamped envelope. T>\

Christmas, more than 2,100 requests

had been received and acknowl-

edged.

"An increase in community rela-

tions also has been noted. More
time has been given to personal ap-

pearances, speeches, remote broad-

casts and activities at WLW's Every-

body's Farm. Nowadays a farm

broadcaster must have world-wide

knowledge—he cannot limit himself

to his own community."

Appealing to a wider range of lis-

tener with farm programming is

pointed to by many stations as one

of the newer developments in farm
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"We are still employing our regu-

lar pattern of farm interviews, mar-

ket information and news directed

to the farmer, all the while direct-

ing more thought to the young farm-

er and participating more with the

FFA and other groups," says Leslie

Kennon, vice president, K.WTO
Springfield, Mo. "We have also en-

larged our scope <>l markets to in-

clude all importanl quotations in

livestock and grain in the middle

west."

And fay Gould, farm director of

WOWO Fort Wayne, adds the fol-

lowing emphasis to the growing di-

versification in programming con-

tent and approach:
"

I wo types of changes have come
into mil farm broadcasting. One
type in program material and the

other in program formal. Emphasis
has been changed considerably from

our former efforts to raise produc-

tion of crops and livestock to the

problems ol marketing and adjust-

This trio bids welcome to visitors to Everybody's Farm, owned and operated by

WLW Cincinnati. L. to r.: George Logan, farm service director; Robert Miller,

WLW's director of agricultural activities, and Jack Conner, manager of the farm.

U. S. Sentate radio room is the scene of this farm broadcast by WGY Schenectady,

N. Y. Station set up special two-way radio broadcast between these senators and

four farmers in its home studios. Don Tuttle (r), WGY farm director, handles the

Washington end of the discussion with Senators (I to r) Milton Young, William

Proxmire, George Aiken and Allen Ellender. Northeast problems were aired.

menl of quality and amount to de-

mand. The re is also a considerable

inc rease in the amount of time spent

in explaining farm problems to non-

farm people and the problems ol

non-farmers to the farmers. As with

the extension service, farm broad-

casting now includes an ever increas-

ing amount of attention to suburban

non-farm listeners.

"Our farm broadcast format has

evolved to parallel an apparent

change in listening habits—shorter

information segments (for example,

four-minute rather than 15-minute

markets), shorter interviews (maxi-

mum six minutes) and general agri-

culture information. Along this line,

local, national and international

news is now embodied within our

farm broadcasts."

Bill Hoeft, faun director of WTMJ
Milwaukee, also states that "more

consideration is being given to the

non-farm listener in farm program-

ming."

Some stations report adjustments

in programming to appeal to urban

I isteners.

"Our farm programming attempts

to bring the urban listeners closer to

the farmer, providing information to

the urban listener which tends to ac-

quaint him with the farmer's prob-

lems," declares Robert (Doc) Web-
ster, farm director of WJTN James-

town, N. Y. "We have not sacrificed

the farm content in the program,

but tend to present it in a manner
that will be not only of interest to

the farmer, but the urban listener as

well. We are keeping interviews to

a maximum of three minutes in an

effort to keep the program fast-

moving."

Conway Robinson, farm director,

WBAL Baltimore, underscores a

similar point: "Farm programming

—particularly in our eastern area

—

must include sufficient human and

general interest material to attract

the suburban 'farmer' since our so-

called strictly agricultural listening

area now is changing and to a large

extent is assuming a more suburban

appearance."

The appeal to the distaff side is

explained by Howard Heath, farm

director, WPAG Ann Arbor, Mich.

"We are aiming the commercial

pitches more and more toward the

woman of the house, knowing very

little is ever spent without her con-
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The WMT Cedar Rapids booth at the Iowa State Fair featu res such services as

weather forecasts and market reports. Station has similar booths at all local fairs.

I
sent."

An example <>l the increasing va-

riety in information covered in farm

fare is provided by Vei n Stedry, man-

ager of KRGI Grand Island, Neb.

"Our farm director, Hill Macdonald,

is making his farm program a bit

more diversified. He covers lawn

care, shrubs and plants a little more
than he did a few years ago and has

received excellent response to this

programming."

Radio's ability to provide the

farmer with fast and accurate report-

ing is being accentuated by a num-
ber of stations, according to ques-

tionnaire returns.

"Farm radio is continually becom-
ing speedier and more informative

in its reporting," states Orion Sam-
uelson, farm director, WGN Chica-

go. "With the stepped-up pace of

today's agriculture, farmers need up-

to-the-minute market and weather

reports and news of new agricultural

developments."

And Wally Ausleg, farm director,

WPTF Raleigh, N. C, declares, 'The
pace has been quickened. Shorter,

but more meaningful interviews.

More market reports. Wider diver-

sification on farms, operators inter-

ested in more items. In our area, for

instance, on broilers, eggs and live-

stock, farmers desire more informa-

tion on prices in distant markets,

which affect local markets. Farmers
are becoming better businessmen.
They want to keep up with new de-

velopments."

In line with this, George Shannon,
farm director of WWL New Orleans,

says, "General business news is want-
ed by farmers." He also states that

farmers want more markets, weather
and live interviews.

"More emphasis on the business

side of agriculture; farm market re-

ports, too, are heavier," comments
Ted Capener, farm director, KSL
Salt Lake City.

In the area of remotes, Grady
Cole, farm director of WBT Char-
lotte, N. C, believes major changes
in programming include "more tapes

of talks with agents and farmers as

well as interviews at farm shows and
exhibitions."

Carl Collins, farm director, WKZO
Kalamazoo, also believes that "farm
radio programming is more mobile
these days. Examples on WKZO are

direct reports from the Chicago

Collecting facts for his WBAP Fort Worth
farm program is Calvin Pigg (I.), station's farm
editor. This is one way the station keeps
abreast of the views of cattlemen and farmers.

Stockyards, the local stock exchange

and the area weather bureau. An-
other service that has been successful

for us is Spray Guide, beeper reports

from agriculture specialists in the

field advising area fruit growers of

spraying conditions and advice on
what types of spray to use."

Another example of the far-reach-

ing capabilities of today's farm pro-

gramming is provided bv WGY
Schenectady, N. Y. Last spring, Don
Tuttle, farm director, set up a two-

way radio broadcast between four

area farmers in its studios and four

U. S. senators in Washington. The
senators, members of the Senate Ag-

ricultural Committee, were George

Aiken (R-Vt.) , William Proxmire

(D-Wisc), Allen Ellender (D-La.)

and Milton Young (R-N. D.).

fl P I* H
KWKH Shreveport operates remote broadcasts

from its own booth at the Louisiana State Fair.

Farm Director Jack Dillard is shown getting

farmers' opinions on the success of the show.

The farmers in the WGY studios

fired questions dealing with north-

eastern agricultural problems at the

lawmakers. Listeners to the Farm
Paper of the Air were given a chance

to hear these matters discussed by

these leading legislators and the lo-

cal farmers.

A further indication of farm ra-

dio's increasing mobility is offered

by George Haefner, farm director,

WHAM Rochester, N. Y. "No long-

er are stereotype news or agricultu-

ral releases used. Rather, the story

is re-told in specific terms of the

WHAM farmer and his farm condi-

tions. Each month we travel greater

distances with our tape recorder,

tailoring the farm programs to the

highly-specialized needs of today's

competitive farm business."
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The importance o£ on-tlic-scenc

reporting and the de-emphasis ol

news releases is underscored l>\ R.i\

Wilkinson, Eai m dire< tor, W( I <

Rocky Mount, N. C. "Best results

today are ac hieved by personal con-

tact on the farm and lull-time study

of local and area problems through

county agents and the state extension

service. No more jusi reading bulle-

tins and wire service reports. Com-
plete coverage ol all events in area,

Erom on-the-fai m demons! i at ions to

livestock sales and auctions."

With the rapidly changing Earm

picture adding new responsibilities

to farm broadcasters, many stations

are in the process of modifying or

altering their Earm format and cov-

erage.

One such station, WOW Omaha,
reports it has just had the most ex-

tensive program "overhaul" in 38

years. Rill Wiseman, manager, de-

scribes the changes in farm content.

"Ouj new Eormat gives in< reased em-

phasis to three vital farm services

—

cm inn complete markets, current

complete weather and current com-

plete farm news. These will be

brought to the farmer in-depth twice

daily.

"The award-winning program,

Farm Service Reporter, featuring Ar-

nold Peterson, farm director, and
Frank Arney, associate farm director,

has been split into two segments

—

at 6:15 to 6:30 a.m. and 12:15 to

12:30 p.m. This doubles WOW's
farm service. In addition, recogniz-

ing that the farm family likes music

and entertainment, we have added
Rise and Shine, a musical show at

5:30 to 6 a.m. and 6:30 to 7 a.m.,

with both programs giving frequent

weather reports, time and farm fea-

turettes.

'AVOW also has increased its 6

a.m. news to 15 minutes and has in-

serted first market estimates and

complete farm weather. Thus, the

KDHL Faribault Minn., and the Ralston Purina Co. co-sponsored the "Beautena
Roydl Show and Sale." Farm Director Dean Curtis (I.) gets report on the scene.

entire period from 5:30 to 7 a.m.

offers greatly improved farm serv-

ice."

Farm programming has always

consisted basically ol providing in-

formation the farmer needs in his

everyday operation. However, the

growing complexity of farm technol-

ogy coupled with new product de-

velopments are bringing about an

expansion of information offered.

"Besides the usual weather, news,

markets, IVS.D.A. and state school

agricultural news, our station lias

added two new features within the

last two years," states Harold
f.

(Smitty) Schmitz, faun director,

KFEQ St. foseph Mo. "From Febru-

ary to August, we carry a weekly In-

sect Report consisting of taped inter-

views made with the extension ento-

mologist of the University of Mis-

souri School of Agriculture. litis is

a 10-minute feature, usually sold and

broadcast on Mondays.

"Since last spring, KFEQ has car-

ried special weather forecasts at 6:55

a.m. and 6:25 p.m., Monday through

Friday, from Midwest Weather Serv-

ice of Kansas City, Mo. These fore-

casts are beamed at farmers."

The trend towards shorter farm

program units, which started a few

years ago, appears to be gaining in

acceptance.
' We are in the process of shorten-

ing our program segments," says

John Chase, farm program director,

WHFB Benton Harbor Mich. "We
are trying to streamline the informa-

tion segments, but maintain the

same amount of markets and weath-

er. Actually, we are revising our

Michigan Farm Hour (12:15 to 1

p.m.) despite the fact that the pro-

gram was selected as the outstanding

farm program in Michigan by the

Associated Press in 1958-1959 and

1959-1960.

"The objective is to provide a

wider variety of information on each

program. We have also expanded in

the last two years our weather pro-

grams and local market coverage.

During our morning program (5:30

to 6:45 a.m.), we are featuring more
entertainment, but we still maintain

basic farm features."

And Chuck Bill, farm director of

WLS Chicago, declares, "There's a

definite trend toward short segment

programming. WLS has a one-hour

morning show, Farm Special, which

features short segments or vignettes

by farm editors, interviews, market

reports, among other things. Between

these segments, we feature regular

music, news and weather reports."

At noon, Mr. Bill notes, WLS has

a half-hour news show, Mid-Day,

which features three voices. Five-

minute segments include local news,,

regional news, markets, weather, na-

tional news and a five-minute news

summary.

"More short items, more music,"

states Stan Torgerson, station mana-

ger, WMC Memphis. "The major

change in farm programming is to a

more listenable format with less

long discussions."

Wally Erickson, farm director,

KFRE Fresno, analyzes the develop-

ments in shorter programming this

way:

"Trend is not definite, but some

stations are going into shorter pro-

gramming segments. The National

Farm and Home Hour was dropped

by NBC, which now uses farm short

subjects prepared by farm broadcast-

ers for Monitor. By the same token,

a few stations have eliminated block

farm programming for more fre-
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ijuciil shoil segments; however, litis

is not .1 general pra< ti< e.

"Most ol us are streamlining our

farm programming somewhal l>\

keeping the features shorter, .11

tempting to gel frequent change ol

voices." He also states thai many
farm directors in more metropolitan

areas are doing special sen ice fea-

tures (consumer tips, gardening) Eoi

urbanites.

"Capsule type reporis inside ol

longer piograms are becoming quite

popular." dec lares Loyd Evans, farm

director, K.GBX Springfield, Mo.

"Our Farmarama programming each

morning is built around the NBC
Monitoi format with a farm slant all

the way." He says the station has re-

ceived "much good comment''' from

listeners on the market and weather
briefings given every 20 minutes.

"We are s< heduling more five-min-

ute farm shows than ever before,"

asserts How aid Langfitt, hum direc-

tor, WJDX Jackson, Miss. "We're
providing our listeners with more
thorough and complete market re-

ports and information as well as

more material of interest to con-

sumers."

In support of the movement to

shorter segments of farm program-
ming, are such comments as these:

"Farm programming includes short-

er interviews and a greater number
of them." says Mike Nelson, farm
director, WJAG Norfolk, Neb.

"We have made a marked change
in farm programming. The farm

shows are worked into the news and
morning record shows as one- to

three-minute spots," states Wayne
Rothgeb. farm director, WKJG Fort

Wayne, Ind.

"Shortening of features to allow

more variety is a major trend," de-

clares Homer Quann, farm director,

WSVA Harrisonburg, Va.

One of the big pluses of farm ra-

dio advertising is the merchandising

and other services that a station pro-

vides a client. And reports from sta-

tions indicate that these services are

taking on additional importance in

the station-client relationship.

"More emphasis is being put on
service to the farm radio client,"

states Phil Evans, farm director,

KMBC-KFRM Kansas City, Mo. He
cites such services as addressing and
attending client sales meetings and
working with area dealers as well as

U. S. RADIO • January 1961

providing mailings and point-ol

pun base displays.

"Farm directors are putting mon
emphasis in helping CO-Ops and farm

organizations market and merchan
disc theii produi ts," de< lares Clifl

Mien, farm director, WNOX Knox
v ille, I enn.

Bob Nance, farm director, WW I

Cedar Rapids, [owa, believes thai a

major change today is "more per-

sonal service to ( lients." In line with

this, the station's merchandising and

promotion activities are extensive.

Last ()( tobei, WMT broadcast di

rectly for a week bom the site ol the

National Daiiv Cattle Congress in

Waterloo. About 35,000 people reg-

istered at the station's "Farm Serv-

ice" booth in the main exhibition

hall to registe] fo] prizes and to meet
station personalities. One General

Electric transistor radio and a 17-

inch GE portable t\ set were award-

ed daily.

Remote broadcasts included lour

Farm Cavalcade Cattle Congress re-

ports sponsored by Northrup 8c King

Co., seed and feed company.
An example ol a well-rounded

merchandising campaign is provided

by WSJS Winston-Salem on behall

of one of its clients, Internationa]

Harvester, sponsor of the Piedmont
Farm Program.

Among the features of the mer-

chandising support are: Personal

visits by Harvey Dinkins, farm serv-

ice director, to IH dealers; personal

letters to dealers explaining this sup-

port; on-air work during the Dixie

Classic Fair, conducted with person-

nel from the Forsyth-Stokes Tractor

Co., an IH dealer; promotional plac-

ards for dealer showrooms; air pro-

motion on behalf of the program;

personal appearances at dealer meet-

ings, and goodwill field trips.

Plans for the next Dixie Classic

Fair will include on-air interviews

from the IH display.

Questionnaires returned by sta-

tions also indicate that certain struc-

tural changes are being made in the

station-client relationship as far as

the handling of commercials is con-

cerned.

"More leeway is being given farm

directors by their advertisers in the

presentation of commercials," states

Jack Dillard, farm director, KWKH
Shreveport, La.

"Some stations seem to be weaning

the farm director away from com-

As a part of the farm proqramminq at WWL
New Orleans. Georqe Shannon, farm director,

often interviews members of the Louisiana

chapters of Future Farmers of America group.

Harvey Dinlcins (I.), WSJS Winston-Salem
farm director, talks over his Piedmont Farm
Show with sponsor D. C. Rankin, IH dealer.

Each year WOAI San Antonio reports on the

Southwest Texas Soil Conservation Tour. Shown
discussinq conservation improvements are Bill

McReynolds (r.), farm and ranch editor, and

John White, Texas Commissioner of Agriculture.

mercials, thereby making it possible

for competitive accounts to be on his

program," comments Wilbur Lever-

ing, farm director, WIBW Topeka.
And in the selling of farm radio

lime, Bill McReynolds, farm direc-

tor, WOAI San Antonio, states, "We
have been giving increased attention

to the participating spot campaign
within the farm show as well as sell-

ing in five-minute segments." • • •
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Farm Radio Advertisers
The following is a list of national and regional adver-

tisers who regularly use farm radio in their advertis-

ing. The clients, arranged by product category, are

taken from station questionnaires. Asterisk (*) in-

dicates regional client.

EQUIPMENT, IMPLEMENTS &
CONSTRUCTION

Alcoa Aluminum
Allis Chalmers

(farm machines)
American Steel & Wire

(fencing,)

Automatic Equipment Co.*

(farm machines)

Bevis Construction*
(shell homes)

Black, Si vol Is & Bryson

(storage tanks)

J. I. Case
(farm machines)

Chevrolet Trucks

Deere & Co.
(tractors and implements)

DeLaval Separator Co.

(milk machines)

Delco Batteries

Dodge Trucks
Eaton Metal Products

Electric Service Systems
(electric fencing)

Eveready Batteries

Firestone Tires

Flex-O-Glass
(glass substitutes)

Ford Tractors

Ford Trucks
GMC Trucks
Gehl Bros. Mfg.
B. F. Goodrich Tires

Goodyear Farm Tire Service

Granite City Steel*

(flat rolled steel)

Homelite Chain Saw
Honneggers & Co.

(farm buildings)

International Harvester
(farm machines)

Kaiser Aluminum Roofing

The Kendall Co.
(milk filters)

Kennecott Copper
Keystone Steel & Wire

(fencing)

Long Mfg.
(balers)

Massey Ferguson
(farm machines)

Walter May Farm Implements*
McCulloch Chain Saws
Minneapolis Moline

(farm machinery)
Mono Chain Saws*
National Pressed Steel*

(corrugated metal)

The Oliver Corp.
(farm machines)

Pennsylvania Tire

Pioneer Chain Saws
Plymouth Cordage

(baler twine)
Remington Chain Saws
Reynolds Farm Buildings*
Schwartz Mfg.

(milk filters)

Sensation Mower
Sheffield Steel

Solar Permanent
(milk coolers)

Southland Tractors*
Speedy Mfg.*

(farm machinery)
U. S. Rubber Co.

(tires)

U.S. Steel

Willys Motor
(trucks)

SEED & FEED

Allied Chemical
(feed supplement)

Allied Mills

(feeds)

American Salt*

C. S. Bell

(seeds)

Cargill

(seeds and Nutrena Feeds)
Cocker's Pedigreed Seed*
Cooperative G. L. F. Exchange*

(seeds and feeds)

The Corn King Co.*
(feeds)

Dannen Mills*

(feeds)

DeKalb Seed Corn
Delta Pine & Land

(cotton seeds)

Diamond Crystal Salt*
Doughboy*

(feeds)

Farm Bureau Co-Op*
(seeds and feeds)

Farmer's Hybrid Seed Corn*
Foxbilt Feeds
Funk Hybrids

(seeds and feeds)

Garst & Thomas*
(seeds)

Gooch Feed Mill*

Hubbard Milling*

(feed)

Jacques Seed*
Louisiana Seed*
Earl May Seed

McMillen Feed Mills*
McNoirs' Yield-Tested Seed'
Moorman Feeds
Murphy Products*

(feeds)

Northrup-King
(seeds and feeds)

Oelwein Chemical
(feeds)

Oyster Shell Products
(feeds)

Pay Way Feed Mills*
Pfister Hybrid Seed
Pioneer Seed Corn
Quaker Oats

(seeds)

Ralston Purina
(feeds)

J. C. Robinson Seed*
Schreiber Mills*

(feeds)

Southern States Co-op*
(seeds and feeds)

Spencer Kellogg & Sons
(feeds)

Steckley Hybrid Corn Co.*
(seeds)

Supersweet Feeds div. of

International Milling Co.*
Tennessee Farmers Co-op*

(feeds)

L. Tewles Seed*
U. S. Industrial Chemical
Vigortone Products

(feeds)

Walnut Grove Products*
(feeds)

FERTILIZERS & CHEMICALS

Agricultural Laboratories
chemicals 1

American Agricultural Chemical
(fertilizer)

Chilean Nitrate
(fertilizer)

Davison Chemical
(fertilizer)

Dow Chemical
Federal Chemical

(fertilizer)

Geigy Chemical
Hi-D Commercial Solvent

(fertilizer)

International Minerals and
Chemical

Nitrogen, div. of Allied Chemical
(fertilizer)

Monsanto
(fertilizer)

Olin-Mathieson Chemical
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Pax
(fertilizer)

Pfizer Laboratories
(chemicals 1

Planter Cotton Oil & Fertilizers*

Rohm & Hass
(chemicals*

Royster Guana
(fertilizer)

Shell Chemical
Sohio Chemical*
Spencer Chemical

(fertilizer)

Stauffer Chemical
(fertilizer)

Swift & Co.
(plant food)

Tennessee Farmer's Co-op*
(fertilizer)

Union Carbide
(chemicals)

Virginia-Carolina Chemical
(fertilizer)

ANIMAL HEALTH
Abbott Laboratories
American Cyanamid
American Scientific Laboratories
Armour Laboratories
Dr. Legear Inc.

Dr. Salisbury Laboratories
Geigy Agricultural Chemical
Hess & Clark
Merck & Co.
Myzon
National Serum
H. W. Naylor
The Smith Agricultural Chemical

INSECTICIDES, PEST & WEED
KILLERS

BHC Insecticide

Carbola Chemical
(insecticides)

Chapman Chemical'
(insecticides.*

Chemargo
(insecticides)

d-Con
(pesticides)

Niagara Chemical
(rat poison)

Esso

(cotton weed killer)

Swift & Co.
(insecticides)

Warfarat*
(rat poison)

Woodbury Chemical*
(insecticides and pesticides)

ASSOCIATIONS

The Burlap Council
Dairymen's League Cooperative Assoc.*
Doane Agricultural Service
Grange League Federation
Milk Producer's Assoc.*
Rural Electric Assoc.

PETROLEUM PRODUCTS
DX Sunray Oil

Ohio Oil*
Phillips 66
Pure Oil*
Sinclair Refining

Standard Oil

Sun Oil

CONSUMER PRODUCTS
Brown & Williamson Tobacco
Burrus Mills*

(flour)

Chattanooga Medicine
(Black Draught)

Coca Cola
Creomulsion

Dr. Pierce's Golden Medical Discovery
General Mills

Great Atlantic & Pacific Tea Co.
Hopkinsvillc Milling'

(flour)

Luziannc Coffee'
McCall's Magazine
Montgomery Ward
J. C. Penny
Pet Milk
Prince Albert Tobacco
Reynolds Tobacco
Royal Crown Cola
SSS Tonic
Safeway Stores

Sealy Mattress
Sears & Roebuck
Tubrose Snuff
Union Carbide

(Prestone anti-freeze)

Willard Tablet

MISCELLANEOUS
All-State Insurance
Bank of America*
Burnette-Carter*

(stock yards)

DX Sunray Farm Information

Dixie National Stock Yards*
Farm Bureau Insurance
Hamilton Carhartt Overall Co.*
Hercules Powder Co.

(explosives)

Household Finance
MFA Insurance*
Mobile Homes*

(house trailers)

Northern States Power*
Oshkosh B'Gosh

(clothing)

Poole Trailer Sales*

(house trailers)

South Memphis Stock Yards*
Wilson & Co.

(meat packers)

llllllllllllllllllllllllllllllllllllllllilllllllll!!^

Station Sampling

Replies from the following stations were received for the farm survey:

KCMO Kansas City, Mo.

KDHL Faribault, Minn.

KFEQ St. Joseph, Mo.

KFH Wichita, Kan.

KFKA Greeley, Colo.

KFRE Fresno, Calif.

KFRM Concordia, Kan.

KGBX Springfield, Mo.
KGNO Dodge City, Kan.

KHOW Denver, Colo.

KMBC Kansas City, Mo.

KRGI Grand Island, Neb.

KRVN Lexington, Neb.

KSL Salt Lake City, Utah

KSMN Mason City, la.

KVKN Monahans, Tex.

KWKH Shreveport, La.

KWTO Springfield, Mo.
KYW Cleveland, 0.

WBAA W. Lafayette, Ind.

WBAL Baltimore, Md.
WBAP Fort Worth, Tex.

WBEN Buffalo N.Y.

WBT Charlotte, N.C.

WCCO Minneapolis, Mmn
WCEC Rocky Mount, N.C.

WGN Chicago, III.

WGY Schenectady, N.Y.

WHAM Rochester, N.Y.

WHDN Boston, Mass.

WHFB Benton Harbor, Mich.

WHO Des Moines, la.

WHOS Decatur, Ala.

WIBC Indianapolis, Ind.

WIBW Topeka, Kan.

WISR Butler, Pa.

WJAG Norfolk, Neb.

WJDX Jackson, Miss.

WJTN Jamestown, N.Y.

WKJG Ft. Wayne, Ind.

WKTY La Crosse, Wise.

WKZO Kalamazoo, Mich.

WLS Chicago, III.

WLW Cincinnati, 0.

WMAZ Macon, Ga.

WMC Memphis, Tenn.

WMT Cedar Rapids, la.

WNOX Knoxville, Tenn.

WOAI San Antonio, Tex.

WOW Omaha, Neb.

WOWO Fort Wayne, Ind.

WPAG Ann Arbor, Mich.

WPTF Raleigh, N.C.

WRFD Worthington, 0.

WSJS Winston-Salem, N.C.

WSVA Harrisonburg, Va.

WTAX Springfield, III.

WTMJ Milwaukee, Wise.

WWL New Orleans, La.
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Radio Plows Sales
for

CYA iVA IMC I M*

Farm Drugs

Farm Directors Form Nucleus

For American Cyanamid's 52-week

Campaign for Aureomycin; 40 Stations

In 'Aureomycin Radio Network'

One oi the most outstanding

examples of cooperation be-

tween agency and station

lias developed over the past 10

months in farm radio.

Farm directors of 40 radio stations

play the key role in radio advertis-

ing for the American Cyanamid
Company, which manufactures Au-
reomycin for agricultural use.

Cunningham & Walsh Inc., New
York, American Cyanamid's agency,

calls its lineup of stations the Aureo-

mycin Radio Network. When the

program was initiated in April, 1960,

there were 25 stations in the "net-

work." Since then 15 stations have

been added. (It is estimated that

American Cyanamid will spend

§450,000 this year in farm radio, in-

cluding special spot campaigns that

are not a part of the 52-week "net-

work" schedule. The budget for the

"network" alone has been doubled

since last year, according to Robert

Palmer, Cunningham & Walsh me-

dia supervisor.)
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"Qui whole program hinges on
the farm directors," explains Mr.
Palmer. "As a matter of fact, we do
not select stations simply on the

basis of ratings or coverage. We feel

that the farm director is in close con-

tact with the people in his area and
exerts a great influence through his

personality. He not only knows
farmers, but local businessmen, and
many on a personal basis. He is a

key factor in our decision as to what
station to buy," Mr. Palmer says.

Once the station is selected, Cun-
ningham 8c Walsh buys farm pro-

grams solely where possible. The
usual practice is to sponsor a five-

minute slot of a program, using an
opening and closing billboard and a

one-minute commercial. The fre-

quency ranges from three to five pro-

grams a week. If time is unavailable

on a farm program, the agency buys

three one-minute adjacencies per

week.

"All spots must be delivered live

by a farm director," Mr. Palmer ex-

plains, "ami this is the basis lor what

we believe to be a rather unique

copy approach. The farm director

receives no copy, transcription or

fact sheet from the agency. Instead,

we send him literature on Aureomy-
cin and a list of 'ground rules' which
covers the 'don't's' instead of the

'do's'."

Agency Suggestions

Here are excerpts from agency in-

structions to the farm directors:

"Enclosed you will find a booklet

titled 'What An Antibiotic in Feed

Can Do for You.' The first six pages

of this booklet contain the basic

story of Aureomycin, what it is, how
it works and why it works. The re-

mainder of the booklet discusses Au-

reomycin as a Iced additive. Second

is a folder called 'How to Use Aureo-

mycin.' In its pages you will find a

brief summary of the uses of Aureo-

mycin in animal health (veterinary)

products. The third book bearing

the label of 'Aureomycin Crumbles'

is a rathei comprehensive facl sheet

on this new and important health

product. The fourth item is a set

of 13 'ground rules' governing com-

mercial structure."

Armed with this material, the

farm director prepares his own copy.

Cunningham & Walsh prefers this

method for a number of reasons:

First, the farm director flavors the

commercial with his own personali-

ty; second, he is aware of changes in

agricultural conditions that would
call for a change in copy; third, he

can write the commercial on what-

ever farm animal is predominant in

his area—livestock, poultry.

A fourth reason for giving the

farm director a wide latitude with

copy is the testimonial. Often a

farm director, when in the field, will

interview a farmer who uses one of

the Aureomycin products. The farm-

er will explain why and how he uses

Aureomycin and give a run-down of

the resit Its. Whenever adaptable, an
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Farm directors prepare their own copy from background material fur-

nished by C&W. They exercise almost complete autonomy in promotion,

copy and sales contacts. Here John McDonald, RFD for WSM Nash-
ville, gives commercial during one of Cyanamid's three weekly programs.

How C&W Selects Farm Directors

1. Does the RFD work for a qualified station? (Ability to

reach a sizable farm listenership)

.

2. Agency man must have met RFD personally.

3. Is he a member of the National Association of Tele-

vision and Radio Farm Directors?

4. How active is the RFD in the NATRFD?

5. Airchecks of programs taken periodically.

6. Does station management have an active interest in

farm programming?

7. Which geographic region is the RFD from?

(Farm areas in order of importance: Midwest, North-

east, Southwest, Southeast and West.)

iiiiniiiiimiiiiiM

interview is used for a testimonial

commercial.

"This approach gives the station's

farm directoi standards commensu-
rate with his position and gives the

advertising the benefit of the farm

director's experience. He can, and
does, contribute a helpful editorial

background to the commercials," ac-

cording to Newman F. MacElroy,

agency media director.

As an example of a farm director's

activities in promoting American

Cyanamid, here is part of a report

from Chuck Muller, farm director at

KOA Denver:

"Got together with Cyanamid's

animal feed salesman, Rex McCul-

lough, and developed special West-

ern flavored commercials for Aureo-

mycin in beef feeds.

"Imprinted Aureomycin Radio

Network promotional material dis-

tributed to feed mills, faun stores

and druggists in Colorado, Wyoming
and Northern New Mexico.

"Learned that a prominent feed-

( i lareeder featured in our Aureomy-

cin testimonial commercials was

showing at the Colorado State Fair.

Invited listeners to stop by his show

pens, view his cattle and find out

face-to-face just what this cattleman

thinks of Aureomycin.

"Visited with Cyanamid sales and

technical people at the American

Veterinary Medical Association Con-

vention in Denver."

Typical Commercial

Here is one of the commercials

that Mr. Muller prepared for Amer-

ican Cyanamid. It shows the ad-

vantage a local farm director has in

knowing his territory and being able

to personalize his commercials.

You've often heard us say
that cattle fed a ration con-
taining Aureomycin, that
powerful broad spectrum an-
tibiotic made by American
Cyanamid Company, stay
healthier and produce low
cost gains at every stage of

life. More and more West-
ern ranchers are learning
about the advantages of

feeding Aureomycin every
day. But if you want to hear
a real success story, talk
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to some of your neighbors
who have fed Aureomycin.
For example, here's the ex-
perience of Dick Dickerson,
the manager of the South
Park Cattle Company up at
Jefferson, Colorado. Dick
reports that they have fed
Aureomycin mixed with their
creep ration for the past
five years, and wouldn't be
without it. As many other
ranchers have found, Dick
reports that he believes it

has reduced the general run
of sickness in small calves,
and that there has been a
noticeable increase in the
gain of their feeder calves.
That is the finding of Dick
Dickerson in South Park,
but ranchers and cattlemen
in all parts of the region

—

up in the mountains or out
in the plains— report the
same thing. Talk to your
dealer or feed manufactur-
er's representative about
Aureomycin. By cutting
down on diseases you permit
the cattle to produce the
best gains of which they are
capable. Again, that's
Aureomycin, a product of the
American Cyanamid Company.

Both Cunningham & Walsh and
American Cyanamid have expressed

enthusiasm with the farm "network"
plan. Frank Cappy, American Cyan-

amid's advertising manager for the

agricultural division, says, "We think

the farm directors are doing a good
job. They are helping considerably

to merchandise our products."

Dr. Larry Groves, Cyanamid's pro-

motion manager for feed and health

products, comments that "We're very

happy with results since last spring,

and we think the farm directors are

doing a wonderful job. During the

five years before we tried the net-

work-type operation, we varied our

use of broadcast. We used some
spot radio, and bought a 13-week

television participation. We went
into the 'network' lineup of farm

directors on an experimental basis.

It has worked out very well. The
farm directors, in effect, are 'sales-

men-on-the-air' for our products."

As Bob Palmer explains it, before

the "network" operation was pro-

posed, the agency took a long look

at American Cyanamid's agricultural

advertising and dc< iclccl to develop

much strongei local identification.

"Since the 'network' plan has come
into being, we have loimd that it has

succeeded especially in bringing

American Cyanamid salesmen < losei

to the company's advertising. One
farm director was in contact with a

company salesman 15 times in one

month. Often when the farm direc-

tor meets a farmer who has a need

for one of the Aureomycin products,

he will immediately contact a sales

man."

Regular Radio User

Aside from its "network" plan

which operates on a continuing 52-

week basis, American Cyanamid is

still active in spot radio, as it has

been for the past 10 years, according

to Mr. Palmer.

"Spot radio is important to our

advertising because it enables us to

get on the air quickly when regional

circumstances demand it," explains

Edward B. Shaw, promotion mana-

ger for pesticides. "Radio is one

step away from the consumer and

product, and is the first thing we
turn to when anything unforeseen

comes up."

As an example, he cites the spot

campaign for Malathion that ran

from April 1 1 to May 6 last year. "In

this case, it was discovered that in

certain states in the East there was

a residue build-up in forage that

threatened the purity of milk pro-

duced by cows. We went on the air

almost immediately with spots for

Malathion, a pesticide that can kill

ROBERT PALMER, Cunningham & Walsh
media supervisor, directs the Aureomycin

radio campaign for American Cyanamid. He
says radio has brought Cyanamid salesmen

closer to the company's advertising program.

the insect without harming the- ani-

mal eating the forage."

For the Malathion campaign,

American Cyanamid bought seven

spots per week on II eastern sta

lions, according to Frank Vernon,

Cunningham 8c Walsh media buyer.

In addition to the Malathion cam
paign, American Cyanamid used

spol radio foi six othei products in

The lust campaign broke in

February Eoj a spe< ial two-week em-

phasis on Aureomycin Feed on 14

slat ions. \i about the same li me, a

five-week campaign started on sta-

tions in the South and Southwest for

Aureomycin Feed for egg layers. Also

on the air at the same time was

a four-month campaign in the mid-

west for Pigdex, a vaccine. In May
and June, 12 stations in upper mid-

western states carried 10 spots a

week for Amino Triazole, a weed-

killer. Cyprex, a chemical for treat-

ing cherries, got a one-month sched-

ule on several New York State sta-

tions in April and May.

"At the present time," says Mr.

Vernon, "two or three spot cam-

paigns are scheduled for 1961. There
probably will be more, but the sched-

uling will depend pretty much on

local conditions. When the weather

and marketing conditions are right,

we are in a position to move in

quickly with a spot radio campaign."

Anticipated Conditions

"We try to anticipate conditions

as far ahead as possible," explains

Mr. Shaw, "and usually have copy

prepared ahead of time. All com-

mercials for spot campaigns are pre-

pared by the agency, not by farm

directors as in the 'network' cam-

paign. In some cases the commer-

cials are in the hands of regional

distributors who give the go-ahead

to a spot radio drive if there is need

for a crash program."

With its spot and "network" cam-

paigns, American Cyanamid is one

of the leading spenders for agricul-

tural chemicals, according to Mr.

Palmer. The company is one of the

largest manufacturers of agricultural

products in the United States, with

about 20 percent of total revenue

attributed to this source. In 1959,

according to Mr. Cappy, the com-

pany's total revenue was $500 mil-

lion. • • •
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Farm Radio Advertiser Case Histories

The following capsule success stories are reported by stations to U.S. RADIO.

Cas -Pyrane Gas Co., a local Benton
Harbor, Mich., distributor, used
mostly weekly newspapers and direct

mail in its advertising until 1959.
Il then bou»ht on WHIP, a five-

minute weather program at 12:30
p.m. Monday through Friday for 20
weeks. When the contract expired,
the client renewed lor a lull year at a

< ost of $^12.50 a week. The company
lias just renewed a second time for
anothei year and claims his business
has increased in three counties de-
spite additional competition and ex-
tension of natural gas lines. Direct
mail has been chopped and weekly
newspaper ads have been cut clown.

Farm Buildings -Customcrafl [nc.

last fall contracted for a campaign
on \\ s, hene< tady, \ Y . to i un
from October 10 through January 6
on the Farm Paper of the Air (12:15
to I p.m.). Using a one-minute spot,
Mondav through Friday, the client
after seven weeks received more in-

quiries and effected more sales than
il could handle thai it had to change
copy to sell anothei procluc t.

Livestock Dealer- lhm\ Conklin
& Sons. Plain City, ().. fust bought
time on the farm programs ol WLW
Cincinnati to promote a cattle sale
that was to start in January 1960. As
part of the station's follow-through,

Jack Conner, manager of WIAY's
Everybody's Farm, attended the sale

lo check on the turn-out of farmers.
Pleased with the results in terms of
the crowd and sales volume, Mr.
Conklin later telephoned Mr. Con-
ner from Plain City (100 miles
away) expressing his satisfaction with
the part radio played. The result?

The firm bought six spots on Chore-
time (6:10 to 6:45 a.m., Monday
through Friday) one week per month
to promote its 12 monthly sales of

the year. Henry Conklin & Sons
started their second year of advertis-

ing on WLW January 6. Last year,

the firm spent S4,400 with the sta-

tion.

Equipment—Coushatta Farm Imp-
lement Co., an International Har-
vester dealer, sponsors a 15-minute
program per week on KWKH

Shreveport, I. a. One example ol the

success the company has had was the

sale of five used mechanical cotton

pic kers .is ,i dire< i result of the spon-

sorship. A one-minute commercial
was used in each of two programs
' ailing attention to the sale.

Feed— Ralston-Purina (..<>. has been

advertising on WJAG Norfolk, Neb.,

for over 15 years, according to How-
ard Murphy, district manager. The
company now sponsors Purina Mar-
ket Time, Monday through Friday,

a program aimed especially at live-

stock feeders. During the years it is

reported that Ralston-Purina has

scored a 500 percent increase in busi-

ness.

Chemicals—The Stull Chemical Co.

of San Antonio had never done any

radio advertising until it bought

five minutes on the WOAI Farm
News (6:25 a.m.) three days a week.

The campaign started about a year

ago with a 13-week buy. The cam-

paign lor the remainder of the year

was renewed each time for 13 weeks,

until recently when the company or-

dered a 52-wcek contract. Increased

sales coupled with the "realization

that the farm editor represented a

highly respected 'travelling sales-

man' " are the reasons credited for

the cont inning radio use.

Rodenticide — The Lowman Co.,

Waterloo, Ind., manufacturer of

Acorn Cheese Rat Killer, recently

finished a campaign on WOWO Fort

Wayne. L. L. Lowman last month
commented on the results of the

drive: "Even though our advertising

budget was small, our early morning
and Jay Gould's Notebook times

were most effective. Without reveal-

ing any figures, we can say that

WOWO was responsible for increas-

ing our business 50 percent over last

year. You can rest assured that we
will be back on the air again next

fall."

Construction— Atlantic Aluminum
& Supply Co., Staunton, Va., bought

one spot daily on WSVA Harrison-

burg, Va., to promote the construc-

tion ol farm buildings. The spots,

heard between 6:16 and 6:45 a.m.,

were done from the advertiser's fact

sheet with the content entirely the

farm direc tor's choice. In less than

two weeks, 12 inquiries were re-

ceived; three definite sales totaling

$7,500 were directly attributed to

radio. The client has reportedly re-

quested the assistance of WSVA in

using other radio stations with the

spots to be done by its farm director.

Feed— Ralston-Purina Co. for its

Purina Chows has been a continuous

advertiser on KCMO Kansas City

since January 1954. At a weekly cost

ol S330, the company uses six 10-

minute programs a week, Farm
News with George Stephens, farm

direcioi. \Ionda\ through Saturday,

12:10 to 12:20 p.m. Ralston Purina

reports tonnage increased each year

since the start of the program.

Tobacco Market—For the first time,

Faquay-Varina Tobacco Market last

year scheduled daily minute an-

nouncements on the 6 to 6:15 a.m.

farm program of WPTF Raleigh,

N.C. The announcements ran from

opening day of the market in Sep-

tember until it closed in November.

Announcements reported sales vol-

ume for the previous day, the average

price paid to farmers and listed sev-

eral sales by individual farmers. To-

bacco market credited WPTF for

making it the best year, with more
tobacco sold than ever before at

higher average prices for farmers

from a wider area than ever before.

Services—

L

T tah State Farm Bureau

candy recipes were provided recently

on This Business of Farming on KSL
Salt Lake City. In one brief men-
tion, Jeanne Lesson, ladies day direc-

tor, stated that these candy recipes

could be had by writing to the pro-

gram. The next two mail calls

brought nearly 150 requests from the

station's coverage area.

Implements— Balster's Implement

& Parts Co., Scotch Grove, Iowa,

which sponsors Tomorrow's Agricul-

ture on WMT Cedar Rapids Sunday
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17:1") to 7:.")i) a.m., ran two I minute

[commercials lasi vcai to promote
11 ;i< lor ( hains. 1 1 sold ( >vei $ 1 ,000

(worth ol chains in one week is a ic

suit ol the radio campaign,

Stockyard & Broker— I he South
Memphis Stockyards Co. and the

Burnette-Carter Co., livestock brok
cis, have sponsored a Monday-
through-Friday, 15-minute program
(12:30 to 12:45 p.m.) on WMC
Memphis for uearly 15 years. The
two firms alternate sponsorship each

dav. |. H. KLiersky, general manager
ol South Memphis Stockyards, made
this comment on the program:

"From time to time, we make peri-

odic checks with the customers on

the stockyards and by the salesmen

who solicit business tor the stock-

yards — directly inquiring as to

whether or not they listen to our

radio programs. Our reports have

always been extremely favorable and
we are pleased with the results."

Tractors— International Harvester

Co. is now in its fifth year on KFRE
Fresno, Calif. The company con-

tracts for one year at a time and is

presently sponsoring five minutes

twice a week at 12:25 p.m. The sta-

tion's farm department works close-

ly with local dealers in promotion.

KFRE reports that the dealers get

much reaction from the show and
that the local sales curve on the prod-

ucts advertised have been rising

steadily.

Tractors & Equipment— Interna-

tional Harvester Co. for the past

seven years has sponsored on WCCO
Minneapolis the Farm Service Re-
view each Monday, Wednesday and
Friday at 6:30 to 6:45 a.m. A fea-

ture of the program is the "Bell

Ringer" in which Jim Hill, associate

farm director, who is featured on the

show, rings a bell and salutes a farm-

er who has just purchased a new
piece of I-H equipment; the indi-

vidual dealer is also saluted. WCCO
reports how this feature has been re-

sponsible for actually selling items

in at least two cases. Paul Nelson,

an I-H dealer in LeSeur, Minn., de-

clares that a customer and he were
having difficulty closing a deal on a

new $4,000 tractor. Finally, the

farmer asked, "II I do buy this trac-

tor, will Jim Hill give me a 'Bell

Ringer' on WCCO?" Mr. Nelson as

SUred him thai fim I [ill would and
the fanner repot tedly pur< based the

tractoi on the spot. In anolhei < ase,

says the station, a St. Peter, Minn.,

farmer who was saluted following

his purchase of a new tractor, re-

lumed lo his dealer and said, "I

"tiess I'll have to buy a new lour row
corn picker ($700 item) it I am
going to live up to the build-up Jim

Hill gave me this morning."

Feed— I he Ralsion Purina Co. and

32 dealers in southern Minnesota
have sponsored the Purina Farm
Forum on K.DHL Faribault, Minn.,
lor eight years. The program, aired

twice a day from 6:45 to 7 a.m. and
6:45 to 7 p.m., leatures farm inter-

views. The results are attested to by
the Purina sales organization which
states that Purina Chow s have shown
the biggest grow th of any Iced in the

area.

Feed—Dannen Mills Inc. is a regu-

lar sponsor on KFEO Si. Joseph,

Mo., presenting the Market Gossip

program 1 to 1:15 p.m., Monday
through Firday. The show contains

market information, general farm

news and musical entertainment by

Slim and Mary, western entertainers.

In addition, Dannen last fall spon-

sored the station's coverage of the

State and National 1960 Mechanical

Corn Picking Contests. In fact, the

KFEQ studio and facilities wei e

located at the Dannen exhibit dur-

ing the national event. On October

19, the coverage consisted of four 5-

minute "beep" telephone reports di-

rect from the contest site near Chilli-

cothe, Mo., by Harold
J.

(Smitty)

Schmitz, farm director. On October

20, the national contest was held at

the farm site with contestants from

about 10 states. KFEQ broadcast

interviews with winners and people

in attendance as well as programs

covering the events in general. The
overall cost of the coverage to Dan-

nen was $500, including the line

charges. It is interesting to note that

Dannen Mills for the last three

years has also used a participating

one-minute announcement during

the 154-game season broadcasts of

the St. Louis Cardinals' baseball

team on KFEQ. Because last year

was Dannen's 25th anniversary, the

first 10 seconds of each minute spot

tan ied a hi iel tec ap ol i Ik ( aidirtal

game played 25 years ago. Ic.ituiing

the names ol th£ lamed Si Louis

Gas House Gang. The commercial
then lead into 1 1 it- annivcrsaiv «opy
and closed with a promotion Eoi a

spec ilic Iced pi oduc t.

Seed — Garsi & rhomas, Coon
Rapids, Iowa, gi ower-distributor ol

Pioneer hybrid seed corn, has been

using the WOW Omaha Farm Sen

ice Reporter lor 12 years on a 52-

week basis. Its first year it grew and

sold 3,000 bushels. This year it sold

over 600,000 bushels before Octobei

15. greater than last year's April I

total. The company credits its year-

around advertising as a major fac-

tor. Roswell Garst last November
had this to say to WOW: "You cer-

tainly have done a grand job helping

us increase our sales ... in recent

years. We had by October 15 taken

orders for more Pioneer hybrid seed

corn for planting in Nebraska than

we delivered in the state last year.

Because you are our main station in

Nebraska—the one we have most

consistently used—I think you sim-

ply are deserving of a good deal of

the credit."

Seed— I'lister seed corn started sev-

eral years ago to use a few seasonal

spots on WTMJ Milwaukee. It now
has a 52-week schedule and sales in

the station listening area have con-

tinued to climb.

Animal Health — The American

Cyanamid Co. is a sponsor of the

RFD Review on KFKA Greeley,

Colo., Monday, Wednesday and Fri-

day from 6:25 to 6:30 a.m. The
sponsorship is part ol American Cy-

anamid's "aureomycin network" (see

story, p. 26). The station reports

that all the local feed manufacturers

have noted a significant increase in

"both the inquiries about and the

usage of feeds containing aureo-

mycin."

Tobacco Market— Winston-Salem

Leaf Tobacco Market Committee for

many years has sponsored a quarter-

hour segment of Piedmont Farm
Program (12:15 to 12:30 p.m., Mon-
day through Friday) on WS JS Wins-

ton-Salem beginning each June and
running through mid-December. The
program is beamed to farmers and
tobacco growers. The show's aim is

ill
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CASE HISTORIES (Cont'd)

to improve tobacco production and

to advertise W inston Salem as a trad-

ing center. Upon the opening of

the Winston-Salem tobacco market,

daily remote broadcasts are arranged

to cover all selling warehouses. Mar-

ket information and a complete re-

port on the day's activity is pro\ ided

by Bryan Harper, sales supervisor.

These programs are led to an addi-

tional six radio stations to reach all

grou'ci s in the ( )ld bell market. The
Winston-Salem Leaf Tobacco Mar-

ket Committee feels that this is the

most successful advertising it pur-

chases because it sells the city not

only as a tobacco market but also as

a trading center.

Breeders Association— Flic Heart

of the Ozarks Hereford Breeders As-

sociation, a small advertiser, spent

$18 on KUK) Springfield, Mo., to

advertise its public sale. Two days

prior to sale time, there was a bliz-

zard. The advertiser called the sta-

tion at 11:10 a.m. asking that it an-

nounce postponement of the sale. At
noon, the association contacted all

consignors and found that each had
heard the spot over KWTO at 11:14

a.m.

Auctioneer—Harris Wilcox, a farm

auctioneer in western New York

State, has used WHAM Rochester,

N.Y., for many years to advertise his

sales in the upstate area. The sched-

ule usually includes three 1-minute

announcements per auction with as

many as three auctions being adver-

tised per week on Faun Director

(ieorge I lael tier's County /'""' pin-

gram between 5:."><> and 6:30 a.m. Re-

pealed large turnouts and successful

sales lioni listeners in both rural and
urban areas offer coin inning proof

of the radio buy.

Sheller—Gravette Shelling Co. ran

a one-week saturation campaign of

10 spots per day on k(.l'>\ Spring-

field, Mo., to appeal to farmers to

sell their walnuts to it. Daily cost of

the drive was $27.50. The company
commented, "We've been running
two hullers with double crews 17

hours a day ever since we got our
program underway with you."

Bank—The Marine Trust Co. of

Western New York has been a regu-

lar participator on the WBEN Buf-

falo farm program conducted by Al-

den Fox, farm director, for over five

years. Thomas Heard, senior vice

president in charge of the bank's

farm department, stated: "From
comments made to us and surveys

conducted, we know thai this pro-

gram, heard between and 6 a.m.,

gets a fine reception throughout
western New York. Al Fox does a

grand job for us, not only as far as

the program is concerned, but also

because he attends many farm events

throughout the area and has a wide
personal acquaintanceship with farm

people."

Insurance—MFA Mutual in its ad-

vertising over KRGI Grand Island,

Neb., offered red flags to those who
wrote in for them during National

Farm Safet) Week. As a iesuh of

that one-week promotion, about 800

flags were sent out. The company
regularly has a spot on the Monday-
through-Saturday Bill McDonald
show (6:30 to 6:45 a.m.)

Feed— P.
f.

Oesterling & Son Inc.

used a 10-day campaign on WISR
Butler, Pa., to introduce its new dog
food. Aboul 40 spots were used be

tween the hours of 6 and 8 a.m.

More than 000 inquiries were re-

ceived in response to a free sample
offer. There was also an increase in

tonnage of more than 25 percent.

Feed—Dannen Mills Co. lias been

using three 10-niinute programs per

week on KHOW Denver at a cost of

$82.50 a week. In addition to the air

activity, the station's farm director

conducts field work for the sponsor.

Dannen Mills has renewed for the

second time.

Bank—The First Federal Savings &
Loan Association of Kalamazoo has

used the WKZO noon-time program
for over 15 years. During this time,

the association has successfully in-

ci eased the number of its rural cus-

tomers.

Milk Filters—Kendall Mills, which

runs three spots a week at $11 each

on WKTY La Crosse, Wis., asked

farmers over a three-week period to

send in two box tops of the Kendall

brand for a box of filters. The mail

pull was reportedly high with re-

cpjests still coining in as long as three

months later. • • •

These People Capture Listeners!

WGY offers advertisers a unique (for its area)

opportunity to sell specific adult groups

MontrealThrough personality shows such as the "Martha

Brooks Show" and "Farm Paper of the Air,"

WGY captures specific and mature audience

groups in its market area: Northeastern New
York and Western New England. This varied

programming earns top listenership among all

adulN— listeners who tpend the money for your

products. With spots on WGY, you can pin-

point your sales message to individual buying

groups (farmers, housewives, sports fans, many
others)—an advantage no competing station

offers. Varied programming makes WGY your

best area buy for a class or mass message. For

availabilities, contact the Henry I. Christal Co.

or WGY, Schenectady, N. Y. 98m 5

50,000 Watts • NBC Affiliate • 810 Kilocycles

A GENERAL ELECTRIC STATION
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Radio Brings Home
Trie Rice

H When Carolina Rice met ra-

§p dio, it was love with the first

ft
flight. Today, alter 13 years

of going steady, River Brand Rice

Mills, Inc., and its agency, Donahue

8c Coe, Inc., know that Carolina Rice

and radio are a combination that

continues to have lots of sales appeal.

It all began in 1948. The River

Brand Company's sales for that year

were $18 million. The company

states its sale for 1960 were over $31

million.

"The prime reason for Carolina's

sales success has been the consistent

heavy use of radio over these years,"

says A. B. Churchill, account super-

visor for Donahue & Coe. "Though

we use newspapers, magazines, tele-,

vision and car cards, the backbone of

the campaign is radio. Our radio

outlay is three times as great as all

the other media expenditures com-

bined." (It is estimated that the ra-

dio budget for 1960 is near the

$500,000 "mark.)

James Bergman Jr., senior vice

president of River Brand Rice Mills

Inc., says, "Our sales figures are far

more eloquent than any praise I

could give to radio. When you are

distributing a low-cost, mass pro-

duced item such as our rice package,

you want to sell through a low cost

medium that will hit the greatest

number of consumers.

"No other medium can touch ra-

dio's ability repeatedly to stand out

among all the impressions constant

ly made upon the people, and still

accomplish this feat so economical-

ly," says Mr. Bergman.

Carolina Brand Extra Long Grain

Rice is the most popular of the four

rice packages produced by River

Brand Rice Mills Inc. The other

packages are River Brand White

Rice, a regular grain natural white

rice; River Brand Natural Brown
Rice, and Aunt Caroline par-cooked

rice.
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has kept its pretty sales figure

with a steady diet of radio.
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Carolina rice

"When Carolina opened up in ra-

dio," sa\s Sarara S. Baker, i he agen-

cy's account executive for River

Brand, "the New York market was
our first target. Since ilien, our mar-

ket expansion has been cautious but

steady. We are now firmly en-

trenched in the East, with continu-

ous expansion in the Midwest and
some new openings on the West
Coast. Among the many key radio

markets now using Carolina sched-

ules are New York, Philadelphia,

Chicago, Cleveland, Baltimore, New
England, Washington and Puerto

Rico."

The scheduling within these mar-

kets has shown a marked improve-

ment too. To illustrate how the

agency has maintained pace with in-

dustry changes, Mr. Baker points to

a product improvement that brought

about an additional flight for the

summer: "Preparation of rice for

the table used to be a lengthy and
hot procedure. The housewife had
to let the rice steep for 30 minutes
before it could be served. With im-

proved processing, she can now ac-

complish the task in half that time.

This means that a rice meal does not

have to be a cold weather specialty.

Whereas we ran our spots only in the

cooler seasons, we now carry a sum-
mertime flight as well, stressing the

ease with which the food can be pre-

pared. During this warm weather
period we run on Saturdays and Sun-

days, too, especially at the hours

when the family is likely to be re-

turning from a trip to the beach or

the country."

Three Flights Used

"Our three flights vary in length

up to 13 weeks," says Marie Cole-

man, timebuyer for the River Brand
account. "We kick off in early Jan-

uary with a 13-week cycle that car-

ries us through the big Lenten sea-

son; then we pick up again around

Decoration Day and carry beyond

Labor Day. We come right in again

with our fall cycle beginning late in

September and running through the

first week in December. Then a lay-

off for the holiday traffic until the

first of the year when we resume with

the flight thai carries us through

Lent."

Speaking of the radio strategy,

pasl .Hid present, Gerald Arthur,

media dhecloi for Donahue & Coe,

si.iicsili.ii when Carolina Brand was
introduced in 1942, the first objec-

tive was to build up sales in the

New York market. " The agency de-

cided that radio would provide the

best coverage," he notes. "At first,

the campaign was directed toward

the Negro consumer, traditionally a

heavy user of rice. As the Puerto

Rican population of the city blos-

somed, we began scheduling spots

oh Spanish stations as well.

"As the increasingly popular Car-

olina jingle established itself," says

Mi. Arthur, "we began placing our

spots on personality programs on a

rotating basis. The reason for this

was that we wanted to reach the

greatest possible number of separate

households while keeping within our

budget. We would run our schedule

on one personality show (this would

often be the station's leading disc

jockey) for a few weeks and then

shift to another "name" announce)

who was likely to have a different

following. This rotating system

proved successful enough to warrant

its continuance. Though we don't

use network, we take local spots on
network stations, especially adjacen-

cies or local cutaways on such shows

as the Breakfast Club."

When the shift to suburbia gained

momentum. Carolina merely fol-

lowed the trend. "Our object is to

reach the young housewife who is

looking for thrifty meals," Miss

Coleman points out, "and at the

same time wants to prepare an in-

teresting fare. We usually run the

suburban spots early to catch the

news, school and road report listen-

ers. In the city we try to air our an-

nouncements during the mid-morn-

ing period when the housewife is

doing her cleaning and is beginning

to think about the evening meal. We
also use the evening driving times in

order to catch the husband on the

way home. The live tags often fea-

ture menu suggestions that will ap-

peal to the men. We currently have

schedules on 25 stations in the metro-

politan area with a total weekly spot

1 1 ecjiic ni \ ol L'dfi on the cit) stations

alone."

"When we established radio in

New York," says Mr. Baker, "sales

nearly tripled. By 1951 we led this

market in rice sales. We then felt

we were ready to extend our reach

to other parts of the country.

"Carolina's tnarkei expansion has

been cautious but steady. It is dif-

ficult to enter a new area because

of the local and regional producers

that are already firmly entrenched
there. Bui when the underlying

need lor a national product is re-

alized, and a solid distributorship

lias been established, Donahue &
Coe begins its initial promotion. The
first target is usually the Negro seg-

ment of the- population (and/or the

Spanish il it is warranted). When
thai portion ol the market has been

achieved, then the rest of the market
is substantially coveted.

Type of Station Sought

"We look for the solid, general

appeal station that has a strong per-

sonality announcer," Mr. Baker
states. "The distributor is alerted to

have Carolina well stocked and open-

ly displayed in the independent and
chain groceries. Our saturation

scheduling often results in a close

working relationship with the sta-

tions who offer their merchandising

facilities to promote the product.

Shelf talkers that tie in with the

commercial are a valuable aid to any

campaign because they renew inter-

est in the consumer who has re-

ceived her first impression on radio

and now has it strengthened at point-

of-sale. The agency purposely strives

for a close working relationship with

the station in order to achieve maxi-

mum benefits in the areas of sched-

uling and merchandising."

Mr. Baker feels that rice, in its

various forms, has a tremendously

broad appeal. As noted earlier it

is a traditional food for the Negro

and Spanish peoples. This is largely

due to its low cost, especially when
purchased in bulk packages such as

the popular three pound box that

Carolina distributes. To higher in-

come groups, rice has a specific ap-

peal because of its versatility. "In

the past few years," Mr. Baker says,

"gourmet recipes have gained na-

tional recognition, especially in the

Sunday supplements and the wom-
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en's maga/incs, and rice is oltcn one

ol the basic ingredients. In order to

reach (his substantial group we will

place some ol our spots on good mu-

sic and even classical stations. At

the opposite end of the rice spec-

trum there is the real delicacy, wild

rice. Unpredictable as a vintage

wine, the wild rice crop will vary in

size each season and we must wait

wait lor a large crop before there c an

be any value at all in radio advertis

ing. This year's crop was abundant

enough to warrant some spot radio.

We placed a small schedule on two

New York stations, one a classical

and the other a good music station.

"And yet, despite sound market-

ing strategy and careful planning,"

Mr. Baker points out, "we can't help

but feel somewhat lucky to be

blessed with a jingle that has been
the backbone of Carolina's radio suc-

cess since it was first heard 13 years

ago."

The jingle utilizes the soft-sell

approach. So, once it became well

established the agency decided to

add some variations. The first meth-

od was to alter the tempo. For the

housewife, the classical touch was
added; for Negro appeal, a Dixie-

land beat, and for the Spanish, the

cha-cha-cha. A later variation on
this approach was to have a fellow

at a piano apparently improvise

these three beats.

Ever ready to wax enthusiastic

over the jingle, Mr. Baker says,

"When we occasionally take the jin-

gle off the air for a short respite, we
invariably get letters of complaint

from listeners—or perhaps you could

call them fans—demanding that it

be returned to radio. The disc jock-

eys like it, and will often give it a

mention before they play the ET.
In print ads and car cards, we com-
bine product advertising with radio

merchandising by displaying the jin-

gle in an impressionistic reproduc-

tion of a musical bar simulating the

score and lyrics.

"Now that the jingle is so well en-

trenched," says Mr. Baker, "and we
have firmly established the Carolina

image in our older markets, we are

eager to promote a sister package
known as River Brand, an inexpen-
sive, regular grain rice. To accom-

plish this, we take 10 seconds of the

Carolina jingle, use it as an ID with

a 50-second live announcement de-

livered by a radio personality." This

is an example of the new copy ap-

pioac h:

E. T. Carolina 10-Second
Jingle Personality:

Serve the happiest meals to
your family — luscious,
low-cost "banquet dishes"— made with the famous
RIVER BRAND Medium Rice, or
Carolina Brand Extra Long
Grain Rice, your best buys
for nutrition, economy and
flavor. They ' re the finest
natural white rice, with
that delicious RIVER BRAND
and CAROLINA fresh natural
flavor. You actually get up
to three times as much rice

—and for more nutrition

—

for your money ! And what a
difference in flavor ! No
flat, "pre-cooked" or
"cooked out" taste when you
use RIVER BRAND or CAROLINA
Rice. They're wonderfully
fluffy and naturally fresh-
tasting every time. So

quick and easy, too—fast
as pre-packed combina-
tions. And—you get up to

three times as much rice

—

and far more nutrition

—

for your money ! Look for
simple, fast-cooking in-
structions and many de-
licious recipes on every

box. This is one time when
the best costs less ! So
don't forget — get RIVER
BRAND Medium Grain or
CAROLINA Extra Long Grain
Rice—next time you're
shopping.
l'ei soualil ies .in given sc \ ei al

copy sheets similar to the one- abuse,

and arc then encouraged to revise

and deliver it in theii own words

using their own best selling styles.

Mr. Bergman notes. "Because our

major competition produces a pre-

cooked rice that actually costs t he-

consumer more per pound than does

Carolina) we try to stress the 'natu-

ral flavor' and quality ol the prod-

ucts, and the fact that the housewife

will get up to three times as much
rice . . . and nutrition, for her

money."
On the subject of long and medi-

um grain rice, Mr. Baker states, "The
average American was at one time

traditionally a short grain rice eater.

But long grain rice gained its popu-

larity during World War II when
the military appropriated most of

the available short grain rice for the

troops. When short grain rice did

return to the markets after the war,

it would probably have resumed its

former importance had it not been

for the Carolina Extra Long Grain

Rice campaign." • • •

Donahue & Coe personnel who handle the River Brand Rice Mills account, are shown examining

research material that will enable them to keep abreast of the current market trends. Present

are (I. to r.) Samm S. Baker, account executive; A. B. Churchill, account supervisor; Gerald T.

Arthur, vice president in charge of media and River Brand Rice timebuyer, Marie Colemand.
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Trends in

Programming

RTES Round Table session

on February 23 will

feature second annual

radio-only meeting;

panelists will present

changes and new
developments in

programming

Innovations and trends in

radio programming will be

featured ;it the Radio &:

Television Executives Society's sec-

ond annual radio-only Round Table
luncheon next month.

Date of the session is Thursday,
February 2.1. Place: Hotel Roosevelt,

New York.

In what is now an annual event,

the RTES for the second year in a

row* w ill devote this monthly Round
Table meeting to radio exclusively.

This year's subject, "New Trends in

Radio Programming," will deal

with the forward strides radio is

making at re-shaping programming
content and format in cities across

the country.

Many regard the programming de-

velopments in radio over the past

year as among the most significant

in recent memory. More effort and
air time devoted to news; increased

editorializing; better balance to

music, and development of "talk"

and information fare are among the

many things that are happening.

The meeting will feature a panel

of four key radio executives who
will cover different aspects of pro-

gramming.

The panel will comprise:

• Robert Hyland, general man-
ager, KMOX St. Louis, who will

deal with the station's after-

noon "talk" concept which has

achieved much recognition: he

also is expected to comment on
editorializing.

• Frank Gaither, general manager,

WSB Atlanta, who will talk on
the general concept of radio pro-

gramming with particular em-

phasis on radio in the public

interest.

• A representative of the Storer

Broadcasting Co., who will ex-

plain the group's new "beauti-

ful music" concept which it re-

cently installed at three of its

stations.

• Gordon McLendon, McLendon
Stations, who will discuss

changes in the popular music

concept.

Presiding at the radio session will

be Al Shepard, sales manager, Select

Station Representatives and member
of the RTES board of governors, and

Ed Reynolds, assistant director of

Presiding at the RTES radio-only Round Table

session will be Al Shepard (r.j, member of the

RTES board of governors, and Ed Reynolds,

chairman of the Round Table committee.

press information, CBS-TV, chair-

man of the Round Table Luncheon
Committee. Mr. Shepard will mod-
erate the panel session and Mr. Rey-

nolds will introduce it.

RTES intends to make this year's

session a dramatic experience. Dur-

ing lunch, each panelist will be able

to play a five-to-eight-minute tape

demonstrating the area of program-

ming with which he is concerned.

Then, following lunch, eight min-

utes will be allotted to each partici-

pant to explain his views. After this,

the discussion will be thrown open

to the floor for questions. Any or all

of the panelists will be permitted to

answer the questions in true round

table fashion.

Special mailings as well as per-

sonal calls by RTES members are

expected to produce a heavy attend-

ance of ad agency personnel.

"RTES believes that programming

is the most important area in radio

and the one that is undergoing great

development," states Mr. Shepard.

"This session will demonstrate
radio's vitality, initiative and impact

to advertisers and to the American

public." • • •
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question nab libraryand answer

THE QUESTION: A /Veto York or Chicago buyer can request copies of newspapers in outlying

markets tit judge framework for his ad. Similarly, he may tvateh network
tv to learn of programming changes that occur in other markets. How can

the buyer best keep np on programming changes in radio?

Richard Olsen is a media supervisor with

Doherty, Clifford, Steers & Shenfield,

Inc., New York. He notes that sudden

fluctuations in ratings often indicate a

programming change. If a buyer can

study tlie ratings for one year he can

pick up trends. Listening to station

tapes is best, he says.

mi
~~

mil i ...
' n:, .,ir ,:ir .1.;. . . ,: i:'-

changes.

RICHARD OLSEN ANSWERS:

There are many ways that a

timebuyer here in New York

can learn about program

Essentially they are: a.

through the representative, b. from

visiting station personnel, c. listen-

ing to tapes, d. sudden mushroom-
ing ratings.

I am firmly convinced that local

New York media men are extremely

well informed. Often we are told of

program changes before they actually

occur, and occasionally far in ad-

vance of the kick-off date.

Of course, the most common meth-

od by which we timebuyers learn of

radio program changes is through

the representatives. Most stations

keep their representatives abreast of

program changes. Frequently these

changes are instigated by the repre-

sentative who finds his station not

performing well enough to share the

business going into the market. It is

also true that if a programming for-

mula proves successful in one mar-

ket, usually representatives will

suggest that the same change may
prove successful in another market.

Yet, generally speaking, most sales-

men do a satisfactory job for their

station by notifying the buyer of the

latest program modifications, there-

by enabling the buyer to do a more
effective job.

'Station Men' Welcome
At DCS&S, the buyers are encour-

aged to see and speak with visiting

"station men" when they are in

town. This is an ideal method of

getting first-hand information. Us-

ually these station personnel (gen-

eral managers, sales managers or

commercial managers) bring with

them the latest news of program re-

visions. The visitor will candidly

appraise the change and the antici-

pated results that they expect.

It is also true that a buyer can

learn valuable information about

program changes by visiting station

men from competitive stations.

These competitors will give you the

other side of the story plus their

opinions about the change. With
both of these appraisals the time-

buyer w ill get a comprehensive pic-

ture.

Of course, the best manner to ac-

quaint oneself with program revi-

sions is to listen to them. Whenever
possible we have our timebuyers lis-

ten to program tapes to learn what
various program types sound like.

Then, either by request or volun-

tarily, stations send us tapes of their

programming and we all listen to

the "new programming." When we
buy radio we are purchasing sound,

and by listening to a station's voice

one can learn more than from listen-

ing to numerous pitches.

If a timebuyer has the opportu-

nity to study the ratings in a market
for at least one year, he can find

trends. Then, if there is a sudden
revolution in the ratings, or appar-

ent wide fluctuations in the position

of one station, the ensuing investiga-

tion usually turns up a program
change.

I must admit that the most pru-

dent radio buyers are those who have

lived with radio for some time. It

takes considerably longer to become
a top flight radio man than it does

in other media. Modern radio is in-

tricate, and it possesses many facets

all of which should be considered in

making a purchase. Every radio sta-

tion on the air today has a story to

tell and has a minimum of one good
selling point. In conclusion, the

timebuyer who employs this combi
nation of tools will remain informed

of program changes. Again, I think

the New York timebuyer is the best

informed in the U. S. • • •
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focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land

MAJOR GENERAL Bela Kiraly (r.). Co-

Chairman of the Hungarian Freedom

Fighters Federation, exhibits model of the

Iron Curtain to Henry M. Schachte, ex-

ecutive vice president of Lever Bros., Inc.,

and coordinator of the Radio Free Eu-

rope Fund advertising campaign. The

General spoke at a kick-off meeting of

the 1961 nationwide campaign for RFE.

"WHOOPS!" Down goes Jackson Weaver on the

ice at the Sheraton-Park Hotel in Washington,

D. C. His not-too-helpful friend is Frank Hardin,

the other half of the Hardin & Weaver comedy

team of WMAL Washington. The hotel invited

the pair of zanies to enliven the atmosphere at

the recent opening of its new ice skating rink.

GENEROUS citizenry of Seattle saw their names in lights during the Post-Intelligencer

Yule Fund. Station KOL offered the use of its moving letter sign to the newspaper so that

Fund contributors could have the opportunity of seeing their names as they drove by.

38
U. S. RADIO • January 1961



A NEWS BROADCASTING conference sponsored by WSB Atlanta gave
100 high school news editors and their teachers the chance to learn the

latest techniques in news broadcasting. Presiding were (I. to r.) Frank

Gaither, manager of WSB radio, John E. Drewry of the University of

Georgia School of Journalism, and Marcus Bartlett, manager of WSB TV.

JOE NIAGARA, disc jockey for KBIG Catalina, Calif.,

asked his listeners to send in the best of their worst Christ-

mas ties. The results were horrendous . . . but good. Ties

were then auctioned at a Cancer Clinic rummage sale.

THE LADY in the picture won the house cleaning services of these four KYW
Cleveland deejays in a contest, "Why I'd like the KYW disc jockeys to clean my
house." (L. to r.) Big Wilson, Ronnie Barrett, Tom Griffiths and Swingin' Sweeney.

EACH SATURDAY station KLIV San Jose,

Calif., comes up with a new promotion stunt

to publicize the station. The one pictured

above was used during the Christmas holiday
season. The man with the hat is Continuity
Director Tom Winther and his friend in the

swaddling clothes is announcer Larry Mitchell.

FORSAKING REINDEER for a more modern method of chimney
hopping, Santa is about to embark on a tour of the WCAU Phila-

delphia area where he passed out candy and supermarket "coupon
specials." Santa is being interviewed by Bob Kimmel of WCAU.

THANKS are given to Milton H. Klein (I.), general manager of
KEWB Oakland, Calif., by Richard H. Baird of the Christian Broad-
casting System. KEWB has donated the 1,000 watt transmitter
shown to the religious broadcaster for use in Korean radio station.



17. S. ItMHO
EDITORIAL INDEX

JULY 1960 — DECEMBER 1960

ADVERTISERS

•fBulova Watch Co.

Consolidated Ro\al ('hemical

*tE. I. duPont de Nemours
*tGrosset & Dunlap
*tJohn Hancock Mutual Life

Insurance Co.

*'iilarper's Magazine
*tHire's Root Beer
*tMary Ellen's Jams & Jellies

*tPet Milk Co.

*tMountain Valley Water Co.

Oldsmobile
Rek-O-Kut's FM Success
Swiss Cheese Association

Mo. Pg.

Aug. 29
Sept. 39
Oct. 32
Oct. 28

Aug. 29

July 37

Sept. 25
Sept. 32
Nov. 36
Nov. 41

Oct. 41

Aug. 64
Oct. 58

AGENCIES
N. W. Aver s Princess Phone

Commercials Sept. 46
*tBBDO's Telar Success Oct. 32

D. P. Brother on Oldsmobile Buy Oct. 41

*fFriend-Reiss' Grosset & Dunlap

July
Nov.

Sept.

Oct.

Success

*tJoe Cans' Harper's FM
Campaign

*tGardner's Pet Milk Campaign
*fGuild. Bascom & Bonfigli's

Regional Campaign for

Mary Ellen's Jams
*Katz Advises Stations on Na

tional Spot Sales

*tMaxon's Radio Course for Hires Sept.

*tMcCann-Erickson's Bulova
Watch Campaign Aug.

*tMcCann-Erickson's Strategy for

John Hancock Aug.
MacManus, John & Adams on
Compact Cars July

Reach McClinton's Timebuyer on
FM Buys Nov.

Tilds & Cantz's Cantz on Listener

Apathy Aug.
Pete Winters Assoc. Examine

Station Image

Oct. 28

ASSOCIATIONS

37
36

32

26
27

29

29

68

62

63

Nov. 61

Mo. Pg.

BAR Hourly Listener Breakdown Sept. 23
K \B-I'ulse Study on Audience
Characteristics Oct. 26

RAB Management Conferences July 5
RAB "Sound Selling in the

Sixties" Presentation Sept. 53
RAB Speaker Service July 66
RAB on Single Rate Policy Sept. 7

BROKERS
* Broker's See Big Year Sept. 35

BYLINES/SILVER MIKES
LeRoy Collins

William Field

Walter Guild
Arthur Hull Hayes
William Hoffman Jr.

William K. McDaniel
George C. Neumann
Charles F. Rabell

Marvin Richfield

Jack Walsh

CANADA
BBG Announces Rules Change Aug. 67
Broadcasters Ask Liquor Code
Changes Sept. 57

CBC Fxpands in Canadian North Oct. 62

CBC Programming Philosophy July 70

Sociologist Finds Radio Impact
High Nov

Mo. Pg.

Nov. 15

Sept. 39
Sept. 16

Oct. 18

Aug. 43
Aug. 20

Nov. 44
July 13

Nov. 11

Oct. 41

COMMERCIALS
AT&T's Commercials for

Princess Phone Sept.

Carlsberg Beer's "Quaffmanship"
Commercials July

Jazz in Commercials Nov.

Jingle Impact at Production Line
Price Aug.

Relationship between Jingle

Producer and Agency Oct.

FOREIGN RADIO

66

46

62
52

60

48

AAAA Report on Spot Radio Oct. 56 Australian Radio Aug. 33

NAB Annual Convention July 12 Mexican Radio Aug. 34

NAB Award Handbook
NAB Financial Survey

Sept.

Aug.
14

15
FM RADIO

NAB Board Sets Goals July 12 Concert Network July 30
NAB Opposition to FCC Equipping an Fm Station July 33

Suspension Power Aug. 15 FM Buys in National Campaign Nov. 62
NAB on Radio News July 11 FM Car Radios July 34
*NAB Survey of Public Service FM Equipment July 32

Programming Oct. 37 FM Gets Swiss Cheese Promotion Oct. 58
NAFMB Formation July 27 Fm Station Key July 45
*NRA Formation Nov. 22 Heritage Stations July 38
NRA Research on Negro Market Sept. 7 New FM Auto Radio July 5
RAB Back-to-School Campaign Aug. 61 Fm Representatives July 30
RAB on Building Supply Market Sept. 7 FM Success Stories July 40
RAB Department Store QXR FM Network July 30
Campaign Oct. 54 Receivers July 34

RAB on Fall Buying Trends Sept. 22 Rek-O-Kut's FM Success Aug. 64

Sept.

July

Nov.

July
Sept.

Sept.

55
25

12

I I

12

29

Station Managers View FM
Yearly FM Survey

GOVERNMENT
FCC Controls on Programming
FCC on Daytime Broadcasting
FCC on Political Broadcasts
*Voice of America Gets Louder
See Washington every month

GROUPS
Peoples Broadcasting Views
on Radio Nov. 49

Westinghouse Approach to Radio Oct. 45

PRODUCT CATEGORIES
APPLIANCES

Air cooler

Appliance dealer

Appliance dealer

Nov. 85
July 65
Sept. 51

AUTOMOBILES AND
ACCESSORIES

Automobile dealer Aug. 60
Automobile dealer Nov. 58
Automobile dealer (Fm) July 42
Automobile dealer (Negro

appeal) Nov. 31
Import dealer July 65
Oldsmobile Oct. 41

tTelar anti-freeze Oct. 32

DEPARTMENT STORE
Department store Aug.
Department store (Fm) July
Department store (Fm) July
Department store (Negro appeal) Nov.
Sears, Roebuck & Co. Sept.

FASHIONS, CLOTHING
Hosiery (Fm)
Shoe Store (Fm)
Shoes (Negro appeal)

Women's Fashions

July

July
Nov.
Nov.

HOME FURNISHINGS
Draperies Nov.

60
43
42
31

51

42
42
31

58

FOOD AND BEVERAGES
Beer (Fm) July 40

*tBottled Water
(Mountain Valley Water Co.) Nov. 41

Bread (Negro appeal) Nov. 31
tCanned Milk (Pet Milk Co.) Nov. 36
Cheese (Swiss Cheese Assoc.) Oct. 58
Food Broker Oct. 53
Ice Cream (Fm) July 43

*tJams, Jellies (Mary Ellen's Inc.) Sept. 32
*tRoot Beer (Hires) Oct. 24
Wines Nov. 32

31

* Indicates feature length article—f Use Story
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Mo. Pg.

Furniture store Sept. 51
Purnitore store 'Negro appeal) Nov. 31
1 \ 1 1 ir rniTinjlflv In.mi i y 40

INSURANCE
Insurance company (Km) July 45

' i.lohn Hancock Mutual l.ile

Insurance Co. Aug. 29

INVESTMENTS
Investment securities (Fin) July C/l

JEWELRY, WATCHES
Jewelry store (Fm) July 40

*f Bulova Watch Co. Aug. 90

PUBLISHERS
*tGrosset & Dunlap Oct. 28
*i'llarper's Magazine July 37
Magazines (Fm) July

REAL ESTATE
Real Estate broker (Fm) July Or
Real Estate broker (Fm) July 45
Real Estate broker

(Negro appeal) Nov. 31

RECORDS, RADIOS, HI-FIDELITY
FM Radios July 40
Hi-Fidelity Sets July 42
Record Distributor (Fm) July 42
Record Store (Fm) July 40

TOILETRIES
Krank's Shave Kreem

(all-night radio) Sept. 39
Hand lotion July 65
Soap Nov. 32

TRAVEL
Airline July 42
Tours Aug. 60
Travel Bureau Aug. 60

Snufl

Stationery (Fm)
Supei in. ii kel

Theatres

NETWORKS
: Audience Promotion
ABC's Flair

tABC's Crosset & Dunlap
Campaign

I US Modifies P< P
( 'onvention ( lovcrage

Mo. Pq.

Nov. 32
July 54
Nov. 58
Nov. 35

Aug.
Aug.

Oct.

Sept.

Aug.

MISCELLANEOUS

*How Simplify Rate Cards?
Spot Radio Figures—1959

RADIO SERVICES
Kinco's Monitoring Service

Aug.
Nov.

Julv

37
66

28
56
51

PUBLIC SERVICE
Public Service Programming
Survey by NAB Oct. 37

PROMOTION,
MERCHANDISING,
SALES TECHNIQUES

Network Wulience Promol ion Vug. II

RAB Department Store
Campaign Oct. 54

RAB liack-lo-Scbool Campaign Aug. 61
RAB "Sound Selling in Sixties"

Presentation Sept. 53

RADIO EQUIPMENT
Automation July
Equipping an FM Station July

*FM Equipment July
FM Car Radios July
FM Receiver Line Expands Sept.

Granco Auto Radio July
RAB Transistor Study Nov.

RADIO RATES AND
EXPENDITURES

33
33
32
34
55
5

59

25

3

AT&T's Princess Phone Sept. 46
REPRESENTATIVES

Cleaner July 40 Avery-Knodel on Rep Advances Sept. 53
Dollar Store Nov. 35 CBS Radio Spot Sales Audience
Exchange and Lithographs July 42 Mail Study Aug. 5

General Supply Oct. 53 Fm Representative Raises
Home Service Oct. 53 Commissions Aua. 5

Hotel July 40 Fm Representatives July 30
Pianos July 42 Feltis/Dove/Dever/Cannon's
Public Utility July 54 Marketing Service Aug. 62
Restaurant Sept. 51 Katz News Exchange Sept. 53
Restaurant (Fm) July 44 Meeker Unites Stations for

Savings & Loan July 43 Group Buy Nov. 7
Savings & Loan Oct. 53 NBC Spot Sales Study of

Service Station Nov. 31 Station Merchandising Nov. 60

Mo. Pq.

National Time Sale' Gordon on
Alaskan Hadio July 67

•PGtC NieUen Study of National
Spot Radio Oct 26

P(.W Launchei CarA a Nov. 7
Petry "Shift-Time" Study Sept 23
Spot Time Sab s [nc. Formed Sept. 53

RESEARCH
Automobile DiiwriL' Studied s,

(
,| ;,;>

Proadcast Hesrarch Changes
Proposed No\. f,i',

Collins Radio Study of

Radio Income July 5
Hooper on FM Audience Inly 26
Kinco Monitoring Service July 57
N \B Financial Survey Aug. 15
NAB Editorial Survey Nov. 12
N \i; Public Service siiim^ Oel. 37
Nielsen I'l.W National Spot

Study Oct. 26
Nielsen's NCS '61 Survey Aug. 68

* Pulse "Advertiser Area'' Concept Aug. 41
Pulse Country- Western Mu-ie
Survey Oct. 64

Pulse's 16 FM Studies J,,iy 27
RAB-Pulse Audience Study Oct. 26
RAB Study on Transistors Nov. 59
Sindlinger Auto Market Study Sept. 58
Sociologist Studies Radio in

Canada Nov. 66
Station Merchandising Survey Nov. 59

SALES
•Outlook for Radio's Fourth

Quarter Sept. 21

SPOT RADIO
FCC Figures for 1959 Nov. 3
PGW—Nielsen Study of National
Spot Radio Oct. 26

TIMEBUYERS
D. P. Brother Timebuyer Explains

Auto Buy Oct. 41

SPECIALIZED RADIO
FARM RADIO

Peoples' Broadcasting Views on
Farm Radio

NEGRO RADIO
Negro Station Key
*Pet Milk Co. Negro Radio

Strategy

*Third Annual Survey on
Negro Radio

Nov. 49

Nov. 34

Nov. 36

Nov. 21

Index to December Airfax Issue

ADVERTISERS Pg. Pg.

Pg.
Fonda Container Corp. 70 National Spot Advertisers (A Listing) 51

The Frito Co. 71 Paramount Pictures 79
Air France 64

Grosset & Dunlap 72 Pet Milk Co. 81
Borden's Jingle Copy 110 Hamilton Watch Co. 73 Switzerland Cheese Assoc. 82
Bulova Watch Co. 65 John Hancock Mutual Life Ins. Co. 74 Texaco 83
C hampion Spark Plug Co. 66 Harper's Magazine 75 Twentieth-Century Fox 79
Charms Candy Jingle Copy 110 Charles E. Hires Co. 76 Wm. Underwood Co. 84
Columbia Pictures 79 Howard Clothes, Inc. 77 United Artists 79

d-Con Co.'s Rodenticide 68 Mary Ellen's, Inc. 78 Universal-International 79

E. I. duPont de Nemours & Co. 69 National Biscuit Co. 80 Western Mineral Products Co. 85

Indicates feature length article—f Use Story
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AGENCIES
Pg.

N. W. Ayer's Campaign for Hamilton
Watch 73

BBDO's Air France Strategy 64

BBDO's Campaign for duPont's Telar 69

BBDO Comments on Commercials 107

Cunningham & Walsh's Texaco Success 83

Dancer-Fitzgerald-Sample's Frito's

Campaign 71

D'Arcy Comments on Commercial
Jingles 109

Friend-Reiss' Grosset & Dunlap
Network Campaign 72

Joe Cans' Fm Strategy for Harper's

Gardner's Campaign for Pet Milk 81

Guild, Bascom & Bonfigli Comments
on Jingles 111

Guild, Bascom & Bonfigli's Regional

Campaign for Mary Ellen's Jams 78

Kenyon and Eckhardt's Underwood
Campaign 84

Maxon's Hires Root Beer Campaign 76

McCann-Erickson's Bulova Campaign 65

MeCann-Erickson's John Hancock
Campaign 74

McCann-Erickson's National Biscuit

Campaign 80

Mogul, Williams & Saylor's Howard
Clothes Campaign 77

Needham & Grohmann on Charms
Candy Jingles 110

Smith, Hagel & Knudsen's Fonda
Container Campaign 70

J. Walter Thompson's Champion Spark
rlug Campaign 66

Inompson-Koch s d-Lon Campaign 68

Williams & London's Fm Campaign
for Switzerland Cheese Assoc. 82

Young & Rubicam on Humor in

Jingles 110

COMMERCIALS

BBDO Comments on Commercials 107

C/Hear Services, Jingle Specialists,

on Commercial Jingles 108

D'Arcy Comments on Jingles 109

Guild, Bascom & Bonfigli Comments
on Jingles 111

Jingle Mill, Jingle Specialists, on
Commercial Jingles 109

Music Makers, Jingle Specialists,

on Commercial Jingles 108

Needham & Grohmann on Charms
Commercials 110

Young & Rubicam on Humor in

Commercials 110

FM RADIO

Collins Survey on Fm Equipment 100

EIA-FCC on Number of Operating Fm
Stations 23

Fm Stereo Multiplexing 102

Gates Radio on Fm Transmitters 100

Hamilton Watch Co.'s Use of Fm 73

Harper's Use of Fm 75

Sample List of Receivers on 1961

Market 104

Swiss Cheese Assoc. Uses Fm 49

NETWORKS
ABC's Advertisers 62

ABC's Grosset & Dunlap Campaign 72

CBS's Advertisers 62

CBS and Texaco's Operacasts 83

Keystone's Advertisers 63

Networks and Their Executives

(A Listing) 97

MBS's Advertisers 63

NBC's Advertisers 62

Underwood Deviled Ham Uses Godfrey

on CBS 84

PRODUCT CATEGORIES
AUTOMOBILE AND

ACCESSORIES

Champion Spark Plugs 66

DuPont's Telar Anti-Freeze 69

Texaco 83

BUILDING AND
CONSTRUCTION

Western Mineral's Zonolite 85

CLOTHING
Howard Clothes 77

FOOD AND BEVERAGES

Frito Corn Chips 71

Charles E. Hires Root Beer 76

Switzerland Cheese Assoc. 82

Underwood Deviled Ham 84

PUBLISHERS

Grosset & Dunlap 72

Harper's Magazine 75

WATCHES AND JEWELRY

Bulova Watch Co. 65

Hamilton Watch Co. 73

MISCELLANEOUS
Airline—Air France 64

Paper Plates—Fonda Container Corp. 70

Insurance—John Hancock Mutual Life 74

PROGRAMMING
Peter Frank Organization 114

Harry S. Goodman Productions 116

Program Development & Research

Corp. 118

Programatic Broadcast Service 120

Radio Programming Service, Inc. 116

George Skinner Radio Featurette 118

Public Affairs Radio Corp. 118

Record Source Inc. 119

Roffman Associates 120

RCA Recorded Program Service 113

Pg-

Allen Sands Productions 119

Trand Associates 119

RADIO EQUIPMENT
Collins Equipment Survey 102

EIA on 1960 Set Production 99

EIA on Radio Production 1922-1959 100

EIA on Radio Retail Sales 1922-1959 102

Sample List of Receivers on 1961

Market 104

REPRESENTATIVES

John Blair's Prize-Winning Commer-
cials 110

Representatives and Their Stations

(A Listing) 87

Adam Young on Spot Radio Market

Research 39

RESEARCH

Chapman-FCC Study of Broadcast Rev-

enues Ratio to Retail Sales 18

EIA-FCC on Number of Stations in

Operation 23

EIA on Radio Retail Sales 1922-1959 102

EIA on Radio Production 1922-1959 100

EIA on 1960 Set Production 99

FCC on Radio Revenue 17

Nielsen on Audience Composition 26

Nielsen on Auto Tune-In 28

Nelsen on Average Daily Radio Usage 28

Nielsen on In-Home Radio Audience 25

Number of FM Stations in Operation 17

Hooper's New Rating Experiment 41

IMS Report on Broadcast Equipment 102

Number of Am Stations in Operation 17

16 Pulse Reports on Fm 49

Pulse on Cumulative Audience in

35 Markets 29

Pulse on Radio Families in 100

Markets 25

Report on Research Organizations

Activities 19

Spot Radio Growth 1954-1960 17

SRA-FCC on 1959 Dollar Value in

247 Markets 19

Adam Young on Spot Radio Market

Research 39

SPOT RADIO

Spot Radio Growth Since 1954 17

SRA-FCC on 1959 Dollar Volumes in

247 Markets 19

Adam Young on Spot Radio Market

Research 39

SPECIALIZED RADIO
FARM RADIO

d-Con's Rodenticide Campaign 68

NEGRO RADIO

Pet Milk Co.'s Campaign 81

Nabisco's Millbrook Bread Campaign 80

SUMMER
Nabisco's Millbrook Bread Campaign 80
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Qualitative Research
Helps Establish

Local Image
El According to the latest fig-

np ures from the Federal Cora-

[\ munications Commission,
there are 4,339 am and fm stations

currently on the air. In keeping

with the evolutionary process which
radio has been undergoing in recent

years, it appears safe to assume that

each of these 4,339 radio stations is

making a major effort to develop

and improve its individual image.

This applies both to the station's

role as a medium of advertising and
as a member of the community.

The roads which local stations

have been travelling in their quest

for a separate and distinct personal-

ity are many and varied. One of the

most widely used tools is qualitative

research. By employing this research

technique stations have been able to

check on the effectiveness of their

programming, listening habits, a

profile of audience characteristics

and many other items of importance.

An indication of the scope of qual-

itative research can be seen in some
of the special studies conducted for

stations throughout the country by

The Pulse, Inc., during 1960. In-

cluded among these research projects

were audience shares by occupation

of listeners, a qualitative news study,

station and personality preferences,

income level and family size of

listeners, age and sex of listeners,

radio habits and audience character-

istics, and so on.

An example of the type of data

that can be obtained from a qualita-

tive research study is one conducted

by Pulse in the Los Angeles area.

The survey centered around three

broad areas—station image, audi-

ence image and radio listening hab-

its. To achieve these objectives,

three sets of questions were used.

These were:

A. Radio Listening Habits

1. Time spent listening to select-

ed stations.

2. Automobile ownership.

3. Automobile usage, including

purpose and age and sex of

driver.

4. Time of day selected stations

are listened to.

5. Person responsible for initial

radio usage.

B. Station Image
1. Station preferred for news.

2. Station preferred for emer-

gency announcements.

3. Station giving confidence in ad-

vertising.

4. Station playing music most

liked.

5. Station preferred for retention.

6. Personality description of sta-

tion.

C. Station Audience Image
1. Ownership of pets.

2. Ownership vs. rental status.

3. Education.

4. Family income.

5. Age and sex.

6. Occupation.

The results of such a study can,

obviously, provide a station with ad-

ditional support for its sales argu-

ments, uncover new sales approaches

and indicate new areas for possible

sales on both the local and national

levels. For example, a station may
discover that it has the audience with

highest proportion of pets. Armed
with this information, the station's

salesmen could contact the pet shops

and pet departments of the local de-

partment stores, kennels, and so on.

On the national level, the station

could see that its story is told to ma-

jor advertisers of pet foods and simi-

(Cont'd on p. 50)
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HOMETOWN U.S. A.

commercial
clinic

Words Commonly Used in Copy May
Have Low Emotional Impact

Aspiring copywriters t;ike note: A
good many of the "standard" adver-

tising words, hallowed by years of

advertising agency tradition and use,

turn out to have relatively low emo-

tional impact on housewife radio

listeners, according to a recent sur-

vey by a Seattle radio station.

Some of the restdts are surprising.

Among the low fun-content words

are "saving.'' "economical," "rich,"

"generous," "sophisticated" and that

old stand-by, "magic." The word
"instant" is a real clinker, the sur-

vey revealed. It evokes feelings of

enjoyment in only 7.3 percent of the

housewives.

Radio station KOI. Seattle con-

ducted the survey to help im-

prove station written commercials. A
printed cjuestionnaire was sent to a

random sample of women listeners

who had been in contact with the

station for some purpose. Of the 250

listeners polled, 138 filled out and re-

turned the questionnaires. Answer-

ing housewives ranged in age from

19 to 09, with the average age 37.4

years.

Topping the list are "rhythm,"

"excitement," "relax," "lovable,"

"alive." The word "color" rated

relatively high. Specific color words

meant "fun" to the housewives in

this order: "Red," "green," "blue"

and "yellow."

As a result of the survey, K.OL has

eliminated some words from general

usage, and adopted others not used

previously—dutifully following the

di< tates of housewives' fancies. • • •

Following is a partial list of the

words in order of their preference:

Word % Check

Word

rhythm

excitement

relax

lovable

alive

variety

informal

company

tuneful

take part in

easy-going

tempo

fragrant

comfort

warm
fresh

after dinner

planning

smooth

on-the-go

color

bright

shopping

athletic

freedom

% Check

69.6

65.2

60.8

60.1

59.4

58.6

56.5

55.0

54.3

50.7

47.1

47.1

45.7

44.2

43.5

42.7

42.0

40.5

40.5

39.9

39.9

39.9

39.1

38.4

36.3

energetic 36.3

masculine 35.5

new 34.8

quiet 34.8

easy 34.8

stimulate 34.8

get things done 34.8

take it easy 34.0

emotion 34.0

bounce 34.0

cooling 31.9

impulse 31.2

satisfy 31.2

modern 29.0

feminine 28.3

exotic 27.6

familiar 26.8

sip 26.1

informative 25.4

curiosity 25.4

downtown 24.6

generous 23.9

smart 23.9

light 23.2

alert 23.2

but worth it 23.2

magic 22.4

70 v-necK

rich 21.8

feeling 21.8

safety first 21.8

afternoon 21.0

hit 21.0

bargain 21.0

spending 20.3

helpful 20.3

fast 19.6

saucy 19.6

red 19.6

agile 18.8

dynamic 18.8

green 18.8

morning 18.1

blue 17.4

grownup 17.4

frivolous 16.7

hot 15.9

liberal 15.2

economical 14.5

sophisticated 13.8

important 13.0

first 13.0

swift 13.0

saving 13.0

purpose 12.3

strange 12.3

1

1
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Station log

News:

The concept of radio editorializing

using the talents of either the sta-

tion's staff, responsible citizens in

the community or the listeners them-

selves has been gaining impetus in

the past few months. Among the

many stations reporting their addi-

tion of this feature to their program-
ming is KQBY San Francisco. Sher-

wood R. Gordon, president of Gor-

don Broadcasting and owner of

KQBY, delivers the editorials him-
self. He states "Our approach to

editorializing is based on our belief

that the broadcast medium has a re-

sponsibility to stimulate thought on
matters of community concern."

WLOD Ft. Lauderdale has fol-

lowed the trend by introducing its

"Minitorials." KMOX St. Louis in-

cludes in its lineup a daily program
entitled "Sounding Board," featur-

ing different civic or business lead-

ers who answer questions phoned in

by listeners. A similar programming
plan has been reported by WTOP
Washington, entitled "Opinion
Please." Volatile topics such as

crowded court dockets, crowded hos-

pitals and segregation have led to

the creation of a one-hour broadcast

series carried by station WMCA New
York.

Radio editorialists have been hon-
ored recently with a number of

awards. Reporter Dick Blumenshine
of WOOD Grand Rapids was hon-
ored by the Radio and Television

News Directors Association, accord-

ing to the station, for presenting his

editorial series "The Wasted World,"
a discussion of Grand Rapids' skid

row. Another award winner for edi-

torializing on the air was Carl de
Suze, WBZ Boston. The New Hamp-
shire Council on World Affairs

awarded Mr. de Suze the Annual
World Affairs Citation for his broad-

casts on world affairs.

A continuous news service has

been reported by WfS Columbia,
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S. C. The WIS "Radio Newsreel"
service is produced in 15 minute
blocks, each with live minutes oi

world news from NBC and 10 min-

utes of local news, spoils and weath-

er. Listeners <.m tune in anytime
from 10 p.m. to midnighi Monday
through Friday and hear a newscast

within 15 minutes.

Programming:

A new idea in audience participation

programming has gathered some mo-
mentum over the past few months as

stations have picked up the "sing

along" format.

Based on the "Sing Along" type

of recordings made popular by

Mitch Miller, the program depends
on audience participation. Listeners

who wish to participate send their

names and phone numbers to the

station. 11 they are called by the sta-

tion and can sing the lyric to the

recording on the air, they receive a

prize.

WEBR Buffalo, one of the first

stations to use the "sing along"

format, devotes its entire program-

ming structure to the theme. In the

program's promotion, WEBR pre-

pared a newspaper tabloid section

that carried lyrics to 200 songs which
listeners can use if and when they

are called. Othei pi omotion m hemes
include taped station ID promos l>\

Mitch Milk i and Les Paul and Mar)
Ford. Six "sing along" numbers aie

played on the air each hour.

WABC New York used the "sing

along" format for two days; othei

stations applying the format to

cither programming or promotion

are WMNI Columbus and WMIL
Milwaukei .

Public Service:

Four Chattanooga stations, WAPO,
WDEF, WDOD and WDXB last

month banded together for an "in-

tra-city network program" to help

sell Christinas seals. Disc jockevs

programmed music alternately in 15-

minute segments, using public serv-

ice ET's and spots provided by the

Hamilton County Tuberculosis As-

sociation. Transcriptions featured

the voices of local people speaking

for the drive. Fact sheets provided

by the association listed such facts

as "84 percent of the money collected

stays here," and "you got your
Christmas Seals in mail today . . .

mail back tomorrow." Stations cut

in and out of each segment with the

cue "This is Intra City T.B. Net-

work." • • •

CALIFORNIA BROADCASTERS ASSOC. elected new officers and directors at annual

meeting held in Fresno. Back row (I. to r.): Ellsworth Peck, District 3 Director (KWIP
Merced); William E. Goetze, outgoing president and ex-officio member of the 1961

Board (KFSD San Diego); Hugh Turner, District 2 Director (KTIM San Rafael); M. F.

Woodling, District I Director (KHSL-TV Chico). Front (I. to r.): Alan Lisser, re-electee

vice-president for radio (KWIZ Santa Ana); Joe Drilling, president (KJEO (TV;

Fresno); and Louis S. Simon, the vice-presidtnt for television (KPIX San Francisco).



BRA memo

Homebuyers See Land Tracts
From Helicopter Flight

The birds didn't have a thing on
nearly 300 prospective homebuyers

who toured a new homes tract as

part of KFMB* San Diego's opera-

tion Bird's Eye View.

The homebuyers got a look at the

community from the air, riding in a

helicopter as part of a station pro-

motion coupled with spots run by

the builder, Berlin Construction Co.

In addition to the 300 air-borne

visitors, an estimated 500 persons

toured the homesite on the ground.

Montreal Station Aids IGA
Promo to "Check" Response

Working with the independent gro-

cer chain, IGA, station CJBS Mon-
treal mailed out 320,000 numbered
$50 checks throughout the station's

coverage. Twice daily winning num-
bers were announced over the air,

and the holder of a lucky check was
asked to call the station within 30

minutes. To redeem the check, win-

in is took them to their local IGA
managers to have them stamped.

[GA assisted in it's own promotion
by carrying banners relating to the

contest. Both the station and the

grocer reported high response to the

campaign that was booked directly

by Guy Hudon, advertising manager
for IGA.

Free Movies Offer Mass
Baby Sitting For Mothers

How can Mom get the kiddies off

her hands while she does her Satur-

day afternoon shopping? In Palm
Springs, Calif., she lets them attend

free movies provided by KDES and
a selected group of the station's spon-

sors. For the past five years, the

KDES Kiddies Klub has been pre-

senting free movies for children at

the Palm Springs Theatre. Various

public spirited local merchants make
the tickets available to parents at

their stores.

For this participation, the spon-

sor receives daily advertising on the

theatre screen, announcements on
KDES, pniodii newspaper ads, a

poster for his store and a new supply

of tickets each week.

Ad Execs Are Feted
By Twin Cities Station

Over $7,000 in prizes were distrib-

uted among the winners of an ex-

clusive treasure hunt sponsored by

KDWB Minneapolis-St. Paul. In

this instance, the fortune hunters

were comprised of media and agency

executives from the Twin City area.

LEADS AGAIN.'
DURING 1960 WRFD RAN MORE ADVERTISING

FOR FARM PRODUCTS AND SERVICES THAN
ANY OTHER OHIO STATION

Partial List of 1960 Advertisers

EQUIPMENT
International Harvester

Massey-Ferguson

Minneapolis Moline

Ford Tractors

Speedy Manufacturing Co.

John Deere

FEEDS & SUPPLEMENTS
Allied Mills

Armidexan

McMillen Feed Mills

Moorman Manufacturing Co.

Murphy Products Co.

Oyster Shell Products Co.

Ful-O-Pep Feeds

Myzon, Inc.

Honnegger Mills

SEED & FERTILIZER

Funk "6" Hybrids

Davison Chemical Co.

DeKalb

Farm Bureau Co-op

Federal Chemical Co.

Sohio Chemical Co.

Spencer Chemical Co.

Allied Chemical

Northrup-King

ANIMAL HEALTH
Anchor Serum

Geigy Agricultural Chemical

Hess & Clark, Inc.

Dr. Saisbury Labs

. . . Why not join this group of satisfied advertisers?

"THE VOICE OF OHIO AGRICULTURE"
COLUMBUS - WORTHINCTON, OHIO

Represented by GILL-PERNA, INC.

PETROLEUM PRODUCTS
Sinclair

Standard Oil Co.

Sun Oil Co.

Ohio Oil Co.

Pure Oil Co.

MISCELLANEOUS
D-Con

Livestock of Omaha

Ohio Guernsey Breeders

Ohio Holstein Ass'n.

Ohio Rural Electric Coop Ass'n.

Ohio Wool Growers Ass'n.

Producers Livestock Ass'n.

Independent Livestock Ass'n.
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Meeting ai the Criterion Restau-

rant in St. Paul, 50 rontcslanls weir

given their first clues thai carried

them on a wild chase through town,

and even brought ihcm to ;i haunted

house where a "corpse" was discov-

ered. When the course was com-

pleted, a drawing was held among
the four members of the winning

team. The grand prize went to \ii

Lincoln of the Bolin-Smith Agency
in Minneapolis, who received an am
fm combination stereo and tv set.

Other prizes included stereo sets,

cultured pearls, wrist watches, cam-

eras and transistor radios. After-

wards, the hungry hunters were pro-

vided a dinner and a program
cmceed by Don French, KDWB's
Program Director.

Radio Contest Improves
Department Store Sales

There were 5,000 entries in the re-

cent Brandeis $1,000 Christmas Con-
test on KBON Omaha. Brandeis, a

large Omaha department store, re-

portedly moved a great deal of mer-
chandise in the final Christmas shop-

ping weeks as a result of the contest.

The object of the game was to iden-

tify a mystery object. In the two
weeks that the contest ran, 28 clues

were given. Clue announcements
totaled nearly 250; and 500 promo-
tional announcements were also

aired.

Contest For Retailers Helps
Promote New Candy Bar

In support of a ten-a-day, six-week

saturation schedule to introduce a

strawberry flavored candy bar made
by Cadbury, CFPL* London, Can-
ada, set up a "Mystery Shopper Pro-

motion" designed to gain attention

of retailers in the city. The "mys-
tery" shopper was sent into the

stores to ask for candy. When the

clerk recommended the Cadbury
Strawberry Bar, he was awarded four
silver dollars. If the store featured
CPFL radio display tie-ins, and had
a radio tuned into the station, the
clerk would receive additional silver

dollars. By the end of the second
week, 75 percent of London's candy
counters were featuring the Cadbury
bar, the station reports. • • •

* Denotes stations that are members of
BPA (Broadcasters' Promotion Association)

I

J FURRIER

Unable to obtain spot time for a weekend "unexpected
sale," Holt-Renfrew, Furriers, of London, Ontario,
purchased a four-hour remote from station CFPL. The
remote was scheduled from 10 am to 2 pm on a Thurs-
day and Friday. The results, said the store manager,
were "phenomenally high for the fur business." The
radio remote resulted in the sale of 50 coats, jackets
and stoles, ranging in price from $100 to $1,000.

J

REAL ESTATE

The cost of a six-hour remote, plus 72 one-minute
spots, resulted in the sale of at least eight homes at
the opening of the new Shamrock Homes sub-division of
Bismark, N. D. The station providing this high-result
program was KB0M. Lyle Porter, the real estate
agent, was so pleased with the results of the radio
response that he submitted a testimonial letter to
KB0M stating that during the two day ceremonies, over
10,000 persons attended the opening. Cost of cam-
paign was $458.

I

OIL COMPANY L

When KAPE San Antonio contracted for a Conoco Oil
Company campaign, the station promised to bring in
2500 customers. After a six-week schedule was com-
pleted, the response had nearly quadrupled the origi-
nal estimate, the station reports. As an incentive to
buy Conoco gas, listeners who purchased 10 or more
gallons were entitled to receive a thermos jug at a
special price of 99 cents. According to the station,
more than 9,000 jugs were sold during this radio-only
promotion.

\ CLOTHING CHAIN

When the Richman Brothers clothing store ran a close-
out sale, because they had lost their lease, they
turned to station KME0 Omaha to promote the end of the
sale. Purchasing a 100 spot saturation package at a
cost of $400, the store did more business on the first
day of the radio promotion than on any previous day
of the entire sale, the station reports. Until radio
entered the campaign, only newspaper advertising had
been used.
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WJDX
report from RAB

i
in

FARM
PROGRAMS in

MISSISSIPPI. .

.

WJDX h
the only
full-time
radio farm
department
in Mississip-
pi

" Howard Langfitt

and Forrest Cox, NATRFD

accredited members,

broadcast 6 hours, 35

minutes weekly.

WJ) First in

Nielsen,
Pulse
Area
Surveys

SkwDay, 1kw Night

radio 620
JACKSON, MISSISSIPPI

See Hollingbery

Quiz on Some Important

Facts About Radio

In the business of buying or selling

radio time, it's important to know
all you can about your product. As
an informal barometer of your own
knowledge, lake a minute out for

ibis brief qui/, on some pertinent

facts about radio.

Some of the questions are based

upon information contained in "Ra-

dio Facts Pockelpiece," a guide to

ihc latest in radio's dimension, pre-

pared by the Radio Advertising Bu-

reau. You can request a copy of this

booklet by writing to Radio Adver-

tising Bureau, 460 Park Ave., New
York 17, N. Y.

Radio Questions

(1) Radio is the advertising me-

dium which most closely approaches

complete saturation of the nation's

homes. According to RAB's 1960

estimate, how many million working

order radio sets arc there in the U. S.?

100 146.2 156.4 181

(2) Recently, RAB estimated that

1960 would be the biggest year ever

of radio set sales. The Bureau esti-

mated radio set sales at better than

20 million, toppling a record set

some years ago. The old record was

made in:

1935 1946 1958 1952

(3) Radio constantly rates as the

number one "necessary accessory"

for automobiles. According to the

latest RAB estimate, how many mil-

lions of cars are radio equipped?

36.2 38 40.0 41.6 Q

(4) People rely upon radios in

bedrooms to wake them in the morn-

ing, with music, news, time checks,

weather reports. How many families

have at least one radio in their bed-

rooms?

50% 66% 75% 90%

(5) Housewives are a force in most

product purchases, and radio com-
mands a large, faithful female audi-

ence. Housewives, for example, lis-

ten to radio every week a total of

10 hours, 20 minutes Q
12 hours, 9 minutes

16 hours, 46 minutes Q

(6) Japanese transistor sets are be-

coming more popular all the time.

In 1959, how many of these com-

pact radios were sold in the U. S.?

3 million Q 4 million 5 million fj

(7) Many of the nation's leading

advertisers invest heavily in spot ra-

dio sponsorship. In 1959, which of

the following advertisers was not a

heavy spot advertiser?

lord R. J. Reynolds Q
Chrysler Hersbey Choc.

(8) Which medium attracts more
adults—the people with the buying

power—during the daytime?

Radio Tv Skywriting

(9) "The radio says its going to

rain," is a phrase commonly echoed

by disappointed picnickers. But ac-

tually how many people do turn to

their radio sets to learn what the

day's weather will be?

40% 50.5% 55.5% 65.5%

(10) One of the world's largest ad

agencies did a study of media costs.

Radio was by far the most economi-

cal medium. The agency discovered

that with radio it cost $1.09 to reach

1,000 adults. What does it cost to

reach the same 1,000 adults with

newspapers?

34 $6 SB G S10

'01S

(01) -%S'SS (6) -ojpvn (8) '<G*/r

X3H (O -uotjjjiu
t> (9) iS9jnuiiu

esmoi{ 91 (g) .'^99 (p) '.uot\\iui yok
(() '-9t6I (Z) -uojuiui f9£i (j)

:zinb s
tqy^ oj sjimsuv dt(£
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report from
representatives

Advertisers Eager for More
Calls from Representatives

Why is it that the national spot ra-

dio medium, despite outstanding

cost efficiency advantages and a

proven selling force, is sometimes

bypassed for other media?

Lone: asked and often unanswered,

the question was recently put to ex-

ecutives of the top 120 advertisers

headquartering in New York by

Trendex Inc., in a study for Broad-

cast Time Sales Inc., New York. Carl

Schuele, BTS president, outlined a

plan to improve selling, based on
the survey's results.

Major revelations of the survey

are these: National radio salesmen

are not making enough calls on the

client level; those who have made
calls are making only fair impres-

sions, generally speaking; clients

would be willing to hear more often

from radio salesmen with creative

ideas.

Here are seven questions that

Trendex asked, with summaries of

the responses:

1. Have you had any spot radio

presentations (not informal pitches)

lately?

Some 42.8 percent answered "no,"

with many indicating they never had
contact with radio salesmen.

2. Have the radio salesmen made
as convincing presentations as print

and tv men?
Voting in the affirmative were

57.2 percent of the respondents, as

against 21.4 percent who replied

no.

3. Are tv and print salesmen out-

selling spot radio salesmen?

At least 48.1 percent replied "yes,"

while 18.5 percent said "no." One
executive summed it up with the

words, "We see more print people.

It does not necessarily mean they

outsell tv or radio people." Anoth-

er commented that "When radio

people do show up, they can be quite

convincing."

4. Does today's programming
have a bearing on radio's national

sa les?

A lopsided 57.7 percent of the re-

spondents thought that it did,

against 19.2 percent who held the

opposite view.

5. Do advertising agencies "short

change" radio?

Only 38.8 percent of advertisers

felt that this was true, compared to

57.7 percent who believed the op-

posite. However, of those who re-

plied in the affirmative, many felt

strongly that agencies designate too

small a role to radio.

6. Are you willing to devote time

for presentations on what today's

spot radio has to offer your product?

A strong majority of 80.8 percent

said they would, against 19.2 per-

cent who would refuse. One execu-

tive commented that "It would not

hurt if radio salesmen came around
with valid research findings that

proved they have been successful

selling products like ours."

7. What have been your chief

gripes about radio?

Advertisers pointed to rates, re-

search, lack of consistency as to bill-

ing being local or national. Some
pointed out that radio does not of-

fer enough product separation, ac-

cording to the survey. Others re-

plied that radio cannot be used

properly to reach a specific audience.

Study Points Way

"Such comments as these," said

Mr. Schuele, "prove that spot radio

has failed to put over a number of

the medium's basic advantages and

sales points. "This survey points the

way for the spot radio industry to

triple its billings," he summarized.

"But this can come about only if all

national sellers adopt a comprehen-

sive program to plug the holes re-

vealed by this survey." • • •

WJAG-KCSR
Covering Nebraska's

Rich Beef Empire

Where

Agri-Business

is Big Business

BEEF EMPIRE STATIONS

WJAG
1000 W.-780 K.C.

Independent farm voice

NE Nebraska since 1922.

29-county (NCS) marker-

$498,675,000 Consumer

Spendable Income — Re-

tail Sales $424,447,000—

124,740 radio homes —
42% more listeners.

KCSR
Chadron, Nebraska, "Beef

Empire" market — $411,-

870,000 Consumer Spend-

able Income — $297,120-

000 Retail Sales — 70,540

radio homes. Commands

22% to 56% more "un-

duplicated homes."

Represented Nationally By

WALKER-RAWALT CO.
New York— Chicago— Boston

Kansas City— Los Angeles
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report from

Agency Teams Up with Sound
Medium on Public Service Campaigns
Agency cooperation in the area of

|)iil)li( service broadcasting is well

exemplified by the Ted Bates 8c Co.

volunteer participation in the Radio
Free Europe campaign. The agency

works hand-in-hand with The Adver-

tising Council, organ i/er ol the RFE
and similar ( ampaigns.

"Since RFF itself is a broadcast

operation," says Allen Patterson, a

Bates vice president and head oi the

agency RFE task forte, "radio is one

of the most important media £01 dis-

seminating information on its ac-

tivities."

The basic operation follows the

general pattern applied to any

client with the exception that there

is. ol course, no fee involved. The
campaign is developed by Jeremy
Fury and Norman Metcalf copy-

writers in the Bates creative depart

ment. Patterson then submits the

plans to the Advertising Council

and RFE for approval. When this

is accomplished he turns the formal

over to the radio-tv production de-

partment which prepares RFE Radio

Kits containing spot copy for 15 one-

minute, 20-second, 10-second and

two three-minute spots, plus .1 radio

fact sheet of general information on

the campaign.

Transcriptions and tapes are pre-

pared from recordings of well known
personages such as Benny Goodman
and Eleanor Roosevelt, endorsing

RFE. Once the production is com-

pleted, the Ad Council assumes the

task of distributing the packages to

every radio station in the country.

"Our work load reaches its peak

in the summer and fall," continues

Mr. Patterson. "At this time we re-

search and create our copy platform.

In 1958, I spent a month in Europe
inspecting RFE installations in or-

der to gather material for our next

campaign. This year, our chief

source of copy came from no less a

PR man than Nikita Khrushchev.

His antics at the UN this past sum-

>>><'• pio\ed to he excellent source
material. In fad our lead phrase
"Your grandchildren will grow up
under communism!" is a direc t epiote

Irom the Premier. Since we began
servicing this account three years

ago, oui <o|u approach has remained
nnc hanged, but we have varied the

slant each year. The basic aim is to

educate the American people, in

their own self-interest, to the needs
ol the oppressed nations behind the

iron c in tain. The need loi an un-

derstanding of freedom and democ-
racy.

"Our campaign then offers answers
to these three questions: "What is it?

. . . Does it work? . . . What is it's

significance? The slant will vary in

order to poini up the various tech-

niques applied by one side or the

other in the cold war. Last year we
broach ast letters from R IT listenei s

and exhibited posters ol the fight

against communist propaganda, this

year we utilized the Khrushchev
speee lies. Bui in e\ ei \ instam e w e

try to impress upon the American
public that RFE can only exist

through dollar support."

In its annual report, the Adver-

tising Council points out that their

1 3 major campaigns over the past

year were fully supported by broad-

casters and their advertisers who con-

tributed their time and talent to the

worthy causes. (A few of the Conn
cil's campaigns are: Better Schools,

Red Cross, Mental Health, Savings

Bonds.) Over a billion and a half

radio home impressions were made
for these and other causes, according

to the A. C. Neilsen Company.
John M. Lyden, vice chairman of

the board for Bates says, "The Amer-
ican people too often take their own
free radio for granted. They are un-

aware that many areas do not have

this same privilege, but our cam-

paign can bring home this point

through the combined efforts of net-

work and local broadcasters." • • •

HOMETOWN [Cont'd from p. 43)

lar items, rd provide a belter "cli

mate," the station might also con-

sider insetting some programming
into iis schedule that would appeal

directly to ihis segment ol its audi

ence.

On the subject ol programming,
more and more stations are modify-

ing oi completely changing theii for-

mats. Qualitative research has been
helping to cheek on the results ol

these changes, and indicate areas

that might require additional change
oi study. An example ol this type

of research is a survey conducted l>\

Pulse for a station in Seattle that

had changed its format. The study

was designed, in part, to show the

likes and dislikes ol the respondents

ae e ol cling to SCX.

The results showed that, in gen-

eral, the format had greater appeal

to males than females. For example,

16.2 percent of the males said they

like the station's personalities while

only 6.3 percent of the females ex-

pressed the same opinion; lb. 7 per-

cent e>l the males liked the news oi

weather programs, and 12.6 percent

of the females. It is interesting to

note, however, that only 3.8 percent

of the males said they liked the gen-

eral programming, while 4.9 percent

ol the females held a similar opinion.

Additional Light Shed

A recent Pulse study in Philadel-

phia throws additional light on the

kind of data that can be developed

to provide a complete picture of a

radio station's image. For example,

the study brought out some reveal-

ing facts about the radio audience in

terms of expenditures for food and

groceries.

According to the survey, only 19

percent of one station's audience

spent less than S21 per week for

food. However, this same station

showed that 50 percent of its audi-

ence spent $30 to S35 per week for

food and groceries— nine percent

above the average—and 9.8 percent

spent $40 or over—almost two per-

cent above the average. This infor-

mation could be of considerable in-

terest to grocery chains and adver-

tisers of food products.

In this same category, the survey

showed that the station with the

highest percentage of listeners spend-
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HOMETOWN (Cont'd.)

ing from $30 to over $10 ;i week loi

food and groceries showed up lilili

(out of a list oi six) among radio sta-

tions listened to in the past 24 hours.

It can be seen, there-lore, lh;il there

are many ways to interpret a sta-

tion's comparative standing. In the

case oi this particular station, ad-

ditional prooi that it appealed to

a particular segment ol the audience

was found in the data on family in-

come. This station, the survey

showed, had 13.3 percent of listen-

ers with a family income of $10,000

and over. This compared to the

average of 7.4 percent for all sta-

tions.

Specialized markets is another

area which has been making use of

qualitative studies to help define and

broaden its scope. In addition to

such obvious special interest mar-

kets, such as Negro, foreign lan-

guage, farm and others, research is

being done to shed more light on the

elements that make up such groups

as the country-western music audi-

ence.

Purchasing Habits

A Pulse study in this area pro-

vided some insight into the purchas-

ing habits ol this group. The survey

showed that 65.4 percent of the

families responding smoke, and that

Winston was the lavorite filter

brand, and Pall Mall the non-filter

lavorite. It was interesting that 73

percent of the respondents did not

serve beer or ale in their home. In

other product categories, the study

showed that 71 percent oi the coun-

try-western music families served

regular coffee; 55 percent used in-

stant coffee; 69 percent served tea.

In the important area of family

income, the study revealed that over

31 percent earned $3,000 to $4,999;

over 3-4 percent had incomes of

$5,000 to $7,499, and almost nine

percent earned $7,500 to $9,999.

As can be seen from this partial

review, qualitative research can and
is uncovering new dimensions to the

radio picture. This applies to a sta-

tion in selling itself to the public

and advertisers, and to advertisers

seeking more effective and econom-
ical ways and means of reaching his

potential customers. • • •

report on

(lor lull details see v. s. fm, p. 3)

Fm has attrac ted a long list ol na-

tional advertisers in the travel cate-

gory. Among them are Pan Ameri-

can Airlines, Simmons Tours, and
British Overseas Airways. One of

the heaviest purchasers ol the me-
dium from the travel business is

Grace Lines, Inc., New York, which
broadcasts in 25 c ities for its passen-

ger cruises.

Grace Lines will start its second

year on the fm airways this spring

with a 15-week campaign to seek

spring and summer travelers. An-
other campaign will follow in the

fall, beginning in September for 13

weeks.

"Our investment for 1961 repre-

sents an outgrowth of what began as

a trial of the medium last spring,"

according to Frederic P. Sands, who
directs the company's advertising.

"We started then with programs on
WQXR and the QXR Network sta-

tions," he said. "By the time the fall

campaign was ready to start, we had
added more fm stations, bringing the

total to 25 stations."

The company advertises on a sea-

sonal basis in order to accommodate
travel cycles. For instance, the spring

campaign develops summer business,

which is traditionally larger than

winter tourist activity. For that rea-

son, the campaign is longer than the

fall program.

For the spring campaign coming

up in March, April and May, the

station and market lineup will fol-

low the pattern set last fall. In addi-

tion to the QXR stations, Grace will

use WKJF Pittsburgh, WFMF Chi-

cago, WJBR Wilmington, WGHF
Brookfield, Conn., and WLOB
Cleveland. All of these stations, ex-

cept WFMF, fall into what Mr.

Sands calls Grace's "primary" mar-

ket area.

"Our primary market area in-

c hides points that are one day's trav-

eling distance from New York by cat

or train. States in this area are N<

w

York, Connecticut, New Jersey,

Pennsylvania, Rhode Island, Massa

c husetts, M il
j
land, Disti i< I ol ( <>

lumbia, northern Virginia and east-

ern Ohio, including Cleveland.

Sixty-five percent of our ciuisc- Inisi

ness comes from people living in this

region."

On each station the company
sponsors at least one half-hour pro-

gram per week. On one station

Grace buys two programs, and on

others there are six one-minute spots

a week in addition to the program.

In relating his company's enthusi-

asm for fm, Mr. Sands recalls an

early promotion on WQXR. "We
offered a kit of travel literature,

'Caribbean Vacationlands,' to listen

ers who would write in. In two

weeks there were 1,000 requests. We
had to discontinue the offer because

we were running out of booklets.''

Although basically a newspaper

advertiser, Mr. Sands explains that

Grace is not satisfied with newspaper
advertising alone, because of the

limited coverage based on cost.

Fm, therefore, is an important me-

dium for Grace in several ways, Mr.

Sands points out. "It has greater se-

lectivity than other media and
enables us to reach a prestige audi-

ence.

"The medium gives us great ei

flexibility in our advertising, because

the travel business depends on fluc-

tuations in the weather," he con-

tinues. "Fm has the additional value

of giving us a chance to concentrate

our advertising toward a specific au-

dience in our primary market area.'

As time goes by, Mr. Sands points

out, the fm advertising may be ex-

panded to cities beside Chicago out-

side the primary market. Detroit is

a possibility, as well as stations in

Florida. • • •

Grace Lines Moves Travelers
On Board with Heavy Fm Campaign
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NBC:
A combined public service cam-

paign incorporating the joint efforts

of NBC and the National Automo-
bile Dealers Association is now be-

ing broadcast on Monitor.

The announcements, 10 a week,

emphasize highway and driver safe-

ty, and were produced under the

auspices of NADA, a national trade

organization of 22,000 franchisee!

new car and truck dealers.

Member dealers in each city work
with NBC stations to increase audi-

ence as well as local sales. Dealers

preset pushbutton radios on new
cars to the frequency of the local

NBC outlet.

In other activity at the network,

officials are exploring the possibility

of extending its network radio serv-

ice around the clock. In announcing
the plan, Robert W. Sarnoff, chair-

man of the board, commented "One
growing market that we are not

reaching on the network level con-

sists of night workers and early

risers. These are the people whose
cars account for the steady increase

in automobile traffic through the

night."

Another reason for extension of

service from the present 18 hours to

a full 24 hours is the coast-to-coast

time differential, which shortens the

night on a national basis and makes
more listeners available. "For ex-

ample," Mr. Sarnoff said, "a network
news broadcast for those who stay

up late at night in Los Angeles can

also serve the pre dawn risers in New
York."

ABC:
Four new sponsorships for "Week-
day News" on ABC were announced
recently by Robert R. Pauley, ABC
vice president in charge of the radio

network.

Mr. Pauley also reported one new
order and one renewal for "Paul

Harvey News," and three renewals

for the Pacific coast regional "Cliff

Engel News."

The four new "Weekday News"
orders were placed by Ex Lax (War-

wick &: Legler), Pharmaco Inc.

(N. W. Ayer & Son), Philip Morris

Inc. (Leo Burnett) and Vitamin

Corp. of America (Dunnan & Jeff-

rey).

A new order for "Paul Harvey
News" was placed by Hastings Man-
ufacturing Co. through Bozell & Ja-

cobs Inc., and a renewal was signed

by Bankers Life & Casualty Co.

through Phillips and Cherbo Inc.

The three renewals for "Cliff En-

gel News" were placed by Lyon Van
& Storage Co. through Smally &
Smith Inc.; Signal Oil Company
through Barton A. Stebbins Adver-

tising; and Whitehall Laboratories,

Division of American Home Prod-

ucts Corporation through Ted Bates

& Co.

Two new affiliates, KRKS Ridgc-

ciest, Calif., and KMYC Marysville,

Calif., bring the total number of

ABC stations to 336.

CBS:

CBS reports over 50 percent spon-

sorship lined up for its special infor-

mation features, which are impor-

tant parts of network programming
supplanting the now defunct serials.

The programs are five-minute fea-

turettes broadcast on the half-hour

for station use whenever local pro-

gramming permits.

Among new business and renewal

of contracts for 1961 business are

Curtis Circulation Co., Meredith

Publishing, Grove Laboratories,

Mentholatum Co., Sylvania, Tetley

Tea, Standard Laboratories, Foster-

Milburn, Philip Morris (for Com-
mander) .

MBS:

Reflecting on Mutual's changeover

to a basic formula of news, sports

and public service three years ago,

network President Robert F. Hur-

leigh recently cited the "repeating

customer theory" as a factor in the

change.

In a recent article in Mutual's

newsletter, Mr. Hurleigh commented
that "the repeating customer theory

applies in the business of operating

a network just as it does in other

enterprises." • • •

52 U. S. RADIO • January 1961



report from
Canada

BBG Radio Hearing Creates

Consternation and Confusion

The Hoard ol Broadcast Governors'

public hearing held last month in

Ottawa "wasn'l too helpful," ac-

cording to Carlyle Allison, vice-

chairman of the BBG. "We had in-

tended this preliminary meeting to

be an examination for the possible-

discovery of day programming defi-

ciencies in the broadcasting field.

The hearing was not called to create

the alarmed confusion that result-

ed."

As previously reported in this col-

umn (u. s. radio Nov. 1960), the

BBG is primarily seeking opinions

on three problem areas that have de-

veloped in the past few years: (a)

instances of unsatisfactory program-

ming, often in the area of station

promotion, (b) lack of diversity in

the existing programming and (c)

inadequate dispersal of advertising

messages during the broadcast peri-

od.

The meeting itself was attended

by various major groups either di-

rectly or indirectly involved in

broadcasting. Key group among
these was the Canadian Association

of Broadcasters, spokesman for the

independently operated stations

throughout the country. Among
the other groups attending were the

Canadian Council of Authors and
Artists, the Canadian Broadcasting

Corporation, the Women's Institute,

and the Canadian Federation of Ag-

riculture. Independent station man-
agers were also in attendance.

As the BBG representatives asked

for opinions on the various problem
areas, the CAB and station person-

nel indicated concern that govern-

ment regulations would become so

severe that the stations would suffer

economically. Specifically, the ob-

jections were to any possible curtail-

ment of giveaway contests and simi-

lar forms of station promotion; to

restrictions on certain types <>l pro-

giamming, and to the "bunching"
dI commercials in order to eliminate

"choppy" programming.

In the course of the hearings, the

independent stations underwent se-

vere criticism from several groups,

especially the CBC and the Council

of Authors and Artists. In general,

the criticism was that programming
was irresponsible and not in the

public interset.

The CAB reply was that stations

program according to public appro-

bation and economic necessities as

they are felt in the station's immedi-

ate locale. Any additional regula-

tion, according to the CAB, would
only lead to "stereotyped and inflex-

ible radio patterns."

"It was a real disappointment to

us," Mr. Allison says, "that the pur-

pose of the meeting was misinter-

preted. This was only the first of

several such meetings wherein the

programming subject will be aired.

The BBG will attend the CAB con-

vention in Vancouver in March, at

which time we will again go over the

issues. Then in April we will have

another hearing that I hope will

prove more productive, for it is out

of this meeting that we will arrive

at the decision on any new regula-

tion to be imposed.

"At this point," he notes, "we have

no notion at all of what the regula-

tions will be. It is certainly not our

desire to hamper the financial struc-

ture of the stations.

"Now that the air has cleared, all

parties concerned realize that the

purpose of the first hearing was dis-

torted at the time. They are now
ready to examine the issues more
clearly, and to come up with solu-

tions that will prove agreeable to

both sides." • • •

KFAL RADIO
FULTON, MISSOURI

Dominant Farm

Radio Service

76 hours of farm radio a

week . . . Interesting, per-

tinent and factual infor-

mation and programming

for farmers.

A tip to Timebuyers—
. . . There is a big prosperous Market

a-way out in Missouri. New Indus-

tries coming in to KFAL-Land,

bigger payrolls. More folding green

in thousands of well-worn wallets.

More telephones, More radios, More

new homes, increasing populations

in Central Missouri towns, More new

cars, More of all the things that big

manufacturers hope to sell . . . sell

. . . SELL! That's what KFAL has—

SELL!

. . . and "Smack in The Middle" of

the Crossroads of the Nation!

Dominating a vast moving audience,

travelers, and vacationers going

everywhere all year long ... On

U.S. 40, and U.S. 50—both trans-

continental highways, and on U.S.

54 Chicago to the Southwest. From

Border to Border in Missouri, KFAL

RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and enter-

tainment. Are you represented

here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts
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HOW we can offer you

PROVEN
RESULTS*

with these

TELE BROADCASTER STATIONS

|/n Hartford -

(CONNECTICUT)

U Kansas City-

\in Los Angeles-
(SPANISH LANGUAGE
MARKET)

I'n San Francisco-
(SAN MATEO)

*T0P RATINGS IN

AUDIENCE

+ MORE LISTENERS

PER DOLLAR

* SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
STATIONS

For facts & figures CALL

A TELE-BROADCASTER STATION

WPOP
KUDL
KALI
KOFY
BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES

3
LOCAL RADIO

STATIONS IN 1
That's what you get

when you buy time on

BIG 5,000 -WATT

WFHR
WISCONSIN RAPIDS

with full time studios in

MARSHFIELD AND

STEVENS POINT
BIG Coverage at Lowest Cost-

Per-Thousand ... 20 Years of

Local Radio Service

WFHR
WISCONSIN RAPIDS, WISC.

Phone HA-3-7200
Represented by Devney, Inc.

radio

East and West Coast Studies Show
Changes in Spanish, Negro Audiences

Studies oJ two specialized audiences,!

the Negro audience in San Francisco

and the Spanish audience in New]
'luik, have recently turned up some

1
'

interesting laiis aboul these groups.

A significant fact about Spanish-

speaking listeners in New York is

that they spend nearl) twice as many
hours (8.4) per day listening to radio

as other listeners (3.5 hours) . This

information was revealed by a stud)

conducted foi WWRL New York by

Audience Analysts, Bala Cynwyd,

Pa.

"The language hairier eliminates

man) forms oi entertainment tor the

Spanish-speaking person, and radio

is hasic in their lives as both a source

ol information and entertainment,"

commented Selvin Donneson, vice

president in charge of sales, WWRL.
Spanish-speaking homes have an

average of two radio sets per home,

and 21 percent have three sets or

more, the survey indicates. Ninet)

percent of Spanish-speaking homes
report one or more persons currently

employed, and 12.5 percent have two

or more employed. The average

family unit consists of 4.8 persons.

"This is significant," Mr. Don-
neson says, "because it explains how

Spanish-speaking families can afford

to bu) the best products. Admitted-

ly, individual income is lower, but

Eamily income is higher." And, he

pointed out, "Advertisers get greater

efficiency and deeper penetration

from their sales messages, which

makes the Spanish market a natural

lor radio."

Music, stories and news make up

the program preferences of Spanish-

speaking listeners. Sports shows rate

high, but rock 'n' roll music rates

last, the survey revealed.

Negro Study

As for the Negro market study in

the San Francisco-Oakland metro-

politan area, it was revealed that

products advertised on radio in the

jpast two years have risen in con-

jsumei preference. Foi example,

[Clabbei Girl Baking Powdei has in-

creased 13 percent in consume] use

and Blue Seal Bread has increased

33 percent; however, Kilpatrick's

bread has (hopped 16.7 percent and

has not used radio advertising. Car-

nation Milk has increased 17 percent,

whereas Borden's Milk has dropped
39 percent. Several name beers that

joined Negro radio advertising from
1958 to I960 have increased in Ne-

gro consumption.

Negro population for the San

Francisco-Oakland Hay area has in-

c i eased from 20(),()()() to 3()(),()()0 since

1958, according to the report, which
was conducted lor K.SAN San Fran-

cisco by Far West Surveys. The sur-

vey is the second prepared for KSAN
on the Negro market. The fust study

was made in 1958.

The educational level of the Ne-

gro in the San Francisco area rose

considerably during the same period.

Those completing high school have

increased by 20 percent. Those
ha\ing attended some college have

increased 35.3 percent, according to

the study.

In the field of occupation, the un-

skilled labor force has reduced 36.2

percent, while the skilled labor force

represented by unions has increased

20.5 percent. Professional occupa-

tions increased 136 percent, and gov-

ernment employees rose 49 percent,

the study reveals.

Morning and evening listening

audiences continue to dominate the

listening habits of the Negro in the

Bay Area, the report indicated.

Morning hours from 6 to 9 a.m. rep-

resent 43.9 percent of the listening

audience. Evening hours from 6 to

9 p.m. registered the second largest

audience, with 37.8 percent tuned in

during the three hour stretch, it is

reported. • • •
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names and faces

use

AGENCIES

Lndrew F. H. Armstrong, formerly w it 1 1 Leo Burnett

ihicago has joined Compton New York as v.p. and ere

live director. Additions to Compton board oi directors:

'rank Kemp, head ol media department and Lewis Tit-

erton, director ol radio and tv sales programming.
Lgency's Los Angeles office appointed William Chalmers

.p. and account supervisor; he was formerly with Fletch-

r Richards, Calkins & Holden, N. Y. Tom Lowey, ac-

ount executive, formerly with Hoffman Electronics

k)ip., and Burnell Grossman, a radio-tv supervisor, for-

merly with Filmrite Assoc., also joined Compton in L. A.

Noting the Changes Among
The People of the Industry

Stephen Zimmerman, loiineily with Level Bros., joined

Lennen <<: Newell New Yoik as account executive 1 01

liest Foods.

Thomas VV. fipson "I l> P Brothei Detroit appointed
account executive lot \( '. Sp.uk I'lug.

Dave Nathan, directoi ol radio-tv foi Curtis Advertising

New York promoted to v.p,

Gerald A. Brown, previously with Foote, Cone I Bel

ding Los Angeles joined Los Angeles ofhee eil Kenyon &
Et khardt .is < i eat i\ e director.

William Gebhardt joined llieks 1 Greist New York ai

account executive, formerly with Bcaiden Thompson
Frankel Atlanta.

;tations

)oii Waterman, previously executive v.p. at Bob Dore
Vew York moved to WNBC sales department.
ames McQuade appointed sales service manager for

vVCBS New York. Previously with CBS network oper-

ttions.

ames W. Grau from WABC New York sales and pro-

notion to WNEW as promotion and advertising man-
tger.

William B. Decker previously manager of WMAQ Chi-

ago moved to KNBC San Francisco as general manager.
Gene D'Angelo promoted from sales manager to station

nanager of WTVN Columbus, O.
oseph R. Fife, general manager of KYOK Houston, des

gnated v.p. of OK group.

Lee Gorman of Gotham Broadcasting promoted to gen-

ial sales manager of WINS New York,

erry Friedman appointed national sales manager for

Gordon Broadcasting; Dwight Case named sales manager
->t KOBY San Francisco. Charles A. Black, Gordon's

executive v.p., appointed general manager of KOBY.
Earl Steil promoted to sales manager of WJJD Chicago.

Herb Schorr, formerly general sales manager of WHAT
Philadelphia, moved to WDAS as national sales manager.

Terry Maloney, previously commercial manager for

WTRC Elkhart Ind., promoted to station manager.

Theodore C. Streidbert, oreviouslv director of U. S. In-

formation Agencv, ioined Time Inc. as v.p. and general

manager of WTCN Minneapolis.

Tames F. Simons designated station manager of KFWB
Los Angeles, from position of station's eeneral manager.

Paul Battisti, previously with KBTS Bakersfield, Calif.,

appointed general manager, KAFY.

REPRESENTATIVES

Emmett Heerdt and Terrv Gibson join the New York
sales staff of John Blair. Heerdt was formerly with CBS
Spot Sales, and Gibson with Robert E. Eastman.

Robert Dwyer e>l Blah assigned to the stall ol Blaii

Group Plan New York.

Timothy John McCanty, formerly with General Outdooi
Advertising, Chicago, appointed to Chicago radio divi-

sion of Edward Peti j

.

William K. Burton replaces Frank L. Boyle as managei

of Detroit office for Robert E. Eastman. Button pre-

viously with National Advertising Co. Boyle moves to

Eastman's New York office.

Daniel Denenholz, v.p. and directoi oi research and pro

motion for Katz New York elected secretary of company.

Stanley Reulman, manager of San Franc is* o offi< e, elee t

ed v.p.

Peter P. Theg appointed executive v.p. of Broadcast

Time Sales New York.

Ronald M. Gilbert, former national sales manager for

WW J Detroit, appointed account executive with CBS
Radio Spot Sales New York.

NETWORKS
Roger O'Connor, formerly with Mutual's sales staff New
York, joined CBS as an account executive. Joe Charles

Friedman, CBS copywriter, promoted to assistant man-

ager of program promotion and merchandising.

Jack H. Mann, ABC national director of sales develop-

ment and program coordination, assigned extra duties

of national directoi of research, advertising, promotion.

INDUSTRY-WIDE
Harry O'Connor appointed national sales rep. for Com-
mercial Recording Corp. Previously, O'Connor man-

aged stations in Sherman and Temple. Texas.

Francis C. Gillon. previously with advertising agency in

Miami, appointed midwest associate in Cedar Rapids.

Ta.. for Paul H. Chapman media brokers.

Denenholz Burton D'Angelo
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EDITORIAL

• • . farm radio picture bright

YEAR OF CHANCE

Questionnaire returns to t .s. radio's third an-

nual survey of farm radio reveals the many
changes this specialized medium is making to

keep pace with its listeners and market.

It is obvious from station replies that farm

radio is not part of the sltihis quo. It is continu-

ally adjusting to the new demands of its audi-

ence.

According to farm stations, the chief trend in

programming is diversification—offering a wider

range of information services to a wider range

of listeners.

SHORTER SEGMENTS

The next most significant trend continues to

be the increasing number of stations that are

using shorter segments of farm programming.

This is being done without a necessary reduc-

tion in total farm service. In fact, there are

many cases where stations have increased farm

programming through adoption of the briefer

farm information units.

The diversification in program content and

listener appeal is certainly among the most im-

portant changes to be observed in farm radio

today.

The farmer today is a businessman and a

consumer as well. Because of these realities,

farm radio stations are including heavier doses

of general business news as well as more informa-

tion on markets. The traditional emphasis on
farming techniques and day-to-day farm prob-

lems is still there. But it is being cross-bred with

a broader strain ol information.

Moreover, the farm station finds itself today

programming to a wider audience—the young
farmer, the housewife. The latter has become
especially important in view of the farm family's

growing appetite for consumer products. One
station states, "We are aiming . . . more and

more toward the woman of the house, knowing
very little is ever spent without her consent."

Farm stations, especially those providing cover-

age to more metropolitan areas, are also adding

to their farm content information of interest to

the suburbanite and gardener.

It is the hallmark of farm radio's progress

—

as indicated by increasing advertiser acceptance

—that it is able to adjust and keep pace with

the new demands of its audience.

NAB S NEW LEADERSHIP

This month marks the start of the new top-

level administration of the National Associa-

tion of Broadcasters. The new president, former

Governor LeRoy Collins of Florida, assumed

his new post at the beginning of January.

It is to the credit of the selection committee

and the appeal of the broadcast business that as

able a man as Mr. Collins was chosen for the job.

The years ahead represent an enormous chal-

lenge for the industry in view of its great oppor-

tunities and equally great problems. We believe

Mr. Collins brings to the NAB the necessary

sagaciousness, ability to get along with people

and administrative skill to help the NAB meet

the industry's challenge.
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WKLO
LOUISVILLE
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In LOUISVILLE the Big Change

was - and still is - to

MO family radio

check and double check your last

Nielsen— Monday - Friday per

broadcast quarter-hours reveal

6 to 9 a.m. WKLO First

9 to 12 noon WKLO First nl ......
10 , xA/i/i^r- Please review in addition
12 to 3 p.m. WKLO First

, T . _ .

~ , XA/IXI ^ c .
your latest Trendex, Pulse,

3 to 6 p.m. WKLO First

6 to 9 p.m. WKLO First

9 to 12 midnight WKLO First

Conlan, Verifak and Hooper.

plus wonderful weekends

WKLO offers a perfect audience composition

seven days a week for consumer spendable

income.

robert e. eaStmail & CO., inc. national representative

^IR TRAILS stations are WEZE, Boston; WKLO, Louisville; WING, Dayton; WCOL, Columbus; and WIZE, Springfield, Ohio.



now more than ever

Keystone makes sense

and dollars too

' ; ^ O (

— o oJ
fo :..! l
-i a ol
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to a hi

here's how.

a Keystone has 1115 locally programmed radio stations

covering 54% of all radio homes in the U.S.A.

Keystone has 86% coverage of all farm markets in the country.

Keystone offers plus merchandising tailored to your

campaign needs at no cost to you.

Keystone covers Hometown and Rural America at the lowest

cost.

Write for our complete station

list and our farm market survey.

They're yours for the asking.
BROADCASTING SYSTEM, m

San Francisco

57 Post St.

Sutter 1-7400

Detroit

Penobscot Building

WOodward 2-4505

Los Angeles

3142 Wilshire Blvd.

Dunkirk 3-2910

New York

527 Madison Ave.

Eldorado 5-3720

Chicago

111 W. Washington

State 2-8900



U.S. RADIO
PUBLICATION

FOR FM

BROADCASTERS

AND
ADVERTISERS

Quality

CDUS1C
Stations

Chicago WFMF Seattle KLSN Birmingham WSFM

Los Angeles KCBH Kansas City KXTR Louisville WLVL

Philadelphia WIFI St. Louis KCFM Baltimore WFMM
New York WRFM Buffalo WEBR-FM Oklahoma Cit

r
KYFM

San Francisco KDFC Cincinnati WPFM Lansing WSWM
Detroit WLOM Nashville WFBM Omaha KQAL

Cleveland WNOB Tampa-St. Petersburg WTCX Wilkes-Barre

Pittsburgh WKJF Indianapolis WFBM-FM -Scranton VYYZZ

Houston KFMK Minneapolis KWFM Sacramento KJML

THE NEW DIMENSION
in Major Market Radio

PUT THESE QUALITY MUSIC STATIONS
ON YOUR LIST! They deliver the largest

single Quality market in America—the Fine

Music audience, most influential and responsiv e!

This market now represents over one quarter

of ALL U. S. families. The fastest growing ad-

vertising audience today . . . reached most effec-

tiveh through Quality Music programs. An
audience which cannot be duplicated with any

other broadcast medium. Loyal and receptive

Quality Music audience listening average 3

Responsive: Quality Music audiences an
pace setters at the age of acquisition and are

able to buy. Quality Music advertisers have

found this audience to be most responsive to

well-directed appeals.

Low Cost: Because the medium is young an I

growing fast Quality Music Stations offer the

chance to establish time and audience fran-

chises at extremely favorable low cost. Any
Walker-Raw alt office listed below can give de-

tails on these stations. We hope you will

contact them soon.hours per day. 5 days per week.

National Representative—WALKER- RAWALT COMPANY, INC.

New York Chicago Boston Los Angeles San Francisco

347 Madison Ave. 360 N. Michigan Ave. 100 Boylston St. 3. Lafayette Park PI. 260 Kearney St.

New York 17 Chicago, III. Boston. Mass. Los Angeles. Calif. San Francisco. Calif.

Murray Hill 3-5830 Andover 3-5771 Hubbard 2-4370 Dunkirk 2-3200 Exbrook 7-4827



V. S. HAMO
For buyers and sellers

of radio advertising

. . . AND NOW!
u. s. FM
Devoted exclusively to FM Broadcasters

and advertisers

Two separate magazines that really cover the whole field of radio

One $5 subscription will bring you both magazines each month for one

year. Simply fill out subscription form below and mail to:

Subscriptions

Arnold Alpert Publications, Inc.

50 West 57th Street

New York 19, New York

miiiiiiM^

For future articles that really "dig" into the depths of radio broadcasting

and advertising . . . be sure you see each monthly issue of US. RADIO and

US. FM.

M H H H H

Arnold Alpert Publications, Inc. Subscriptions

50 West 57th Street

New York 19, N. Y.

Please see that I receive each monthly issue of U.S. RADIO
and U.S. FM—both for one year for one subscription of S5.

Name Title

Company

Type of Business

Company or

Home Address

City Zone State

Please Bill Payment Enclosed

Enter Your

Subscription

Today

$5 for 1 year

Includes both

U.S. RADIO

and

U.S. FM



Fore Most

ations Show Interest I tie new Pulse Em survey b( gun this month has apparently mi i with i n

New Pulse Survey ( h usiasi ic re spouse lioin fin stations tlnoughoul the country Mi'

(see U.S. FM December I960), which plans lo incasine Im on .1 mlmiI.u

basis, is of prime interest to agencies and advertisers. The survey will

generally cover a two-month period. At press dosing, the schedule loi

January-February will include icpoits loi iluee stations in the San Diego
market, one in Houston and one in Fort Worth. The March-April
survey will cover reports for two Los Angeles stations and one in San

Francisco. Slated lor a March-only report is one station in the Memphis
market.

ace Line Increases

n Buy Over Last Year

idustry-wide Expansion Results

Increased Equipment Sales

Grace Line Inc., New York, satisfied with its initial plunge into fm last

year, has increased its use of the hi-fi medium beginning in March for

its spring campaign (see Grace Line finds plunge into fm perfect, p. 3)

.

The cruise line estimates that it will spend $16,000 for its spring cam-
paign alone on fm.

The recent 300 percent sales increase at Industrial Transmitter and An-
tennas, Inc., of Lansdowne, Pa., is another sign of the expansion within

the fm industry. Bernard Wise, president of ITA, recent h stated, "The
company is only in its third year and the momentum of each quarter's

sales increases indicate graphically the growth of fm broadcasting from

which we realize the majority of our sales volume. . . It is because of this

continuous growth of the industry that we have recently doubled our

production facilities and are in the process of expanding our line. .

."

dditional Stations Turn
I.C.M/s Automated Fi

The automated fm programming concept of International Good Music

Inc., Bellingham, Wash., has been broadened by the company's inclusion

of five additional stations. The I.G.M. firm supplies 18 hours of taped

classical music a day to its stations (called the Heritage Music Stations);

in addition, it makes automation equipment and provides representative

services. Stations joining the Heritage group are WPLO-FM Atlanta,

WCAO-FM Baltimore, WJJD-FM Chicago, WMPS-FM Memphis and

WGBS-FM Miami. The addition of these stations increases the Heritage

list to 18.

resident Kennedy's Press Conferences

o Be Carried on Washington Station

Future White House press conferences will be covered fully by a Wash-

ington fm station. Ben Strouse, president of WWDC Washington, has

made arrangements to carry all the conferences in their entirety, whether

they are scheduled during the day or at night, over WWDC-FM. Trans-

mission of the conferences over the fm station will be supervised by Bob

Robinson, news director of WWDC.

U. S. FM • January 1961 1



LETTERS
Oasis in the Desert

After receiving the second issue of

our subscription to u.s. fm, heartiest

congratulations on a solid begin-

ning. Having recently launched

Alaska's first fm station, the value of

keeping abreast of fm developments

throughout the nation is critical.

Peter M. Herford
Sfafion Manager
KTVA-FM
Anchorage, Alaska

Sales Boost

I would like to commend you and
your magazine on supplying a long

felt need in the fm industry. We
have found the articles, and most

particularly the sales stories, to be a

very great help in what is probably

the most pressing problem in fm
radio today—sales.

We look forward to each month's

issue with a great deal of interest.

Will Collier Baird, Jr.

Vice President

WFMB
Nashville, Tenn.

I have appreciated reading the first

few issues of U.S. fm. In my estima-

tion it fills one of the greatest needs

in the promotion of fm today. Con-

gratulations!

Robert W. Ball

General Manager
KGFM
Seaffle, Wash.

We are enthusiastic about u.s. fm,

and are of the opinion that it is one

of the many boosts that fm radio

needs. We will keep you posted on
KDUO successes and developments.

J. Terry Bates
Sales Manager
KDUO
Riverside, Calif.

BOAC and Fm

Would appreciate receiving extra

copies of the current fm issue that

contained an article on BOAC (u.s.

fm, December)

.

Harold L. Tanner
Lincoln Broadcasting Co.
Detroit, Michigan

Breakthrough

This is to request reprints of the

article "Breakthrough in Audience

Research" from the December issue

of U.S. FM.

Allen Klein
Sales Director

The Pulse Inc.

New York

2
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LUXURY cruises attract passengers throuqh seasonal fm campaigns.

Grace Line Finds
Plunge Into Fm Perfect

Campaign cruises toward second

year with 25 markets; seasonal

effort uses programs and spots

Fm has scored another suc-

cess for national advertisers

with a 25-market campaign
for the Grace Line Inc., New York.

Now going into its second year with

seasonal campaigns on fm stations,

the company has found the medium
a welcome aid to bring travelers

aboard for Grace cruises.

As the passenger travel line and its

agency, Kelly Nason Inc., New York,

look ahead to spring 1961 advertis-

ing plans, an agency spokesman

counts fm as "very much a part of

the over-all campaign."

It is estimated that the company
will spend between $30,000 and

$40,000 in I m with its spring and fall

( ampaigns this year.

"The investment for 1961 repre-

sents an outgrowth of what started

as a limited trial of the medium last

spring," according to Frederic P.

Sands, who directs the advertising

for Grace. "We started in a small

way with programs on \\ ()XR and

the QXR Network stations," he said.

"By the time the fall campaign w is

ready to start, we had added more
fm stations, bringing the total num-
ber of markets where we advertise

on radio to 25."

The number of stations that Grace

uses may grow, but, as Mr. Sands

points out, the present line-up rep-

resents the travel line's "primary"

il
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grace line

mai ki i an a. I Ins area in< ludes New
York, Connecticut, New Jersey,

Pennsylvania, Rhode Island, Mass

achusetts, Maryland, District of

Columbia, northern Virginia and

eastern Ohio, including Cleveland.

"These slates are closest to our

point-of-departure," Mr. Sands ex-

plains. "It is possible lor persons

living in this area to get to New
Yoik in one da\ In eithei (.11 01

train. Sixty-five percent oi the cruise

business comes from this primary

markel area.

"Our sec ondai v mai kct au a lies in

the north central states and the ad-

jacent portion of Canada. Twenty
percent ol oui cruise business ema-

nates from this area. For people to

reach a point of departure in New
York from this region it is necessary

to travel by air to get there within

a day's time. The only citv where
we advertise on fm in this region

now is Chicago," he explains.

"A tertiary market area covers the

western and Gulf Coast states. Al-

though we have done no radio ad-

vertising in this area, it is undei

serious consideration." Mr. Sands

points out.

Stations Added

Last fall's campaign used five sta

tions in additon to the QXR Net-

work. They are \VK[F Pittsburgh,

WFMF Chicago, WJBR Wilming-
ton, WGHF Brookfield, Conn, and
WLOB Cleveland. On the QXR
Network, Grace sponsors a half-hour

program once a week. The program
opens with a 30-second announce-
ment, is broken half-way with a 60-

second commercial and ends with a

90-second closing. In addition to the

half-hour program on WQXR New
York, Grace takes three one-minute

announcements per week on the

Jacques Frey program.

On Brookfield's WGHF Grace
sponsors two half-hour programs per

week. On WKJF, WFMF, WJBR
and WLOB, the company sponsors

one half-hour program and six spots

per week scheduled during the

evening.

One factor behind Grace's en-

thusiasm for fm is related in Mr.
Sands' recall of an early promotional

oiler on WQXR. "We offered a kit

oi literature on Caribbean cruises. A
booklet called 'Caribbean Vacation-

lands,' giving travel tips on what
to wear, what to see and do, was of-

fered il the listener would wide in

for it. Over 1,000 requests were re-

ceived in two weeks. Response was

so high that we had to withdraw' the

offer before we ran out of booklets,"

he recalls.

Seasonal Campaign

I In ( .1 ac e I ,ine aclvei tising c am
paign Inflows the seasons. 1 he- spring

campaign, which runs for 15 weeks
in Man h, Apt il and May, is designed

to encourage spring and summer
navel. The campaign is heavier

than the 13-week fall campaign be-

cause travel business is usual lv light

er in winter and fall.

Although basically a newspaper
advertiser, Mr. Sands explains thai

Giace is not s.iiisliecl with newspapei
advertising alone, because of the

limited coverage based on cost.

Fm, therefore, is an important
medium for Grace in several ways,

Mr. Sands explains. "It has greater

selectivity than other media, and en-

ables us to reach a prestige audience

that we feel is likely to be more in-

terested in cruises than a broader

audience.

"The medium gives us greater

flexibility in our advertising, because

the travel business depends on fluctu-

ations in the weather," he continues.

"We can start special campaigns for

unseasonably good weather as it be-

comes apparent."

Prestige Medium

"Fm has the additional value of

being a prestige medium. So do the

class magazines and some general

magazines, but with fm radio we are

able to concentrate our advertising

toward a single audience in our pri-

mary market area."

As time goes on, Mr. Sands points

out, the fm advertising may very well

be expanded to cities other than

Chicago in the secondary area. De-

troit is a possibility. More immedi-

ate, however, is the prospect of buy-

ing either spots or programs on sta-

tions in Florida* • • •

SELECTIVITY, flexibility and prestiqe are

qualities Frederic P. Sands, Grace direc-

tor of adver+isinq, likes about fm. Kelly

Nason Inc., New York, is firm's aqency.

PRIMARY MARKET area, where fm is

used, accounts for 65 percent of cruise

businss. Above is Godfrey Macdonald,
vice-president of the passenqer division.
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The Crosby Fm

Developer of one of six stereo

broadcast systems being considered

by the FCC, presents his views

Murray G. Crosby

Broadcasters and equipment

manufacturers are still

awaiting the decision of the

Federal Communications Commis-
sion on which compatible stereo

broadcasting system will be accepted

as the standard for the fm industry.

As previously reported in u.s. fm
(see Fm Stereo Put to Test, October

1 960) , six systems have been field

tested and the results turned over to

the FCC. The systems being con-

sidered are those proposed by Crosby

Telectronics, Calbest, Multiplex
Services Inc., Electric and Musical

Industries Ltd. (Percival) , Zenith

and General Electric.

The chief differences between the

systems are found in these areas:

Composition of the main channel

(monophonic) and sub carrier sig-

nals, which differ in sub carrier fre-

quency, bandwidth, deviation and
type of modulation. The sponsors

of the various systems each feel that

there are inherent advantages to be

found in their approach to fm stereo

broadcasting. One of the more vocal

members of this group is Murray G.

Crosby, president of Crosby-Telec-

tronks Corp.

The Crosby compatible fm multi-

plex system, Mr. Crosby says, woidd
allow the owner of an fm radio to

either convert to stereo reception

through the addition of an inexpen-

sive adapter, or, if he chose not to

add the adapter, he would continue

to receive a complete, full-range

monophonic fm program.

Addressing his remarks to the

FCC, Mr. Crosby offered what he de-

scribes as "three essentials" to be con-

sidered by the government agency:

1. "Will the approved system pro-

vide a range of stereophonic

reception which is as close as

possible to the present range of

monophonic transmission?

2. "Will the owners of the more
than 15 million existing fm re-

ceivers be able to convert to

stereophonic reception with the

least amount of difficulty, and
with the most satisfactory,

highest quality results?

3. "Finally, will the resultant

stereophonic reception be

equal to or better than the best

stereophonic source material

now available or likely to be

available in the foreseeable

future?"

Mr. Crosby believes that these con-

ditions are "imperatives for the type

of quality stereophonic transmission

which will put fm on its feet and re-

vitalize the broadcasting industry to

a degree undreamed of a few years

ago." He asks for the adoption of a

system that "allows the conversion

of the approximately 15 million fm
receivers now in the hands of the

public to the use of stereo operation

with an inexpensive adapter." He
points out that most fm receivers

now being sold are provided with a

multiplex jack ready for the use of

an adapter.

The head of the electronics firm

states that there is a definite eco-

nomic relationship between the sys-

tem adopted and the likelihood of

early benefit accruing to the fm

broadcaster. "The ability to use an

adapter has an important effect on

the stimulation of fm broadcasting,"

he says. "Since the listener can con-

vert to stereo by the mere addition

of an adapter, there will be a large

ready group of listeners—consider-

ably larger than if the listener were

required to buy a complete receiver

with built-in adapter."

Getting to one of his major points,

Mr. Crosby states that the increase

in the sale of fm receivers and the

growing number of fm stations on

the air (according to the FCC, there

were 821 fm stations in operation at

the end of December) ,
"represents

a further upturn in the economic

situation of the fm station. . . In view

of this, we feel that the Commission

should carefully choose the fm stereo

system with a view toward providing

the best broadcasting service with-

out impairment due to the existence

of a storecast or background music

channel." He feels that the FCC
should allow the broadcaster to

"choose between an all-stereo opera-

lion of his station, or an all back-

ground music operation.

"With such a choice being avail-

able," he continues, "the broad-

caster can select the service which he

feels will give him the best economic

position. Natural laws will take ef-

fect such that if the public accept-

ance of stereo by fm is not great, the

broadcaster may decide to go to back-

ground music or storecasts." • • •
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Client Sales
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SPECIAL FEATURES of QXR network programming, such as the Boston Symphony and other
musical 'spectaculars' are highlighted in the slide presentation (above). The purchasing power
and leisure-time activities of fm listeners are also emphasized graphically in the network offering.
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Push on Slides

New slide presentation of QXR
network is aimed at top level ad executives;

objective is to stimulate flow of money into fm

is

H This month QXR network

nr starts the New Year with a

fresh approach to an old

sales problem—how to interest more
national advertisers in the use of fm.

Major objective of the network
for 1961 is to increase the flow of ad-

vertising money into the fm medi-

um as well as the QXR group. The
network and its flagship station,

WQXR New York, are under the

supervision of Norman S. McGee,
vice president for sales and acting

head during the absence of Elliott

Sanger, who is on special assignment

for the New York Times in Paris.

The network's efforts are being

focused on the showing of a newly-

developed 28-slide sales presentation.

The sales offering is as much a

push for the concept of fm listening

and advertising as it is for the values

of the QXR line-up. Statistics on the

characteristics of the fm audience

and the extent of fm listening are

sprinkled throughout the presenta-

tion.

Pointed to are such facts as the

estimated number of fm sets in use

(16 million) and the estimated num-
ber of fm sets sold in 1960 (two mil-

lion) .

But basically the QXR slide pro-

motion is a narrative on the values

of fm and the network as an adver-

tising medium. The special features

of QXR programming, present ad-

vertisers and major city line-up are

stressed in the presentation.

To whom is the presentation di-

rected?

"Top level agency and client ex-

executives," states Jim Sondheim,
manager of the network. "You have
to sell the company and/or the ac-

count executive. It is necessary to go
beyond the media level."

Although decrying the inability

of fm salesmen to penetrate the

media and timebuyer stations, Mr.
Sondheim observes very encouraging

signs in this regard. He points to the

fact that Don Heller of N. W. Ayer
8c Sons Inc., Philadelphia, and Cal-

vin Nixon of Young & Rubicam Inc.,

Detroit, were instrumental in major
fm buys of last year.

Mr. Heller has played a major role

in the use of fm by Hamilton Watch
Co. and Mr. Nixon has been a key

figure in the fm campaign of Impe-
rial cars which has culminated in

the Imperial Press Club.

The latter fm purchase is on 27

stations of the QXR line-up (17 of

the stations are on the live network

and 10 are on the non-intercon-

nected, tape network) . Station in

New York is WRFM because

the news policy of the T?me5-owned
WQXR dictates that there will be

no commentary on the station.

The Imperial Press Club (Mon-
day through Friday, 8 to 8:05 p.m. on
the live line-up; the tape network
plays it sometime between 7 and 9

p.m.) is taped at the Overseas Press

Club. Each night a different news
specialist comments on a current

happening. Among the regular news-
men featured are H. V. Kaltcnborn
and Henry Cassidy.

Imperial's investment in fm is con-

siderable. The 52-week contract

runs in 13-wcek cycles. The program
started last October and is currently

in its second cycle. It is estimated

that the annual cost of the show is

about $125,000. It breaks down to

this: Production, talent and tape,

$45,000; time costs, $75,000 to

$80,000.

What lies ahead for this year?

QXR network has signed such

new advertising campaigns as those

of Sabena Airlines and Marine Mid-
land bank. In addition, among the

important national advertisers who
are regular network clients are:

Cadillac, Oldsmobile, Hamilton,

Citroen, Air France, Stromberg-

Carlson, Grace Lines and Harvey's

Wines.

The network presently has a total

of 34 fm stations—20 on the live

line-up and 14 non-interconnected.

It is the network's belief that fu-

ture use of its air time by clients will

revolve around the traditional net-

work concept of ownership of a time

segment. Specifically, QXR antici-

pates further sponsorship of musical

programming, its main area of spe-

cialization. • • •
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AVORABLE IflENTIONS

Jeweler & Recording Tape—One of

the world's best known jewelers and
sihei smiths, Cartier Inc., has made
its lirst Iniy in either radio or tv. It

has bought time Oil fm. Through
its agency, Albert Frank-Guenther

Taw Inc., the Fifth Avenue jeweler

has stalled a campaign on WRFM
New York with participating spon-

sorship of the Casper Citron inter-

view show. The show emanates from

the Hotel Pierre, Monday through

Friday, 1 1 p.m. to midnight. In com-

menting on the "till forbid" fm pur-

chase, fane Mercier, advertising di-

rected, referred to the "caliber audi-

ence of fm" as "the extra plus."

Other sponsors of the Citron pro-

gram are Book of the Month, Nettie

Rosenstein, Pan Americ an and Hotel

Pic i re.

WRFM also found out the hard

wa) something that it knew all the

time—that fm pays. Through an

error in not cancelling an over-sub-

scribed mail offer, the station ended
up paying for the additional re-

quests. Here's how it happened:

Florman & Babb, distributors of re-

cording tape, purchased a 13-week

schedule to sponsor Music of the

Musters. Wednesday, from 8 to 9

p.m. The connneici.il offered a free

sample tape to listeners who wrote

in. Alter the first three hourly spon-

sorships, the company requested that

the announcement be taken off the

aii because its supply of over 1,000

sample tapes had already been re-

cpiested by listeners. Through hu-

man error, WRFM ran the an-

nouncements on an additional hour-

ly program. This contributed to an

clclitional 600 mail requests. Since

it felt at fault, WRFM paid for the

additional reels of tape to fill the

requests. But the story ends happily.

Convinced of the results that fm can

produce, Arthur Florman, president,

decided "to continue the sponsor-

ship of Music of the Musters on

WRFM beyond the current expira-

tion dale."

Office Furniture— The Roberts Office

Supply Co. of Portland, Me., now
in its second year of fm advertising,

reports constantly improving sales

response to its sponsorship of clas-

sical music programming over

WMTW (FM) Poland Springs, Me.-

Mt. Washington, N.H. The com-

pany features quality lines of offce

furniture, papers, stationery, forms

and supplies. In addition, a service

of design and the complete installa-

tion of offices is provided. The firm's

owners, Lawrence Hatch and Rich-

ard Walker, refer to their supply

company as a "businessman's de-

partment store."

The logical reasoning behind the

I in sc heduling, according to the own-
ers, is that since the majority of the

firm's customers are business execu-

tives, the media chosen for the job

of advertising the product should be

the one with the greatest appeal for

this specialized group. Various audi-

ence studies were examined and the

results indicated that professional

executives and office managers could

be reached, most effectively, through

good music programming. The proof

of the pudding is seen in the im-

proved sales figures and the warm
welcome that Roberts' salesmen re-

ceive when calling on a client. As
Mi. Hatch says, "We and our sales-

men receive daily thanks for our

participation from some of our best

customers who are regular listeners

to the station. We know this has

greatly increased our prestige with

our customers and this has become a

highly important factor in our over-

all business increase."

The copy platform for the Roberts

Co. is straightforward and direct.

CARTIER JEWELERS has found fm to be a 'diamond in the rough.' For

its first broadcasting schedule, the famed New York jeweler has taken a

participation on the Casper Citron show over WRFM New York. Seen
discussing the Cartier commercials are (I. to r.) Jane Mercier, ad direc-

tor at Cartier, Casper Citron and Henry Millett, v. p. of Albert Frank-
Guenther Law, the jeweler's agency. Show originates from Hotel Pierre.

STATION AND CLIENT get together to outline a copy program. The
station man is John McGorrill (c), general manager of WMTW Poland

Springs, Me. The clients are Richard Walker (I.) and Laurence Hatch
(r.) of the Roberts Office Supply Co., Portland. The firm has been
sponsoring classical music programs for two years. Association with

the fm station has resulted in increased sales and heightened prestige.
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The minute commercials feature of-

(ice furniture, an office planning serv-

ice, executive chairs, partitions and

,, an office furniture leasing plan.

Drive-in Restaurant—One of Cincin-

nati's largest drive-in restaurant

]e
chains recently signed a 13-week con-

tract for six spots a day on WAEF-
,

FM. The client, Carter's Restaurants,

g decided to take the contract after a

13-week trial campaign for one of

the restaurants in the chain. The

e
original campaign used two spots a

,]

day, but the station reports the cam-

j paign was such a success that the new

I,

contract increased the schedule to

six spots a day for all the restaurants

in the chain.

Symphony Support

Since classical music is one of the

1 mainstays of fm programming, it is

only natural that stations woidd take

every opportunity to support sym-
1 phony orchestras and to promote

local music groups through the fa-

i cilities of "live" broadcasts.

In support of the Omaha Sym-

phony Orchestra's fund raising drive,

i station KQAL programmed a 16

hour special music program with

commentary and interviews designed

to stimulate public interest in the

Omaha Symphony. The program
drew over $500 in local contribu-

tions. As an additional gesture of

good will, Station Manager Jack

Katz donated one day's entire adver-

tising revenue to the worthy cause.

With Benny Goodman as clarinet

soloist for the evening, the Tucson
Symphony Orchestra presented its

first radio broadcast over station

KFMM. This was the first of a series

of five "live" broadcasts given at the

University of Arizona auditorium in

Tucson. To provide the best fidelity

possible, Station Manager John
Jaeger acquired a new Telefunken

microphone and arranged for a spe-

cial high-frequency telephone line

from the auditorium to the station's

control room. To finance the pro-

gram, Jaegei went to the directors of

the Tucson Federal Savings and
Loan Assoc. He convinced (lie bank
that sponsoring the broadcasts would
be fine instiutional advertising that

would create a prestige image of the

highest order. The bank accepted

the opportunity, and the Goodman
program went off without a hitch.

Goodman even provided a short

"jam session" at the end of the reg-

ularly scheduled concert.

In Portland, Ore., station KPFM
utilizes its facilities for the promo-
tion of the Portland Junior Sym-
phony, made up of Portland young-

sins who nuisi "retire" upon reach-

ing their L'lsi birthday, the Sym-
phony performs weekly at the city's

public auditorium. In addition to

transmitting these programs "live,"

the station provides a pre-broadcast

program in which Dr. Donald Thu-
lean, director of the Symphony dis-

cusses the next concert, covering its

musical interpretation. Frequently,

Dr. Thulean brings a Junior Sym-
phony guest to the studios to discuss

program notes. Because of the en-

thusiast it response to the programs,

KPFM plans to continue these broad-

( asts indefinitely. • • •

FOR MULTIPLEXING!
If you are looking for the multiplex receiver that provides

the greatest sensitivity ... is the most dependable . . . look

to McMartin.the standard of the industry.

Continental's advanced engineering ... rigid quality

control . . . special manufacturing techniques assure re-

ceiving equipment that will deliver the finest in sound
over the greatest distances. What's more, McMartin
guarantees your satisfaction. Send back any unit that

does not function properly (at McMartin's expense) and

it will be repaired or replaced free of charge.

Carl Sehultz and McMARTIN Receiver

Says Carl Sehultz, of Business Music, Inc., Meridian,
Conn., "We have found that the McMARTIN receiver sur-

passes any overall reliability and fringe area reception."'

CONTINENTAL MANUFACTURING, INC.
1613 California Street • Omaha, Nebr.
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WHICH JOB WOULD YOU TAKE?
If you're like most of us, you'd take the

job with the more tempting salary and
the brighter future.

Many college teachers are faced with
this kind of decision year after year. In

fact, many of them are virtually bom-
barded with tempting offers from busi-

ness and industry. And each year many
of them, dedicated but discouraged, leave

the campus for jobs that pay fair, com-
petitive salaries.

Can you blame them?

These men are not opportunists. Most
of them would do anything in their power
to continue to teach. But with families

to feed and clothe and educate, they just

can't make a go of it. They are virtually

Sponsored as a pu

in co-operation with the Council for

forced into better paying fields.

In the face of this growing teacher
shortage, college applications are ex-
pected to double within ten years.

At the rate we are going, we will soon
have a very real crisis on our hands.

We must reverse this disastrous trend.

You can help. Support the college of your
choice today. Help it to expand its facili-

ties and to pay teachers the salaries they
deserve. Our whole future as a nation
may depend on it.

It's important for you to know more about what
the impending college crisis means to you. Write

for a free booklet to: HIGHER EDUCATION,
Box 36, Times Square Station, New York 36, N.Y.

blic service,

Financial Aid to Education

KEEP IT BRIGHT
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1

Fm Station Key

These statistics and oilier (lata contained herein are taken from reports

received by us from FM stations. They are believed \>\ us to lie accurate

and reliable, hut, of course, cannot he guaranteed. This issue of U.S. i \i

includes returns from 369 fm stations. The /'/// Shit ion Key will be

augumented each month as information is reported by additional opera-

tions. See box below for abbreviations. Stations not listed are advised

to send in the necessary information.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

gramming; where there is an am affiliate, sep.—refers to the fm being separately pro-

grammed and dup. refers to the fm station duplicating the am programming; cl—
classical; con—concert; op—opera; s-cl—semi-classical; pop—popular; sr—standards;

shw—show; flk—folk; jz—jazz; nws—news; wthr—weather; dr—drama; infvw—inter-

view; cmtry—commentary; re/—religious; spris—sports; educ—educational program-

ming; disn—discussion.

ALABAMA

Birmingham

vVJLN (Am: WJLD)
National Rep.: Forjoe

ounties: 28; ERP: 23,000 w
Prog. (Dup.)

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 lew
arog. (Sep.): St, pop, shw, cl, sprts

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ARIZONA

Phoenix

KELE
ERP: 18,000 w
Prog.: Country & Western

KITH
Counties: 7; ERP: 5,000 w
Prog.: St, s-cl, shw, nws, rel

KYEW
Prog.: Cl, shw

Tucson

KFMM
National Rep.: Good Music Broadcasters
Counties: 3; ERP: 7,200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS

Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Osceola

KOSE-FM (Am: KOSE)
Counties: 12; ERP: 2,200 w
Prog. (Sep.): Cl, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, pop

CALIFORNIA
Alameda
KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Wallcer-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Cl, con, s-cl, op, shw

El Cajon

KUFM
Counties: I; ERP: 3.5 kw
Prog.: Cl, con, op, s-cl, nws

Fresno

KRFM (Am: KFRE)

Counties: 12; ERP: 70,000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendale

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flk, shw

Los Angeles

KBIQ (Am: KBIG)
National Rep.: Weed
Counties: 7; ERP: I 10,600 w
Market Pen.: 48.9% (Pulse 6/59)

Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations

Counties: 3; 58 kw
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

KNOB
National Rep.: Modern Media Fm Sales

Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)

Prog.: jz

KRHM
National Rep.: Adam Younq Fm
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10.000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcasters
Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)
Prog.: S-cl, cl, con, op, rel

KPLI

ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KHIO
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
Prog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt
Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.
ERP: 60,000 w
KXRQ
National Rep.: W. S. Grant
Counties: II; ERP: 35,000 w
Prog.: Pop, Jz, shw, s-cl, flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl, con, op

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KPRI
Counties: I; ERP: 25,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, pop, cl, intvw

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel
Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, s-cl, nws

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, shw, nws

KFMX
National Rep.: Heritage Stations

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Piog.: Cl, con, op, jz

KFSD-FM (Am: KFSD)
National Rep.: QXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): Cl, con, s-cl, st, op

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
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Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, pop, s-cl, cl, shw

KITT

National Rep.: Adam Young Fm
Counties: I J ERP: 56,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: QXR Network

ERP: 100 kw

Prog.: CI, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: CI, con, op, jz

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)

Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w

Prog. (Dup.): S-cl. st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120,000 w
Market Pen.: 47.3% (Pulse)

Prog.: CI, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw

Prog.: CI, s-cl, op, flk, cmtry

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw

Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt

Counties: 3; ERP: 18 kw

Prog.: Educ, op, shw, st, con

COLORADO

Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)

Prog.: CI, con, s-cl, st, nws, shw, ji, wthr

TWELVE YEARS OF

BETTER MUSIC IN

THE NATION'S

CAPITAL!

WASH-FM
Affiliated with QXR Network

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Stations

Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)

Prog. (Sep.): CI, con, op, s-cl, jz

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media

ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)

Prog. (Dup.): Shw, con, st, s-cl, jz

CONNECTICUT

Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw
Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, jz, cl

Fairfield

WJZZ
National Rep.: Adam Young
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network
Counties: 7; ERP: 6.8 kw
Prog.: Cl, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
National Rep.: Adam Young Fm
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)

Prog.: Cl, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw
Prog.: Cl, con, op, s-cl, shw

Meriden
WBMI
ERP.: 20,000 w
Prog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w
Prog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney

Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE

Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker
Counties: 21; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): Cl, s-cl, pop, shw, nws

WJBR
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

Prog.: S-cl, st, nws, cl, w+hr

DISTRICT OF COLUMBIA

WASH (Am: WDON)
National Rep.: QXR Network
Counties: 37; ERP: 15,000 w
Market Pen.: 41% (Pulse 12/56)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WFAN
National Rep.: United Broadcasting

ERP: 20,000 w
Prog.: Latin American music

WGAY (Am: WQMR)
National Rep.: Grant Webb
ERP: 20,000 w
Prog. (Sep.): Flk, nws, rel, disn

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 kw
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA
Coral Gables
WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw
Prog. (Dup.): Con, s-cl, nws, el, wthr

Fort Lauderdale
WFLM
National Rep.: Fm Unlimited

Counties: 3; ERP: 3,500 w
Prog.: St, cl, s-cl, shw, op
WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, jz

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)
Prog. (Sep.): Op, st, con, shw, cl

(For abbreviations, see box, p.
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STATION KEY (Cont'd)

ando

tOO-FM (Am: WHOO)
Honal Rep.: Hollinqbery

jnties: 9; ERP: 59,000 w
g. (Sep.): CI, con, s-cl, st, ji, nws, wthr

isacola

'EX

tional Rep.: Good Music Broadcasters,

Vestern FM Sales

lunties: 5; ERP: 2,500 w
lg.: CI, s-cl, st shw, jz

rastota

I'AK

tional Rep.: Rejko & Mahaffey

'unties: 9; ERP: 2,730 w
g.: CI, s-cl, pop, st, jz

mpa
M.A-FM (Am: WFLA)
tional Rep.: John Blair

unties: 34 ERP: 46,000 w

'KM
tional Rep.: Good Music Broadcasters

unties: 7; ERP: 10,500 w
g.: Pop, st, shw, s-cl, jz

ORGIA
hens
5AU-FM (Am: WGAU)
tional Rep.: John E. Pearson

unties: 25; ERP: 4,400 w
lig. (Dup): Std, jz, nws, shw, wthr

I lanta

|;B-FM (Am: WSB)
tional Rep.: Petry

lunties: 204; ERP: 49,000 w
")l>g. (Dup. & sep.): Pop, st, nws, wthr, intvw

i gusto

|\UG-FM (Am: WAUG)
. IP: 9,000 w

J
q. (Sep.): CI, s-cl, pop

IBQ-FM (Am: WBBO,1

unties: 31; ERP: 19.3 lew

>g. (Dup.): St, pop, nws, sports, intvw

lumbus

*BL-FM (Am: WRBL)
tional Rep.: Hollingbery

unties: 50; ERP: 21.2 lew

>g. (dup.): St, cl, con, op, disn

inesville

DUN-FM (Am: WDUN)
le

I tional Rep.: Thomas Clark
unties: II; ERP: 300 w
>g. (Dup.): Pop, nws

f) Grange

J
LAG-FM (Am: WLAG)
tional Rep.: Indie Sales

!• unties: 8; ERP: 2.3 kw
>g. (Sep.): St, nws, sprts, shw, wthr

arietta

BIE-FM (Am: WBIE)
unties: 21; ERP: 3.5 kw
>g. (Dup.): Pop, st, shw, sprts, nws

;wnan

COH-FM (Am: WCOH)
itional Rep.: Bernard Ochs
>unties: I I; ERP: 330 w
>g. (dup.): Nws, wthr, st, pop, cl

AHO
ise

OI-FM (Am: KBOI)
unties: 17; ERP: 17.5 kw
3g. (Dup.)

I
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Lcwiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS

Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr, sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: I I; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, jz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, hawaiian

WDHF
Counties: 9 ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)
Prog.: Pop. shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw, jz, nws

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)
Prog.: Cl, op, dr, nws, intvw

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw, nws, wthr

WNIB
Counties: 10; ERP: I I kw
Market Pen.: 42.4% (Pulse)

Prog.: Cl, con, jz, op, shw

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): Cl, flk, jz, dr, nws

WXFM
ERP: 32,000 w
Prog.: Cl, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl, cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, nws

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBO-FM (Am: WEBO)
Counties: II; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 kw
Prog. (Dup.): Sprts, pop, nws, st, pub. s«<c

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Proq. (Sep.): St, nws, sprts

Mottoon

WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23.000 w
Proq. (Dup.)

Mt. Carmcl

WSAB (late fall start)

Counties: 12; ERP: 37.4 kw

Proq.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Proq. (Dup. days, sep. niqhts): Pop, st, nws,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Proq. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
National Rep.: Adam Younq
ERP: 8.9 kw

Proq. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 kw
Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Dup.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA

Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw

Prog. (Dup.): St, nws, flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-el

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw
Prog. (Dup.)

Evansville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw
Prog. (Dup.): St, shw, s-cl, con, cl

(For abbreviations, see box, p. 11)
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Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw

Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Wallcer-Rawalt

Prog. (Sep.): St, s-cl, cl, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion

WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith

Counties: 10; ERP: 31,000 w

Prog. (Sep.): S-cl, st, shw, nws, sprts

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw

Prog. (Sep.): Programatic

Richmond
WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney

Counties: 20; ERP: 23,000 w
Prog. (Sep.) : Pop, s-cl

Warsaw
WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA
Des Moines

KDMI
ERP: I 15,000 w
Prog.: Rel, sacred, nws, wthr, cl

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw

Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell

Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

75 Sponsors Use

Kentucky's Largest Fm!

H WLVL
LOUISVILLE

35,000 Watts

S. A. Cisler, Manager

Walker-Rawalt

Natl. Rep.

KANSAS

Salinas

KAFM
Counties: 9; ERP: 3.6 kw

Prog.: Cl, con, s-cl, pop, st

Topeka
KTOP-FM (Am: KTOP)
National Rep.: Daren McGavren
Counties: I; ERP: 3,200

Prog. (Sep.) Jz, cl, st, shw, s-cl

Wichita

KFH-FM
Counties: 12; ERP: 10.6 kw

Prog. (Dup.)

KENTUCKY
Hopkinsville

WKOF (Am: WKOA) (Under construction)

Counties: 10; ERP: 3.73 kw

Prog. (Sep.): Pop, st, shws, nws, sprts

Louisville

WLVL
National Rep.: Walker-Rawalt

Counties: 16; ERP: 35,000 w
Prog.: Cl, pop, s-cl, shw, flk

Owensboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney

Counties: 14

Prog. (Dup.): Cl, con, op, nws, sprts

LOUISIANA

Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): Cl, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con

Shreveport

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog. (Dup.): Pop, flk, nws, sprts, wthr

MAINE

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw

Prog.: Cl, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w
Prog. (Sep.): Programatic

WMTW-FM
Prog.: Cl

MARYLAND
Baltimore

WBAL-FM (Am: WBAL)
ERP: 20,000 w
Prog. (Sep.): Cl, s-cl, shw, flk, jz

WFMM
National Rep.: Walker-Rawalt
Counties: 30; ERP: 20,000 w

Prog.: S-cl, st, flk, cl, op

WITH-FM (Am: WITH)
National Rep.: QXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcas

Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop, nws, wthr

SfATlC

MASSACHUSETTS

Boston

WBCN
National Rep.: Adam Young Fm
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: Cl, con, s-cl, op, shw

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw
Prog. (Dup.): Pop, st, nws, sprts, wthr

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shw, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

MICHIGAN

Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollingbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Cold water

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

(For abbreviations, see box, p.
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|STATION KEY (Cont'd)

/ "M

ional Rep.: Good Music Broadcasters

Iities: 20; ERP: 61,125 w
if.: Con, nws, cmtry, flk, shw

)M
onal Rep.: Walker-Rawalt

ities: 6; ERP: 20,000 w
.: St, shw, s-cl, cl, con

UZ
Inties: 8; ERP: I 15,000 w

: Sacred music, s-cl, cl, rel, nws

^|MC (Am: WEXL)
onal Rap.: Larry Gentile

) nties: 20; ERP: 61,000 w
St, shw, s-cl, nws

'J-FM (Am: WWJ)
onal Rep.: Peters, Griffin, Woodward

I nties: 26; ERP: 50,000 w
ri. (Dup.): Nws, pop, st, con, s-cl

I Lansing

WM
Ional Rep.: Walker-Rawalt

nties: 10; ERP: 30,000 w
'§).: S-cl, cl, nws, shw, jz

nd Rapids

EF-FM (Am: WJEF)
ional Rep.: Avery-Knodel
nties: 32; ERP: I 15,000 w

I). (Sep. after 7pm)
1IAV-FM (Am: WLAV)
lional Rep.: Everett-McKinney

Inties: 7; ERP: 1750 w
flj. (Sep. and Dup.): Cl, con, s-cl, pop, st

tomazoo
HCR
Inties: 15; ERP: 36 lew

' 5.: Cl, con, educ, nws, op

W Clemens

k RB-FM (Am: WBRB)
y ional Rep.: Donald Cooke
jjjnties: 4; ERP: 61 kw
ig. (Sep.): St, disn, cmtry, pop, nws

inaw
JAM-FM (Am: WSAM)
Ihional Rep.: Everett-McKinney
tjnties: 6; ERP: 1,700 w
(|g. (Dup.): St, shw, nws, wthr, sprts

1 NNESOTA

irierd

IZ-FM (Am: KLIZ)
Itional Rep.: Walker-Rawalt
lunties: 7; ERP: 15,000 w
|g. (Sep.): S-cl, st, nws, cl, sprts

tnneapolis

I/FM
Itional Rep.:Walker-Rawalt, QXR Network
1°: 22.5 kw
|ig.: Cl, s-cl, jz, nws, st

i\yl
|unties: 8; ERP: 3.5

>g.: St, shw, jz, flk, spoken word

.OL-FM (Am: WLOL)
tional Rep.: Heritage Stations

unties: 5; ERP: 9.7 kw
>g. (Sep.): Cl, con, op, s-cl, jz

3BC-FM (Am: WPBC)
tional Rep.: Broadcast Time Sales

P: 5.4 kw
>g. (Sep.): Cl, con, s-cl, st, shw

SSISSIPPI

ckson

JDX-FM (A
tiona

P: 39 kw

jg. (Sep.

WJDX)
Rep.: Hollingbery

Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

MISSOURI

Kansas City

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Prog.: St, wthr, jz, shw, pop

KCMO-FM (Am: KCMO)
Counties: 54; ERP: 65,000 w
Prog. (Sep.): St, s-cl, cl, shw, nws

KXTR
National Rep.: Walker-Rawalt
Counties: 18; ERP: 58,200 w
Market Pen.: 35.2% (Pulse)

Prog.: Cl, con, nws, flk, s-cl

St. Louis

KADI (Am: KADY)
National Rep.: Broadcast Time Sales

ERP: 24,700 w
Prog. (Sep.): St, s-cl, shw, cl, nws

KSTL-FM (Am: KSTL)
Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX
National Rep.: Adam Young Fm
Counties: 14; ERP: 25.5 kw
Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman
ERP: 22 kw

Springfield

KTTS-FM (Am: KTTS)
National Rep.: Weed
ERP: 9.1 kw
Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA

Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMQ
National Rep.: Walker-Rawalt
Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, jz, disn

Omaha
KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)

Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rap.: Good Music Broadcasters

Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: Cl

NEVADA

Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY

Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb

Countios: 12; ERP: 1,000 w

Prog. (Dup.): St, shw, s-cl, nws, wthr

Bridgcton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark

ERP: 9 kw

Prog. (Sep.): Cl, con, op, s-cl, pop. QXR

Long Branch

WRLB
Counties: 10

Prog.: S-cl, nws, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, jz

Red Bank

WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

NEW MEXICO
Albuquerque
KHFM
National Rep.: Modern Media Fm Sales

Counties: 6; ERP: 1,500 w
Prog.: Cl, con, s-cl, st, nws

NEW YORK

Babylon

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, cot

Binghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 kw
Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw

Prog. (Sep.): Cl, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): Cl, educ, con, s-cl, shw

(For abbreviations, see box, p. 11)

WSWM
Quality Music Station

Serving Central Michigan

- LANSING

-

Call Walker-Rawalt

For Success Story

S. 1M January 1961 15

LB A



Garden City

WLIR
Counties: 4; ERP: 1,000 w

Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, ji, nws

Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: I 000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts, educ

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell

Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nws, con, s-cl, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw

Market Pen.: 53.4% (Pulse 7/60)

Prog. (Sep.): CI, con, s-cl, shw, flk

WNCN
National Rep.: Adam Young Fm
Market Pen.: 53.4% (Pulse 7/60)

Prog.: CI, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: I 1,000 w
Market Pen.: 53.4% (Pulse 7/60)

Prog. (Dup.): CI, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed
ERP: 46,000 w
Prog. (Sep.): Cl, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney

Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr educ

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am: WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Dup.)

Tremendous Pull — Telephones

never stop ringing

Check in on

ALAN GRANT'S

JAZZ NOCTURNE
°- WLIR
10:05 PM to Midnite

on weekdays; 'til

I AM on weekends

WLIR—92.7 mc—Garden City, L. I.

Pioneer 1-4700

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla

Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

Rochester

WCMF
ERP: 1.35 kw

Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, jz,

disn

Syracuse

WONO
National Rep.: Adam Young Fm
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jz, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network

Counties: 12; ERP: 4,300 w

Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA

Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt

Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con s-cl, shw, wthr

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw

Prog.: S-cl, cl, st, rel, cmtry

Leaksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell

Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt

Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-cl, st

(For abbreviations, see box, p
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M STATION KEY (Cont'd)

laleigh

VPTF-FM (Am: WPTF)
lational Rep.: Peters, Griffin, Woodward
bounties: 32; ERP: 50 kw

vlarket Pen.: 27.2% (Pulse)

rog. (Dup.): CI, con, op

tacky Mount

VFMA (Am: WCEC)
National Rep.: John Pearson

bounties: 29; ERP: 33,000 w
roq. (Sep.): Pop, shw, sprts, nws, wthr

alisbury

VSTP-FM (Am: WSTP)
lational Rep.: Walker-Rawalt

RP: 15 kw

roq. (Dup.): St, nws, wthr, rel, sprts

an ford

VWGP-FM (Am: WWGP)
RP: 490 w
roq. (Dup.): St, nws, flk, shw, wthr

tatesville

iVFMX (Am: WSIC)
lational Rep.: Good Music Broadcasters

RP: 3,000 w

j

roq. (Sep.): Con, s-cl, st. shw, disn

Vinston-Salem

VSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Aunties: 36; ERP: 15,000 w
'roq. (Dup): CI, s-cl, st, shw, nws

>HIO

Akron
VAKR-FM (Am: WAKR)
National Rep.: McGavren
bounties: 6; ERP: 5,000 w
'roq. (Sep.): Shw, con, op, s-cl, nws

Alliance

VFAH-FM (Am: WFAH)
•lational Rep.: Grant Webb
bounties: 6; ERP: 1,000 w
'roq. (Dup.): Sprts, st, s-cl, con, jz

Zanton

iVCNO (Am: WAND)
National Rep.: Walker-Rawalt
bounties: 28; ERP: 27,700 w
'roq. (Sep.): Pop, s-cl, st shw, cl

Cincinnati

fVAEF

National Rep.: Walker-Rawalt
bounties: 13; ERP: 4.8 kw

Market Pen.: 29.1% (Pulse)

'roq.: St, s-cl, |z, cl, nws

/VKRC-FM (Am: WKRC)
111 National Rep.: Good Music Broadcasters

|{
bounties: 8; ERP: 15,500 w

]f

'roq. (Sep.): Cl, s-cl, shw, con, st

1 Cleveland
|J <YW-FM (Am: KYW)
[i bounties: 27; ERP: 21,500 w
if Market Pen.: 33% (Pulse)

;[
*roq. (Sep.): Cl. con, s-cl, shw, op

I!
Z/CUY

|j
National Rep.: United Broadcasting

I :RP: 20 kw

I

'r0g " Jl

|
WDOK-FM (Am: WDOK)
National Rep.: H-R

' bounties: 7; ERP: 34,000 w
;[

Prog. (Sep.): Cl, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Proq. (Dup.): St, shw, cl, con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 2.8 kw

Proq. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt

Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Proq.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Proq. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 26 kw

Market Pen.: 37.4% (Pulse 2/60)

Proq. (Sep.): Cl, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnel
Counties: 33; ERP: 52 kw

Prog. (Sep.): Nws, s-cl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)
ERP: 20,000 w
Proq. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed

Counties: 16; ERP: 24 kw

Proq. (Sep.): Quality music

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark

Counties: 20; ERP: 8,200 w
Proq. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr,

sprts

Middletown

WPFB-FM (Am: WPFB)
Proq.: (Sep.) Sprts, pop, st, nws, wthr

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConnell

Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

OKLAHOMA
Oklahoma City

KEFM

National Rep.: Good Music Broadcasters

ERP: 3.7 kw

Prog.: Pop, cl, shw, ji, wthr

KYFM
National Rep.: Walker Rawalt

Counties: 10; ERP: 1,500 w

Proq.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Proq.: (Sep.) St, con, ji, sprts, nws

Tulsa

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1,500 w
Proq.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 kw

Proq.: Pop, st, cl, shw, s-cl

OREGON

Eugene

KFMY
Counties: 3; ERP: 3,600 w
Proq.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)

National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w

Proq. (Sep.): Cl, con, s-cl, up, nws

KGMG
National Rep.: Heritaqe Stations

Counties: 15; ERP: 68 250 w
Market Pen.: 30.3% ( Politz I960)

Proq.: Cl, con, op, nws jz

KPFM (Am: KPAM)
National Rep.: Weed
Counties: 22; ERP: 33,000 w

Prog. (Sep.): Cl, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: II; ERP: 4.4 kw

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: II; ERP: 17.7 kw

Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA

Alientown

WFMZ
National Rep.: QXR Network

Counties: 20; ERP: 4.8 kw

Proq.: Cl, nws, cp, shw, flk

Altoona

WFBG-FM (Am: WFBG) (Due on air 10/60)

Counties: 35; ERP: 33 kw

Prog. (Sep.): S-cl, cl, st, con, op

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw

Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer

Counties: 10; ERP: 10,000 w

Prog. (Dup.): St, con, nws, wthr, jz

Harrisburg

WHP-FM (Am: WHP)

(For abbreviations, see box, p. 11)
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WPFM
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw

Market Pen.: 13% (Pulse 5/60)
Prog. (Sep.): St, nws, cmtry, cl, disn

Johnstown

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)
Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties: 9; ERP: 15 kw

Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed
Counties: 4; ERP: 7.2 kw
Prog. (Sep.): cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): Cl. QXR Network

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters
Counties: 22; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Ji

WIBG-FM (Am: WIBG)
National Rep.: Katz
ERP: 20 kw
Prog. (Dup.): Pop, nws, st, wthr, svce info

WIFI
National Rep.: Walker-Rawalt
Counties: 7; ERP: 20,000 w
Prog.: Pop, st. shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna
Counties: 28; ERP: 20 kw
Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WQAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) Cl, s-cl, op, shw, con

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Walker-Rawalt
Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters
Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20.000 w
Prog. (Sep.): Rel, forgn lang

Scranton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw
Prog. (Dup.): St, nws, sprts, wthr, jz

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barre

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 lew

Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives
Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND

Providence

WLOV
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)
Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA

Charleston

WCSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Rep.: Meeker
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, jz, con, op, s-cl

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed
Counties: I I; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop
WMUU-FM (Am: WMUU)
National Rep.: Beattie

ERP: 840 w
Prog. (Dup. until sunset): Cl con, op, s-cl,

TENNESSEE

Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop, nws, cl

WLOM
Counties: 53; ERP: 33,000 w
Prog.: Cl, con, s-cl, jz, shw

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Prog.: Pop, st, con, shw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham
ERP: 50,000 w
Prog. (Dup.): Nws, pop, sprts, st, rel

(For abbreviations, see box, p. 11)

The Pioneer

Good Music

Station in

Rhode Island

Serving Southeastern

NEW ENGLAND
Prov.—35.1% FM Penetration

16th FM Mkt. in U. S.

Write or phone Karl Kritz for suc-

cess stories—local and national

CA. 1-7500,1

108 State Street

Providence 8, R. I.

National Sales Rep.

X^X K network s;ij^
229 W. 43rd Street, N. Y. 30, N. Y.

t . S. FM
and

U. S. ItMHO
Two separate

magazines that

really cover the

field of radio

One $5 subscription

will bring you both

magazines each

month for one year.

Write: Subscriptions

Arnold Alpert Publications, Inc.

50 West 57th Street

New York 19, New York
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:M STATION KEY (Cont'd)

(noxville

BIR-FM (Am: WBIR)
ounties: 37; ERP: 3,300 w
rog. (Sep.): St, shw, pop, s-cl, nws

'cmphis

MCF (Am: WMC)
"National Rep: John Blair

:RP: 300,000 w
3rog. (Sep.): St, shw, s-cl, cl, con

Nashville

VFMB
National Rep.: Good Music Broadcasters,

Fm Unlimited

bounties: 10; ERP: 3.4 lew

'rog.: CI, con, s-cl, jz, st

//SIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
":RP: 30,000 w

TEXAS

imarillo

<GNC-FM (Am: KGNC)
National Rep.: KATZ
bounties: 18; ERP: 14.6 Itw

Prog. (Sep.): CI, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

bounties: 5; ERP: 780 w
Prog.: CI, s-cl, op, st, shw

IN HOUSTON

The established leader in

America's 8th FM market.

|
k: | i—i | <s |rs^i|

49,000 WATTS 99.1 mc £

TAFT BROADCASTING COMPANY |

Houston, Texas i

Represented Nationally by i

Good Music Broadcasters, Inc. x

New York, N.Y. YUkon 6-2680 i

KTBC-FM (Am: KTBC)
National Rep.: Rayburn
Countios: 29; ERP: 94 kw
Proq. (Sop.): Pop, st, s-cl, cl, wthr

Dallas

KRLD-FM (Am: KRLD)
National Rep.: Branham
Counties: 58; ERP: 59 kw

Prog. (Dup.): Pop, s-cl, cl, nws, dr

WRR-FM (Am: WRR)
National Rep.: Adam Younq Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)
Counties: 8; ERP: 6.5 kw
Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth
KFJZ-FM (Am: KFJZ)
National Rep.: Blair

Counties: 16; ERP: 28.1 kw

Prog. (Sep.): Shw, st, pop, nws, wthr

Gainesville

KGAF-FM (Am: KGAF)
ERP: 215 kw
Prog. (Sep.): Pop, st, nws, wthr, shw

Harlingen

KELT (Am: KGBT)
Counties: 4; ERP: 3 kw
Prog. (Sep.): St, s-cl, con, shw, jz

Houston

KFMK
Counties: 25; ERP: 10.5 kw
Market Pen.: 30.9 (Pulse 1/60)
Prog.: Pop, st, shw, jz, wthr, nws, s-cl, flk,

intvw, rel

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
National Rep.: Adam Young Fm
Counties: 9; ERP: 15,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog.: Pop, st, nws, wthr, shw

KRBE
Counties: 88; ERP: 79,100 w
Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)
Counties: 17; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw
Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
ERP: 3,000 w
Prog. (Sep.): Cl, jz, thw

KITY (Am: KONO)
National Rep.: Adam Younq Fm
Countios: 13: ERP: 4,400 w
Proq. (Sep.): St, pop, cl, shw, »-cl

Waco

KEFC
Counties: 13; ERP: 4,400 w
Proq.: Cl, con, s-cl, st, nws, wthr, rel

UTAH

Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollinqbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

VIRGINIA

Charlottesville

WINA-FM (Am: WINA)
Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 lew

Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: II; ERP: 7.2 kw

Prog. (Sep.)

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore

Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Newport News

WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 20; ERP: 37,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): Cl, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WSLS-FM (Am: WSLS)
National Rep.: Blair

Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

(For abbreviations, see box, p. 11)
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Who Discovers the Discoverers?
"A professor can never better distinguish himself in his work
than by encouraging a clever pupil, for the true discoverers are
among them, as comets amongst the stars." Carl Linnaeus

Somewhere in this mighty land of ours, a gifted youth
is learning to see the light of tomorrow. Somewhere,
in a college classroom or laboratory, a dedicated teach-
er is gently leading genius toward goals of lofty attain-

ment. Somewhere the mind of a future discoverer—in
science, engineering, government, or the arts— is being
trained to transcend the commonplace.

Our nation has been richly rewarded by the quality
of thought nurtured in our colleges and universities.

The caliber of learning generated there has been re-

sponsible in no small part for our American way of life.

To our college teachers, the selfless men and women

who inspire our priceless human resources, we owe
more than we will ever be able to repay.

Yet how are we actually treating these dedicated
people? Today low salaries are not only driving gifted
teachers into other fields, but are steadily reducing the
number of qualified people who choose college teaching
as a career. At the same time, classrooms are begin-
ning to get overcrowded. In the face of this, college

applications are expected to double by 1967.

This is a severe threat to our system of education,

to our way of life, even to our very existence as a
nation. Our colleges need help—and they need it now!

If you want to know more about what the college crisis means to you, and what you can do
' to help, write for a free booklet to: HIGHER EDUCATION, Box 36, Times Square Station,

New York 36, New York.

Sponsored as a public service, in cooperation with the Council for Financial Aid to Education
KEEP IT BRIGHT
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M STATION KEY (Cont'd)

taunton

tfAFC-FM (Am: WAFC)
National Rep.: Thomas Clark

Aunties: 19; ERP: 500 w
Yog. (Sep.): Pop, el, jz, educ, con

Winchester

*VRFL (Am: WINC)

RP: 22.2 kw

j'rog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON
1 1 Bcllinghom

KgMl
liNational Rep.: Heritage Stations

Ifcounties: I I; ERP: 16,500 w
fil Market Pen.: 30.3% (Politz I960)

IjProg.: CI, con op, nws, jz

I [Seattle

i liKETO

MCounties: 10; ERP: 17,700 w
jiMarket Pen.: 21.3% (Pulse 2/60)

|jProg.: St, shw, nws, wthr, jz

J.KGMJ
(liNational Rep.: Heritage Stations

WflCounties: 14; ERP: 71,000 w
(Market Pen.: 30.3% (Politi I960)

MlProg.: CI, con, op, nws, jz

IjiKING-FM (Am: KING)
liNational Rep.: Blair

llCounties: 3; ERP: 16,000 w
Ij'Prog. (Dup.): CI, op, jz, flk, shw

Hkisw
liNational Rep.: Hi-Fi Music Broadcasters

[Counties: 13; ERP: 10.5 kw

jiProg.: CI, con, op, cmtry, dr

J KLSN
liNational Rep.: Walker-Rawalt
[llCounties: 13; ERP: 19,000 w

|

|Prcg.: CI, con, s-cl, shw, jz

KMCS
ERP: 10.5 kw
Prog: St, wthr, flk

I i Spokane

IlKXLY-FM (Am: KXLY)
I National Rep.: H-R
I Counties: 7; ERP 2,000 w
J Prog. (Sep.) : CI, s-cl, jz

( Tocoma

J'

KTNT-FM (Am: KTNT)

| National Rep.: Weed
I Counties: 7; ERP: 10,000 w
I Prog. (Dup.): Pop, st, jz, nws, wthr

Iktwr
|l National Rep: Fm Unlimited

I Counties: 3; ERP: 10 kw

1 Prog.: Disn, rel, cmtry, dr, s-cl

I WEST VIRGINIA

I Beckley

WBKW (Am: WJLS)
I Counties: 55; ERP: 34,000 w

|
Prog. (Sep.): CI, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2 600 w
Prog (Sep.): CI, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Frog. (Dup. and Sep.): Pop, st, jz, nws, wthr

WISCONSIN

Eau Claire

WIAL (Am: WEAQ)
National Rep.: Hollingbory

Counties: I I; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel

Counties: 15; ERP: I I kw

Froq. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw

Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WMIL-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wausau
WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl nws, sprts, wthr

Watertown

WTTN-FM (Am: WTTN)
National Rep.: George Hopewell

Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt

Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell

Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nws

PUERTO RICO

San Juan

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw

(For abbreviations, see box, p. 11)

NOW...
Reprints of selected

articles and

features in

U.S. RADIO
are available in

the above form.

Other articles and

features in

U.S. Radio can

be reprinted

for your use

at nominal cost.

For complete

details write

—

Reprints

U.S. RADIO
50 West 57th Street,

New York 19, N. Y.



. . .FEATURES YOU NEED
Here in an Ampex under $1000 are all the features broadcasters have requested—

combined in a professional recorder so compact it fits just 14 inches of rack space.

The Ampex PR-10 offers complete remote control, full monitoring facilities, two pro-

fessional speeds, optional self-threading, all-electric pushbutton controls, and new

frictionless clutch system for gentle tape handling. Alignment controls are all acces-

sible from the front panel, permitting simple installation and adjustment. All parts

have been thoroughly life -tested to give broadcasters assurance of studio quality

performance and low maintenance over a long life of continuous daily operation.

FEATURES AND ESSENTIAL DATA PR-10-1 Monophonic model ($845) available full track ot half track-

PR-10-2 Stereo/Monophonic model ($945) records and plays stereophonic, monophonic, sound-on-sound, cue track, selective

track and two-microphone sound • Pushbutton controls of professional relay/solenoid type • Full remote control provisions and

accessory remote unit • New automatic 2-second threading accessory, optional • All new compact electronics • Professional

monitoring includes A-B switches, VU meters, and 600 ohm output circuits • Separate erase, record and play heads on individual

mounts • Open fourth head position for optional 4-track or other playback head • Two speeds: 15 and 7'/
3 ips or 7'/} and 3 3

/«

ips • Hysteresis synchronous motor • Proved electrodynamic clutch system for lowest flutter ever in a portable/compact recorder

• Plug-in modules for flexibility of equalization and input characteristics • Portable or rack mount • Dimensions for both

models: 19" w by 14" h permitting easy replacement of many older rack recorders • Associated equipment includes a four-

position stereo/mono mixer (MX-10) and a new 40 watt speaker amplifier system (SA-10).

ASK YOUR AMPEX PROFESSIONAL DEALER FOR A DEMONSTRATION SOON. PR-10

p

r 'I

M

Ampex
'f

1

P

Complete descriptive literature available from Ampex. Write dept. M-2.

AMPEX PROFESSIONAL PRODUCTS COMPANY • 934 Charter St., Redwood City. Calif. • Ampex of Canada. Ltd.. Rexdale. Ontario. Can.
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is the

rhythm
of

living

Who else reaches the heart of America with this rich, joyful, throbbing

beat? Who else sells with such a solid, swinging sound on a million Main
Streets, a million times a day? Only Radio creates this rhythmic impact

and only Spot Radio lets you choose time and place to match it.

KOB

WSB
WGR

WGN
WFAA

KPRC

WDAF

KARK

Albuquerque

Atlanta

Buffalo

Chicago

Dallas-Ft. Worth

Houston

Kansas City

Little Rock

WINZ

WISN

KSTP

WTAR

KFAB

WIP

KPOJ

WJAR

Miami

Milwaukee

Minneapolis St. Paul

Norfolk-Newport News

Omaha

Philadelphia

Portland

Providence

WRNL

KCRA

WOAI

KFMB

KMA

KREM

WGTO
KVOO

Richmond

Sacramento

San Antonio

San Diego

Shenandoah

Spokane

Tampa-Orlando

Tulsa

Radio Div

Edward Petry & Co., Inc.
The Original Station

Representative

NEW YORK CHICAGO • ATLANTA • BOSTON • DAL I AS * DETROIT I OS ANr:n Ft . tAM FOi.nricro ct mini



Night people

listen to new

"Clockwatchers" show

on

WSB radio,

Atlanta

WSB "Clockwatchers" at work . . . Bill Foster. Brent Hill nml Ben Fairbanks

Out of the night comes a new sound for night people "Clockwatchers" on WSB Radio from midnight to

5 a. m. Some of these night folks are traveling, some working in factories, some keeping vigil over cities.

But wherever they are, whatever they're doing. . . radio is a constant companion. And a handsome share

of this massive audience is within range of WSB. For Atlanta's 50,000 watt clear channel station has a

night coverage pattern embracing 25,000,000 homes ... 27 states.

"Clockwatchers" listeners hear lots of music, news of the latest happenings throughout the night,

famous sports figures and important events, outstanding information and entertainment features. They

hear this— all through the night. You can reach and sell this vast responsive audience of night people

on WSB Radio's "Clockwatchers." Call Petry for information.

Repre tented by

Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC WSOC-TV. Charlotte: WHIO WHIO-TV. Dayton.



BECAUSE THERE IS AN ABC RADIO NETWORK...

BECAUSE THERE IS AN ABC RADIO NETWORK - millions of young adults meet

entertaining people like Dick Van Dyke, Jonathan Winters, Wayne & Schuster, Margaret Truman, Bonnie

Prudden, and so many other fascinating personalities. (That's "Flair" on ABC Radio).

BECAUSE THERE IS AN ABC RADIO NETWORK, 60,000,000 Americans are right on the spot at

a sporting event such as the Patterson-Johannson fight (an ABC Radio exclusive).

IECAUSE THERE IS AN ABC RADIO NETWORK, every radio listener is kept in constant touch with the nation

and the world. Reporters and news analysts such as Alex Dreir, John Cameron Swayze, Edward P. Morgan,

Bill Shadel, Paul Harvey work at ABC Radio — all through the day, all through the night.

That's because Americans must know the news. And they know because there is an ABC Radio Network.

BECAUSE THERE IS AN ABC RADIO NETWORK more people have a better understanding

of the men and women who make national and international news through such fine public service programs as

Presidential Press Conference, Issues and Answers, and From Capitol Hill.

BECAUSE THERE IS AN ABC RADIO NETWORK, Don McNeill's Breakfast Club helps millions to get

a happy start every day . . . every day for 28 years. Yes, it's an everyday fact: local ABC Radio stations will keep

giving America the best in public service, the best in entertainment,

the best in news, the best in sports, because there is an ABC RADIO NETWORK.

U. S. RADIO • February 1961 1



NATIONAL ASSOCIATION OF BROADCASTERS

We earnestly pledge to meet fully our individual community

responsibilities and pursue in every possible manner, oppor-

tunities to serve the public interest. As N.A.B. stations, we

proudly observe the association's standards of good practice.

STEINMAN STATIONS Clair McCollough, Gen. Mgr.

2 U. S. RADIO • February 1961



airwaves

Radio's Barometer

Spot: National radio billings will double in the next three years, accord-

ing to Carl Schuele, president of Broadcast Time Sales. Mr. Schuele made
his prediction in an address before the members of the San Francisco

Media Directors Club. He based his prediction on a number of factors

including the rising number of radio sets produced and sold (see Sets

below) .

156,394,000 Sets in Use

15,000,000 Fm Sets in

Use (NAB Research)

40,387,000 Car Radios

(RAB est.)

Network: Standard Brands, Inc., was the leading network advertiser in

terms of total home broadcasts delivered, according to A. C. Nielsen Co.'s

monthly index for the period ending December 4. There were 249 broad-

casts used for a total of 129,428,000 home broadcasts delivered. Sylvania

Electric Products held second position with 109,984,000 total home broad-

casts delivered. Rounding out the top five places were Vick Chemical

Co., Pharmaco Inc. and Liggett 8c Myers Tobacco. In terms of total com-

mercial minutes delivered, the Nielsen study shows that Sylvania Electric

held the number one position with 87,248,000. Standard Brands was

second with 79,044,000. Vick Chemical, Liggett & Myers and Pharmaco
ranked third, fourth and fifth in this category.

1,521,734 Sets Made
( December—EIA)

3,547 Am Stations

Local: WKNB Hartford, Conn., reports an increase of over 26 percent in

gross billings for the year of 1960 as compared to the previous year. Wil-

liam Schnaudt, general sales manager, states that he expects the sales

volume in 1961 to surpass last year's total. He bases this prediction on
orders already received at the station.

821 Fm Stations Stations: The number of am and fm stations on the air at the end of

December totaled 4,368, an increase of 29 (9 am and 20 fm) over the

previous month.

Commercial AM Commercial FM
Stations on the air 3,547 821

Applications pending 612 197

Under construction 120 72

Sets: Total radio production in December was 1,521,734, including

520,907 auto receivers, according to the Electronic Industries Association.

Total production for the year was 17,126,518, including 6,432,212 auto

sets. The 1960 production totals show an increase of over 1.5 million

units as compared to year of 1959. According to the EIA, the 12 month
figures were the highest since 1947. Total radio sales, excluding car radios,

was 2,378,853, a monthly record for the year. The 12-month total was

10,705,128, representing the best year for unit sales since 1948. EIA fig-

ures for the production of fm sets in December were 52,437. Fm produc-

tion for the year of 1960 was 904,766. This compares to the 1959 total

of 540,522.

U. S. RADIO • February 1961 3



hardest working

sales clerk

1. Alive 24 hours a day with

imaginative programming

2. Persuasive talent provides an

effective showcase for your

selling message

3. Integrity and be! ievabil ity —

Toledo looks to WSPD for re-

sponsible community leader-

ship

4. Audience domination around

the clock -shown by both

Pulse and Hooper

5. A rich market -more than 2

billion dollars effective buying

income — with Ohio's highest

per capita income

5 good reasons to put this

potent combination of cir-

culation and persuasion to

work selling for you. Your

Katz man will provide the

complete WSPD Profile.

WSPD-Radio

f NBC -TOLEDO

a STORER station

National Sales Offices:

625 Madison Ave., N.Y. 22

230 N. Michigan Ave., Chicago 1

WS 6

for buyers and sellers of radio advertising
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Lady Borden has Victor Borge on a spot ... in fact, on sev-

eral spots, because spots are good for sales. And Victor

Borge's good for spots— especially Lady Borden Ice Cream
Spots. It's another example of how the Spot Medium has

gone big time. Successful advertisers like Borden's know
the power of spots well placed . . know the wonderful flexi-

bility. Most likely you should be using the spot medium
right now. Call your nearest

H-R salesman. He's an expert ^^^HWr/Si0 », inc.

On Spot and Will Show yOU hOW ^^i' *JRepresentatives

spot wiU work for you. ^^^^



...TO GROW IS TO CHANGE q Vitality requires the

stubborn search for better methods . . . dogged pursuit of new

accomplishment. And vitality is essential to continued growth

and success. <ll To those

radio medium, we modestly

today face demanding chal-

to sell right. The challenge

respected member of the

media, q This company has

men who manage radio #
demanding challenges,

f

And the requirement 6
individual activity... ^

who pour this vitality into the

tip our hat. For radio stations

lenges ... to program right..!

to keep radio a respectable,

family of mass communication

a commanding confidence in the

stations to meet these

But the time is now.
|j

is serious, sound

vitality.

\\\w
AVERY- KNODEL

Radio and Television Station Representative

Offices in: New York • Atlanta • Dallas • Detroit

San Francisco • Los Angeles • Chicago • Boston
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Radio Public Service Activity

Crows in Frequency and Variety

Public Service Conference

To Accent Changing Society

BTS and Mutual Believe Spot

and Network Sales are Compatible

No longer a step-child of station operation, radio public service activity

has become a full-Hedged partner in program scheduling. This has

brought about public interest fare more diversified in nature and more
frequent in appearance. These highlights are part of u.s. radio's second

annual documentation of Radio in the Public Interest (see p. 20) , illus-

trating activity in three basic areas—editorializing, news and community
service.

The theme for the fourth Conference on Local Public Service Program-
ming—"changing craft, changing community and changing world"—will

explore fresh approaches and subject matter for stations to incorporate in

their public interest programming and activities. Sponsored and pro-

duced by Westinghouse Broadcasting Co., the four-day session will open

April 9 at the Pittsburgh-Hilton Hotel, Pittsburgh. Among the many
features of the conference will be two "glamour" panels, one composed of

economists, sociologists and representatives of official Washington and the

other comprising performers and talent.

Based on the belief that spot and network radio sales can be compatible,

Broadcast Time Sales, radio-only representative, since the middle of Feb-

ruary has been selling time for Mutual Broadcasting System, radio-only

network, in major cities outside of New York. Both Robert Hurleigh,

MBS president, and Carl Schuele, BTS president, expressed the belief

that while their action breaks with tradition, the incompatability of spot

and network sales is a "myth." BTS says it will continue to represent

stations on a spot basis.

San Francisco Market San Francisco Radio Broadcasters Association, a coalition of a majority

Slates Heavy Radio Push °f Bay Area stations, is looking forward to an aggressive year of market

selling. With the appointment of a full-time executive secretary, Harriet

Feinberg, the association expects to increase its market selling concept

which it launched last year with the presentation, by five station man-
agers, of the Bay Area market facts in eight major advertising centers.

Radio Free Europe Campaign An estimated three billion impressions, at least equalling last year's mark,

Receives Heavy Support was expected to be recorded as the nation's broadcasters went to bat for

Radio Free Europe the first two weeks of this month. Objective of the

drive was to increase dollar support for the Radio Free Europe Fund
(formerly Crusade for Freedom)

.

Washington Will be Scene Against a background of agricultural problems, the nation's farm direc-

of July Farm Director Session tors will hold their annual mid-year convention in Washington from

July 10 through July 12. George Roesner, KPRC Houston and president

of the National Association of Tv & Radio Farm Directors, declares, "We
are looking forward to going to the nation's capital to get a first-hand

report from that vantage point for our listeners back home."

U. S. RADIO • February 1961 7



Los Angeles is size 98, extra

large. When you w ant to cover

it with radio, don't settle for

something with the sleeves too

short. Before fussing with style,

consider the cut of the coat.

KFYVB is hig, big, big radio.

More of your customers listen

to KFWB than to anv other

station in metropolitan Los

Angeles. Hooper says so (18.75?

audience share for Dec. '60,

Jan. '61, total rated time pe-

riod). And Pulse says so (16.5?

audience share for Dec. '60,

Mon. through Sun., 6 a.m. to

midnight). It's pretty obvious.

There just isn't any substitute

for audience. KFWB/98
James E Simons, Station Manager
Represented by John Blair i? Co.

CROWELL-COLLIKR
BROADCASTING CORPORATION"

First in Contemporary Communications

Robert M. Purcell, President

KFWB
KFWB KFWB KFWB KFWB

KFWB KFWB KFWB KFWB KFWB KFWB
KFWB KFWB KFWB KFWB

KFWB KFWB KFWB KFWB KFWB
KFWB KFWB KFWB KFWB KFWB KFWB KFWB

KFWB KFWB KFWB KFWB
KFWB KFWB KFWB KFWB KFWB

KFWB KFWB KFWB KFWB KFWB KFWB KFWB
KFWB KFWB ^ sound ati-en KFWB KFWB
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rime buys

\rmstrong Cork Co.

Vgency: BBDO Inc., New York

»roduct: FLOOR COVERING

A new product, Accolon, brings

Vimstrong Cork into radio next

nontli in 15 markets. Frequencies

vill hit 25 spots a week for two

lights. Hope Martinez is the time-

>uyer.

Jeech-Nut Lifesaver Co.

\gency: Charles W. Hoyt Inc.,

New York

>roduct: BEECH-NUT COFFEE

Mid-February marks the start for

i heavy campaign for Beech-Nut.

between 30 and 40 markets were
sought for an 18-week campaign
hat will run in two flights. Both
ninute spots and IDs were bought,

vith placement during daytime and
evening periods. Beech-Nut markets

ts coffee in the East, going as far

West as Detroit. Virginia marks the

louthern terminus for distribution,

;xcept for a few markets in Florida,

frequencies range from 45 to 300
ppots per week in each market. Doug
damm is the timebuyer.

Jrown & Williamson Inc.

\gency: Ted Bates if Co., New
York

product: CIGARETTES
For the first time in five or six

[/ears, Brown 8c Williamson is back
n spot radio. And it's not playing

avorites among its brands either.

Schedules start February 20 for

Viceroy, Kool, Kentucky King and
|Sel Air brands. Placements will run
ior 52 weeks in over 100 markets.

Nearly 300 stations are in on the

buy, with 50 spots a week going to

bach market. Commercials will run

in traffic limes, weekdays and week-

ends. Some spots will be f I s, others

live, some a combination; but all

are minutes. John McCormick is

timebuyer.

Brown & Williamson Inc.

Agency: Ted Bates & Co., New
York

Product: SNUFF

Tube Rose Snuff opens a spot ra-

dio campaign late this month in the

southern half of the U.S. Some 50
markets will carry the campaign
with a 52-week contract. Timebuyer
is John McCormick.

Candy-Crams Inc.

Agency: Cole, Fischer & Rogoiu Inc.,

New York

Product: CANDY BY WIRE
A pre-Valentine push for candy by

wire consisted of 200 spots in two
weeks, shared by Mutual and ABC.
Minutes and 30's were placed in news
adjacencies where available. The
company's budget is reported to be

|200,000 a year, most of it earmarked
for radio. Following its pattern of

pre-holiday buying, look for another

flight sometime before Easter, April

2.

Charms Co.

Agency: Needham & Grohman Inc.,

New York

Product: CHARMS CANDY
Charms will renew its schedules

just ended in New York, Chicago,

Boston and Philadelphia for another

52 weeks. Several new markets are

being considered for testing. Buying

contact is Harry Ledingham.

Cook Chemical Co.

Real Kill Products Div.

Agency: Del Wood Associates, New
York

Product: PESTICIDES

This spring more than 200 stations

in 150 markets will get the call for

availabilities for products with the

Real Kill label. The company has

distribution in the South, Southwest
and Central U.S. Northernmost east-

ern city to get a schedule is Philadel-

phia. Running through October, the

campaign will emphasize both liquid

and aerosol household pesticides,

looking for the housewife with day-

time minutes. Expected frequencies

are 20 to 40 a week. Roland Lesser is

the buying contact.

Corn Products Co.

Agency: Donahue ir Coe Inc.,

New York

Product: KASCO DOG FOOD
Kasco will go on the air with an-

other flight February 20 in 18 mar-

kets. Spots will be minutes; frequen-

cies range from 15 to 20 per week.

Overall campaign will run for 13

weeks. Timebuyer is Harry Durando.

Fisher Body Div.

General Motors Corp.

Agency: Kudner Agency Inc., New
York

Product: BODY BY FISHER

A second saturation spot radio

campaign for Fisher Body Div. of

General Motors began February 6

in 50 top markets. A repeat of a

radio campaign, first in Fisher's his-

tory, last fall following model in-

troduction, the present effort is using

300 stations. Frequencies range from
25 spots per week to 65 per week in

large markets. Timebuyer is Maria
Carayas.

(Cont'd on p. I I

)
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time buys

(Conf'd from p. 9)

Fonda Container Corp.

Agency: Smith, Hagel & Knudsen
Inc., New York

Product: PAPER PLATES

Availability calls are going out lor

minute spot openings the two weeks

prior to Memorial Day. The cam-

paign will run in 50 markets. Fa-

vored days are Wednesday, Thurs-

day and 'Friday. Timebuyer is Bill

Segal.

Cenesee Brewing Co.

Agency: McCann-Marschalk , New
York

Product: BEER

A quart bottle promotion is now
on a number of stations in upper

New York state, as a sort of season

warm-up to the big campaign that

will start April 1. As of that date,

approximately 100 radio stations will

be signed to carry spots through La-

bor Day. Frequencies will run from

15 to 25 spots per week. Otis Hutch-

ins is timebuyer.

Grove Laboratories

Agency: Doherty, Clifford, Steers ir

Shenfield Inc., Neiu York

Product: MINIT-RUB

Daytime minutes begin in 17 mar-

kets on February 20. Placements will

be for six weeks, frequencies will

range from 10 to 15 spots a week.

Some spots will be placed around 7

p.m. news programs. Larry Reynolds

is timebuyer.

Pepsi-Cola Co.

Agency: BBDO Inc., New York

Product: SOFT DRINK
The largest advertising campaign

in Pepsi-Cola history, involving some

$34,000,000 for all media, begins this

month. All four national radio net-

works will carry the new Pepsi spots,

which replace the "Be Sociable"

theme in use since May 1, 1958 (See

Commercial Clinic, p. 52) . The ini-

tial radio campaign will run lor six

weeks, employing 110 spots (min-

utes) a week. June 1 is the start for

an 11-week flight. Local bottler

placements are expected to exceed

the natioanl network campaign.

Timebuyer is Marvin Shapiro.

Policy-Matic Corporation of America

Agency: Daniel & Charles Inc., New
York

Product: INSURANCE

The push-button age of insurance

for land travel is here, and Policy-

Matic, it's promoter, will use con-

siderably heavy radio schedules this

spring to advertise the service. The
company is installing its vending

machines in scattered markets this

spring, and spot campaigns will

break accordingly. A network cam-
paign is also in the plan. Time-
buyer is Bernice Stuttman.

V. J. La Rosa & Sons

Agency: Hicks & Greist Inc., New
York

Product: MACARONI

A 13-week flight begins the end of

February in 25 markets. Up to three

stations will be used in each market.

Daytime schedules will number from

40 to 50 minute spots per week. Len

Soglio is timebuyer.

Jacob Ruppert Brewing Co.

Agency: Warwick 6- Legler Inc.,

York

Product: BEER

First campaign for Ruppert out

of Warwick 8c Legler (their associa-

tion began January 1) is a heavy

spot radio saturation in New Eng-

land. Placements began in January,

and are still being made. When final

schedules are drawn up, Ruppert

may be in more than 50 markets.

Some stations will get 26-week con-

tracts, others 39-week schedules.

Traffic times, sports shows and oth-

ers with a heavy male audience are

favored. Distributors are being con-

sulted for best placement of sched-

ules. Timebuyer is Joe Hudack.

Schweppes (USA) Ltd.

Agency: Ogilvy, Benson ir Mather

Inc., New York

Product: SCHWEPPES TONIC

Radio will play a part in the

spring campaign for Schweppes, util-

izing the agency's famous Command-

er Whitehead personality. The num-

ber of markets and spots has not yet

been decided, but it is expected that

some fm stations will carry the cam-

paign. The effort will lure gin and

tonic and just plain tonic drinkers to

the Schweppes label. Timebuyer is

Miss Cohen.

Universal-International Pictures

Product: THE GREAT
IMPOSTER

This new release opens February

16 in Boston and will open in other

U. S. cities over the next few weeks.

Universal-International is investing

heavily in radio to introduce this

picture. Placements are being made

through local theaters on a co-op

basis. Spots will go on the air three

days after the picture starts. In

many markets radio will be the only

medium used. All spots are min-

utes. • • •
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HOmE OF THE GODS: REM $1 R VERR

High on a beautiful hilltop over Cincinnati—silhouetted

against the clouds . . . stands historic Mt Olympus. It is

the modern "home of the gods" ... of learning and imagi-

nation and wisdom. It is the home of WCET Educational

Television Station.

Mt. Olympus includes one of the world's largest and finest

TV studios with a giant TV tower built by the Crosley

Broadcasting Corporation at a cost of $500,000 — but

these telecasting facilities are now rented as a public

service to WCET for only $1 a year.



the dynamic

WLW stations

-

' .

..

WCET, which was the first Educational TV Station licensed

in the U. S., is operated by the Greater Cincinnati TV

Educational Foundation composed of 52 school systems,

colleges, and universities. This year the educational

programs of WCET are being viewed in 28,000 homes

l Radio

^

Crosley Broadcasting

Corporation a

division of Avco

and in over 400 schools by thousands of students through-

out the Cincinnati area.

So the Crosley Broadcasting Corporation considers it an

honor to rent its half-million-dollar Mt. Olympus facilities

to WCET for $1 a year. Our pride and our privilege.



Washington

Proposed Three-Year Time
Limit on Transfers Opposed

Various segments of the broadcasting industry continue to voice concern

about the Federal Communications Commission's proposal to automatic-

ally hold public hearings on station transfers if the properties have been
held for less than three years. The National Association of Broadcasters

described the proposal as "artificial and unnecessary." It said that the

FCC has authority to deal with so-called "trafficking" in station permits

and licenses on a case-by-case basis, and each should be determined on its

"own specific set of facts."

NAB Questions Whether Public

Interest Will Best Be Served
NAB's views on this matter were included in a statement filed with the

Commission which endorsed "the underlying principle" of the FCC's pro-

posed new rules for dealing with frequent transfers of broadcast licenses

and construction and modification permits. The statement pointed out

that frequent license transfers are a matter of concern "to a stable broad-

casting industry." However, referring to the imposition of a time limit

the NAB said, "There is no justifiable reason for applying either a per se

rule of approval because of the lapse of a specific period of time or a

per se rule of disapproval because of the absence of such. The public

interest might well be served by a transfer of license within six months.

On the other hand, a transfer after a three-year period might not be in

the public interest."

Possible Results of Proposal

Outlined by Station Broker
Additional opposition to the proposal was made by Paul H. Chapman,
president of Paul H. Chapman Co., Inc., Atlanta, station brokers. In his

statement to the Commission Mr. Chapman presented 16 objections. In-

cluded among these were: "By decreasing the supply of stations available

for purchase the net effect of the rule may be the opposite of that in-

tended; it would discourage local ownership; it would discourage owner-

operators; it would probably result in concentration of control of mass

media; it would discourage investment in stations needing financial re-

habilitation in order to better serve the public, the arbitrary rule may be

used to sanction transfers against public interest and deny transfers in

the public interest."

Debate Continues on Possible The question of whether or not to repeal Section 315 of the Communi-
Repeal of Section 315 cations Act is still being vigorously debated. LeRoy Collins, president of

the NAB, urged Congress to repeal the "equal time" section in testimony

given during a hearing of the Communications Subcommittee of the Sen-

ate Commerce Committee. He said that broadcasters, if freed of the

"strait jacket limitations" of Section 315, "will be faithful to their public

responsibilities and continue to meet their obligations for fair treatment

of candidates and differing points of view."

Repeal Would Not Endanger Fair Gov. Collins testified that this fair treatment is "now required by the

Treatment NAB Head Testifies rules and policies of the FCC pertaining to issues of public importance,

and these would be operative upon such repeal. If the Congress should

feel that such an obligation should be expressed in law, I would recom-

mend that the general standards of fairness and equity now included in

Section 315 as applicable to public issues be broadened to apply to ap-

pearances by candidates for office as well. Such a standard," the head of

the NAB said, "would remove legislative strictures which impede the

flow of political speech and would substitute the broad base of overall

fairness in handling of all issues of public import."

(Cont'd on p. 16)
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(This ad appeared as a full page in Jan. 20 Washington Post and Washington Star)

WELCOME
to the historic house at one end of Pennsylvania Avenue—to the two slightly more

hectic Houses at the other end—and to the pleasant, pulsating community that lies

in between and all around.

Welcome, every member of the new Administration, Whether your duties are top

secret or typically secretarial—whether your dining takes you to a supper club or a

soda counter—whether your diversion runs to touch football or professional baseball

(we"ve got a new team there, too!) . . . you'll find most people and most things in

Washington just about the way you want them to be.

As one good neighbor to another, we'd like to introduce ourselves. Our name is

WWDC. Our address is 1 260 on your radio dial, 24 hours every day. We are Washing-

ton's most-listened-to station from 6 A.M. to midnight, Monday through Sunday *

We provide you with the fastest and most complete local news coverage. We were the

first station to present radio editorials on matters of importance to the D.C. area,

for which we have been commended bv national and local authorities alike. We have

what we honestly believe is the friendliest announcing staff in Washington, bringing

you the liveliest and best-balanced programming. We are, above all else, "the station

that keeps you in mind."

We w ish each of you well in your important underlaking. And we wish you a warm

welcome to Washington. It's a wonderful town.

'Pulse. Inc 5 County Metropolitan Area Survey -- November, 1960WWDGT3 A l ^ I ( \ 1260 on your dial
JLS<J 24 hours every day

(WASHINGTON, D. C— Represented Nationally by John Blair & Company)
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William Dean, who is one of a Cun-

ningham & Walsh team instrumental

in making all-night radio placements

for the Texas Co., has been inter-

ested in radio since his school days.

A native of Muskogee, Okla., Mr.

Dean held down his own radio show
while attending Muskogee Junior

College. His program was heard on
KBIX Muskogee and must have won
him many friends, for he was later

elected president of the college's stu-

dent body.

He later moved on to Tulsa Uni-

versity, Tulsa, where he majored in

radio in the school of arts and science.

He kept pace there, and added a step,

when he announced for two Tulsa
stations—first KVOO and later

KAKC.
After leaving the university, Mr.

Dean went into the advertising busi-

ness as radio and television director

for the Paul Locke agency, Tulsa. He
later went back into broadcasting

with KOTV Tulsa, pioneering as a

television disc jockey on what he be-

lieves to be the first show of its kind

for television. The year was 1947.

He then became advertising man-
ager for the Standard Mortgage Com-

pany of Tulsa prior to opening his

own advertising agency there, known
as Bill Dean Advertising.

In 1950, Mr. Dean became asso-

ciated with the old William Wein-

traub Agency (now Norman, Craig

& Kummel Inc.) as an account execu-

tive, first working out of the Dallas

office and later the Chicago office. He
then was appointed general manager

of Weintraub's Toledo office, where

he supervised the Kaiser-Willys ac-

count.

Mr. Dean then joined the Lake-

land, Fla., office of Benton & Bowles

Inc. as field supervisor and account

executive for Studebaker.

In 1957, he was named regional

merchandising manager for Texaco
by Cunningham & Walsh Inc., work-

ing out of the agency's Chicago office.

He has been in his present capacity

as marketing supervisor for Texaco
in C&W's New York office since 1959.

He was married in August 1947 to

Madelon Black; their wedding was

broadcast nationally on the radio

program Bride and Groom. Mr. and

Mrs. Dean now make their home in

New Canaan, Conn., with their son

and two daughters. • • •

WASHINGTON (Cont'd from p. 14)

Justin Miller Recipient of

Distinguished Service Award

Two industry veterans will be pre-

sented with awards during the NAB
Convention in Washington, D. C,

May 7 to 10. Justin Miller, former

N'AB president and one-time law

school dean, will be the recipienl oi

i he organization's Distinguished Serv-

ice Award, in honor of his contribu-

tions ol broadcasting. In addition to

seising as president of the associa-

tion, Judge Miller also served as

chairman of the NAB board of direc-

tors and as general counsel until

1951. He still serves the organi/aiion

as a consultant. The Distinguished

Service Award was instituted in 1953,

and is presented to an individual

"who has made a significant and last-

ing contribution to the American sys-

tem of broadcasting by virtue of sin-

gular achievement or continuing

service for or in behalf of the indus-

try."

Industry Veteran to Receive

Engineering Achievement Award

The third Engineering Achievement

Award will be presented to Raymond
F. Guy, retired senior staff engineer

for the National Broadcasting Co., at

a luncheon to be held during the

NAB's Broadcast Engineering Con-

ference, which is part of the associa-

tion's annual convention. Mr. Guy
was selected for the honor by an

awards subcommittee of NAB's
broadcast engineering conference

committee. Now an engineering con-

sultant in Haworth, N. J.,
Mr. Guy

retired from NBC last October after

nearly 40 years of service with RCA
and the NBC network.

Plans Being Made for Annual
Executive Seminar at Harvard

Plans are being made for the third

annual executive development semi-

nar for broadcasters which will be

held at the Harvard Graduate School

of Business Administration from July

9 to July 21. The major objective of

the course, according to James Hul-

bert, NAB manager of broadcast

personnel and economics, who will

supervise the course of study, is the

development of skills used in the

analysis and solution of management

problems. • • •
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More stations rely on Collins Automatic Tape Control

than any other two makes combined. Why? Its quality

is superior to any other, o Ask for a demonstration.

You'll agree with the 600 U.S. radio stations using Collins

Automatic Tape Control that it gives better, tighter

programming than any other tape unit on the market.

COLLINS RADIO COMPANY I • BURBANK, CALIFORNIA



Two new distinguished books

come out of

BMI s Award Winning Program Series

CONGRATULATIONS I To the more than 1,200

broadcasters who presented these program series

over the past several years.

You should feel extremely proud of having played a vital

role in the birth of these important books on

American history.

LINCOLN
FOR THE AGES

THE UNFORGETTABLE
AMERICANS

76 Distinguished Developed by

Americans ALLAN NEVINS as a

Tell His Story Society of American

Edited by Historians project

RALPH G. NEWMAN Edited by

Published by JOHN A. GARRATY
Doubleday-$5.95 Published by

• Channel Press, Inc.

Chicago Tribune:
Great Neck, N.Y.

"Contributions are
-$6.00

of outstanding

excellence."

"Lincolniana of

enduring merit."

Fort Wayne
News Sentinel:

"magnificent book"

CHOSEN AS A LITERARY GUILD "Bonus Book'

THE AMERICAN STORY
Edited by EARL SCHENCK MIERS

Published in 1956 by Channel Press, Inc.—$5.00

ALLAN NEVINS, eminent author, historian and

twice winner of the Pulitzer Prize, in his Intro-

duction to the American story, writes: "The book

is unique, also, in that it grew out of an applica-

tion of scholarly talent to the mass media . . .These

papers, now somewhat revised, first reached the

public over the radio. They were heard by

audiences which certainly aggregated millions of

people."

BROADCAST
MUSIC INC.
589 FIFTH AVENUE
NEW YORK 17, NEW YORK
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LETTERS TO THE EDITOR

1961 AIRFAX

The radio industry owes the staff of

u. s. radio a deep bow of gratitude

for the masterful job you've done

with the December issue.

Here truly is a most valuable day-

to-day working "Book of Knowl-

edge" for every salesman in radio.

We are especially impressed with

three sections: (1) 1961: Year of Ex-

pectation, (2) Radio Research and

(3) Radio Advertisers—21 Strate-

gies.

If it's possible, we'd like to pur-

chase 100 extra copies of this issue.

These will be hand delivered to key

"decision makers" with our leading

national advertisers.

All of us in radio are starting the

New Year with a great deal of addi-

tional pride in our medium, thanks

to you.

Carl L. Schuele
President

Broadcast Time Sales

New York

Just a brief note of congratulations

on your fine issue of December 1960.

Mark Olds
Program Director

WHEW, New York

Congratulations on your December
1960 issue. It contains practical and
very helpful information for all

broadcasters.

I would appreciate having your

circulation department sell me a

dozen additional copies, if they are

available.

Jack S. Sampson
General Manager
KOMA, Oklahoma City

We would like to obtain three more
copies of the December issue of u. s.

RADIO.

This issue has been very enthusi-

astically received here, thus the

reason for more copies.

Martha Babingron
Publicity Dept.

WBNS, Columbus, O.

Corrections

We can understand how some of the

call letters you published for sta-

tions we represent could ha\e been

mixed up when you did such a super

job of listing so many stations for so

many representatives. Following are

the corrected stations: San Bernai

dino, Calif., KITO; Jacksonville,

Fla., WPDQ; Albany, Ga., WALG;
Abilene, Tex., KWKC; Victoria,

Tex., KNAL.

Lloyd George Venard
President

Venard, Rintoul & McConnell Inc.

New York

Over the weekend, I've had a chance

to catch up on my reading, includ-

ing u. s. radio. I read with interest

the section on program services.

In the interest of accuracy, how-

ever, I would like to call to your at-

tention that two of the shows, Your
Child and You and Your Guide to

Good Health, are both distributed

by Harry S. Goodman Inc., New York
City. Both of these shows are listed

a little earlier in the article under
this firm.

Alan Sands
Alan Sands Productions

New York

Rice Reply

Thanks for the fine story on River

Brand Rice Mills Inc. in your inter-

esting January issue.

Best wishes for increasing success

to the magazine.

Samm S. Baker
Executive Staff

Donahue & Coe Inc.

New York

Russian Request

Remember the George Skinner

study, The Nuts and Bolts of Radio,

from your October 1959 issue?

The requests have never stopped

coming for copies of George's man-
ual, from all over the world, includ-

ing Israel, Australia, Japan . . . and
now, from Moscow!

Ken Klein

Public Relations Director

The Katz Agency Inc.

New York

known
by the

companies
we keep!

AUTO STORE SALES*

$409,707,000

SOME "BLUE CHIP"

ADVERTISERS

USING WHLI

TO REACH BIG, RICH

LONG ISLAND MARKET

Buick

Chrysler Corp.

Comet
Dodge
Dodge Trucks

Fisher Bodies

Ford
General Motors

Lincoln-Mercury

Plymouth

Prestone

Presto-Lite

Studebaker

Valiant

'Nassau-Suffolk (Sales Management 1960)

Over 400 top advertisers

chose WHLI in 1960.

Will you be on the

"preferred" list in 1961?

r 10,000 WATTS

WHLI
AM 1100
FM 98.3

HEMPSTEAD
LONG ISLAND, N. Y.

tk voice
off

Represented by Gill-Perna

U. S. RADIO • February 1961 19



Stations support move to

report programming to FCC in

narrative form as U.S. Radio

takes second annual look at . . .

RADIO IN

THE PUBLIC

INTEREST
Jgj Radio performs in the public interest in

nP myriad ways.

Although 1960 started with accusation and in-

nuendo leveled at some stations for certain commer-
cial and programming practices, the year ended in

a triumph for the creditable job the medium per-

formed by virtue of its election coverage and analysis.

Never before in the history of the sound medium
did stations provide such in-depth interpretation

and widespread reporting of national and local cam-

paigns, their issues and their personalities.

Above and beyond the coverage given to this ma-
jor event, 1960 will also be recalled for the general

expansion in news fare, information, general services

programming and community involvement. These
features, of course, are the kind that most people

—

government officials, advertising executives and

listeners—are accustomed to taking for granted.

What is public interest programming? And how
is it measured?

These two questions seem to "stump the experts."

A precise definition of public interest or public

service programming appears thus far to have evaded

capture.

Like the crash of thunder, public interest program-

ming and activity can be easily recognized, but not

as easily defined.

Clair McCollough, chairman of the policy commit-

tee of the National Association of Broadcasters and
head of the Steinman Stations, voices this NAB view:

".
. . the responsibility of affirmatively determining

what is the public interest, community by commu-
nity, belongs to the thousands of station executives

and personnel who daily serve these audiences.

"We must presume that the licensee has a better

way of measuring the public interest than anyone else

may have. He is aware of the competitive program-

ed S. RADIO • February 1961



A Look at the Record
Radio's status as a focal point of community service has been consid-

erably embellished over the past year. The discharge of public interest

responsibilities— once considered a stepchild of station operation— has

emerged as an integral part of top-level decision-making.

A look at the record, as reported by stations returning questionnaires

to U.S. RADIO's second annual sample study, shows impressive gains that

have been made in community relations and listener awareness of the

world in which he or she lives.

Enlargement of news activity, editorializing, community participation

and support for hometown projects and funds are parts of the exciting

story of Radio in the Public Interest.

This past year, particularly, radio stations have exhibited a growing

enthusiasm in the role they play as vital communications media. A change

in attitude has appeared, interpreting public interest fare andlor activity

as a key element of a station's programming schedule—not as something

that is "clipped and pasted" merely to meet FCC requirements.

The entire feature section is devoted to illustrating radio's public interest

record in three main areas of activities—editorializing, news and commu-
nity service.

ming on other stations in his community, whether

radio or tv, of the service offered by the published

media, the community's various educational institu-

tions and the ethnic composition of his audience. All

of these factors play a part in his judgment of the

fashion in which he must satisfy the public interest

through his facility. . . . The (Federal Communica-
tions Commission) has not been given authority to

try to change or mould the public taste to suit its

own notions."

In u.s. radio's second annual survey oL.Radio . . .

in the Public Interest, Robert Mason, general man-
ager of WMRN Marion, O., asks, "What really is

'public service' programming?"

He says, "The commission can't agree on an inter-

pretation and certainly the stations themselves do not

seem to have the same concept. Would you call a

high school graduation broadcast 'public service'?

We do, even though we have it sponsored.

"All I can say is that we do a tremendous amount
of what we call 'public service' programming. Some-

where around 20 to 25 percent of our talk programs

are 'public service' if you want to include road and
weather conditions, and similar items, even though

they are sponsored."

One thing seems to be clear, however. The indus-

try accepts the idea that public service programming
can be sponsored. This applies to public interest fare

in all its forms—news and information, community
service activity and even editorializing.

The question arises, too, as to "how is public in-

terest programming and service measured?"

Should it be measured by the number of hours and
announcements devoted to it? Should it be gauged

by the effort and manpower utilized to make the pro-

gram or campaign successful? Should it be considered

in the light of the results, whether measured in terms

of impact or money collected for a fund or cause, or

increasing listener awareness of the world in which
he or she lives?

It would seem ideal that any measure of station

public service activity should include elements of all

these things.

According to questionnaire returns to u.s. radio's

survey, here are public interest performances for

the average station in each of three market cate-

gories. These figures measure the number of pro-

gramming hours and the number of announcements

of public service activities of the average station

replying to the survey.

• Average station in markets with a population up
to 499,000 programmed 444 hours in the public

interest last year and aired 7,620 such announce-

ments; when added together these had a dollar

rate card equivalent of $59,632. For 1961, this

average station expects to increase public in-

terest hours to 451 and announcements to 7,780.

• Average station in markets with a population be-

tween 500,000 and 999,000 broadcast 602 hours

of programming in the public interest in 1960,

with 8,391 announcements; the equivalent dollar

value for both was $121,898. For this year, hours

of public interest programming for the average

station are expected to rise to 623 and announce-

ments to 9,467.

• Average station in cities of more than one mil-

lion in population aired 848 hours of public

interest fare in 1960 along with 16,312 announce-

ments; these had a dollar equivalent value of

$482,304. For 1961, hours of programming in

the public interest for the average station are

expected to increase to 911 and announcements

to 16,415.
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At present, the only official accounting a station has

to make of its pnblie interest activity is a composite-

week percentage breakdown of programming in

various fixed c ategories.

There is a strong industry movement afoot to

liMKiden the FCC requirement to include a narrative

report by stations ol their public interest functions.

The NAB has been a very vocal advocate of the

measure. The association's view is that "submission

by the broadcaster ol a percentage breakdown of his

programming is unrealistic and unnecessary."

It is also the view of NAB that the commission

"could ask the broadcaster what he had done to de-

termine the desires of the responsible elements in

the community which he serves—and having reached

a logical decision on the needs of his listeners or

viewers—in the light of all other services available

to them—the broadcaster alone might then shape

the programs of his station."

Mr. McCollough declares that "It is most encourag-

ing that the commission's conclusions on these pro-

gram . . . matters stated that it is the obligation of

the licensee to pursue a diligent, positive and con-

tinuing effort to discover and fulfill the taste, needs

and desires of his service area.

"The commission may revise its application forms

to require of the applicant a narrative of the meas-

ures he has taken and the effort he has made to de-

termine the taste, needs and desires of his community
or service area—and the manner in which he is meet-

ing them.

"What this means in essence—presuming final

favorable FCC action—is that a broadcaster will be

able to forget about percentages, or most of them,

and organize his programming structure to meet the

needs and desires of his community in light of other

services that are being provided for community use."

Most of the stations replying to the u.s. radio ques-

tionnaire survey indicated they were very much in

favor of the proposed narrative format. The remarks

directed against the proposed narrative form do not

criticize the idea itself, but are concerned with the

extra amount of work that would be involved in

preparing such reports.

"This allows the station to go into greater detail

and to cover projects not included in the 'composite

week,' " states Jack Wagner, program manager,

KNBC San Francisco. "Also, the effectiveness of the

service should be considered."

Support for the narrative approach because it con-

siders results and effort is explained by Dick Embody,
program director, KGGF Coffeyville, Kan. "Num-
bers are only half a story. In public service how do
numbers explain an appeal for a needy family

burned out of its home or the hospital asking for a

special type of blood. We say that we programmed
150 hours of public service in 1960, but that doesn't

tell you that approximately 100 hours of that time

was station-produced programs dealing with local af-

fairs, farm activities, special drives, among other

features."

Robert Dunville, president of WLW Cincinnati,

emphasizes how the true picture of a station's public
service activity is not presented death or accurately

under the present system.

"The present composite-week percentage report

does not accurately reflect the true nature and scope

of the programs included in this percentage and docs

not allow to be stated the real service the station is

fulfilling in meeting its obligations to serve the com-

munity interest, convenience and necessity. Neither

does the composite-week percentage report allow con-

sideration for special programming which is not
typical of the broadcast week throughout the year. . . .

"Neither does the percentage report give considera-

tion to the cost of research, writing, production and
talent in producing programs in various categories,

nor to the true type of some public service programs.

"For example," continues Mr. Dunville, "each
summer WLW broadcasts an hour weekly of the

highlights of the Summer Opera. The Cincinnati

Sumer Opera is the second oldest grand opera in the

U.S. and the company performs on the stage of the

outdoor auditorium at the Cincinnati Zoological

Gardens for a month in early summer. WLW pre-

sents one hour of programming each week taken

from the actual performances at the opera.

"To broadcast this opera, it is necessary to incur

four to six hours of engineering time merely to re-

cord the whole opera score as it is being performed.

Additionally, it is necessary to spend six to eight more
engineering hours under the supervision of an assist-

ant director of the opera to edit the whole score down
to an hour's broadcast time. This time and talent is

necessary to preserve the story and musical continuity

of the opera. WLW goes further as it is also necessary

to write the running commentary to retain the con-

tinuity of the opera as it is broadcast.

ENTERTAINMENT OR PUBLIC SERVICE?

"And then," states Mr. Dunville, "all this ends up
merely as a percentage in the broadcast 'entertain-

ment' category,. There is little quarrel with the neces-

sity of preserving and fostering our cultural heritage

by broadcasting opera; however, when the station

performs this service to the community, and reports

it to the FCC, it must be classified in the 'entertain-

ment' category—along with less cultural, less costly

programming. Consequently, the station receives no
credit for performing a public service—but instead

must defend its preponderance of entertainment

programs.

"We at WLW sincerely believe," concludes Mr.

Dunville, "that a truer picture of this sort of pro-

gramming could be shown through use of a narrative,

qualitative form of reporting to the FCC."

Stephen Labunski, vice president and general man-

ager of WMCA New York, explains the station's

stand in favor of a qualitative report. "The govern-

ment has at its disposal a large body of information
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on broadcasting. But, unfortunately, much of it

—

with regard to programming—is irrelevant, uihii

lightening and almost always incomplete. It fails to

take into account the really significant facts about

radio 1961—that today's radio stations, for example,

have developetl numerous techniques for increasing

the effectiveness of their service to their listeners, to

the communities they serve and, of course, to the ad-

vertising economy.

"That a quiet revolution in radio programming
has taken place over the last 10 years or so would not

be apparent to readers of FCC forms, were it not for

the widely recognized facts of life. Radio today is

bigger, more prosperous, more competitive and more
vital as a force in American life than it ever was in

what were considered 'the good old days.'

"The increased use of minute-to-minute news and
public service in a setting of popular music is but

one example of the kind of new program technique

which is not reflected in government questionnaires,"

states Mr. Labunski.

"Under some old concepts, the ideal 'public service'

program was 15 minutes or a half hour of sustaining

time and it somehow followed, therefore, that most
sustaining programs were 'good' and commercial
programs 'bad.' It is doubtful, however, if a half

hour of music 'brought to you by the Red Cross' is

necessarily a greater 'public service' than a fully-spon-

sored half-hour discussion program on juvenile de-

linquency. It is not the sponsorship which matters,

but the program content. Moreover, such things as

the vast number of daily program featurettes and
brief spots on traffic safety, health information and
charity solicitations, spaced for maximum exposure

throughout the broadcast week, go largely unnoticed

in the FCC's apparent preoccupation with out-dated

forms.

"Yet, operating a station 'in the publi< interest
1

suggests the presentation ol material in such a way
that it will interest the public," stales Mi. I.abunski.

"This requires modern techniques which fit radio

listening habits."

Similar reasons are expressed by Duncan Mounsey,
vice president and general manager, WPTR Albany,
N. Y. "We are in favor of the narrative form because

the present 'numbers' system has no relation to

modern, independent radio."

WIST Charlotte, N. C, which relies to a great ex-

tent on public service announcements, also believes

the narrative approach is preferable. Douglas Bell,

program manager, declares, "We are in favor of the

qualitative form because one 1-minute locally-pro-

duced public service spot may take hours of time for

planning and recording."

In addition to the time and effort involved in a

public service campaign, WKY Oklahoma City em-
phasizes the value of the narrative form because it

can show the results achieved. Merilyn Shaw, public

service director, says, "Numbers alone are grossly in-

capable of explaining the significance and success of

the time and effort which is devoted to the service of

our city and state.

"To illustrate, let me ask which of the two methods
should be used to describe WKY's efforts in 1960 on
behalf of the Santa Claus Commission? Reporting
our contribution as 100 announcements or stating

that our cooperation resulted in a $730 flood of con-

tributions to bring yuletide happiness and toys to

unfortunate children in our area?

"Were we able to demonstrate to the FCC our ac-

tual on-the-air appeals and announcements—and the

response—the 'numbers' system would undoubtedly
pale into insignificance in comparison with the pub-

lice service impact of our daily activity." • • •

pilllllllllllllllllllllllllllllllllllira

Public Interest Performance

The following figures are based on questionnaire returns to the U. S. RADIO
survey. The dollar equivalents for public interest programming are based on

station rate cards:

Average Station Average Station Average Station

In Markets of In Markets of In Markets of

Up to 499,000 Between 500,000 1 Million or Over
and 999,000

Hours of Public Interest

Programming in 1960 444 602 848

Expectations for 1961 457 623 977

Number of Announcements
in 1960 7,620 8,391 16,312

Expectations for 1961 7,780 9,467 76,475

Dollar Value for 1960

Based on Rate Card $59,632 $121,898 $482,304

iillllllllllllllllllllllllllllillllllllllllllllllllilllllll^
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ELECTION QUESTIONS are answered by Eleanor Roosevelt, guest

on KMOX St. Louis Af Your Service program, aired four hours

daily. Standing is Robert Hyland, gen. mgr.; at left is Jack Buck,

announcer. Four-hour block is part of seven-hour talk schedule.

21

Editorializing on radio is gradually becom-
ing a staple of programming content. With
the growing emphasis on news and commu-

nity awareness, many stations are finding that the
(diimial is an effective means o£ building leadership

and recognition.

In a more basic light, the editorial is a way of

showing that the radio station is a "thinking organ-
ism" of communication.

I he radio editorial takes many forms. It is as brief

as one minute or as long as 25 minutes. It deals with
support lot a fund drive, a local civic problem, a na-
tional or international political issue or even the

support of candidates running for office.

The radio editorial is broadcast once a day, several

times a day, once a week, once a month or sometimes
only when a station feels that a special issue is raised

that demands such treatment.

According to a survey of its members by the Na-
tional Association of Broadcasters, about 60 percent
of the radio stations editorialize either occasionally

or regularly. The extent of editorializing seems to

vary with the size of the station. For example, the

NAB survey shows that 71 percent of the small sta-

tions editorialize, 59.6 percent of the medium sta-

tions do and 48.5 percent of the large stations edi-

torialize.

Similarly, there is a great deal of difference among
stations regarding the extent of editorializing. Among
the small stations responding to the NAB survey,

56.4 percent editorialize occasionally and 14.6 per-

cent regularly; for medium stations, it is 48.1 percent

occasionally and 1 1.5 percent regularly, and for large

Stations that take on-air

stands find they have direct

effect on community thinking

and action, proving there is such

a thing as . . .

EDITORIALIZING
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stations, it is 37.1 percent and II. I percent, respei

lively.

Although many people often become involved in

the creation of an editorial, the manager or general

manager of the station delivers the editorial in 67

percent of the cases, according to NAB. Next comes
the news director or editor who gives the editorial

in 31.8 percent of the situations.

Most stations which do give air to their views pro-

1 vide an appeal for action. The NAB report stales

that considering all stations which editorial i/c,

whether regularly or occasionally, 50 percent of the

small, 55.7 percent of the medium and 80 percenl of

the large stations make a specific plea for action.

Most stations have found, too, that editorializing

has little adverse effect on station business. A large

majority of all stations—70.6 percent—report no
effect on business from editorializing; only 1.6 per-

cent state they lost business, while 27.8 percent say

they gained.

Stations that editorialize also adhere closely to

rules of fair play. Nearly 80 percent seek out op-

posing views in many different ways (on-air invita-

tion or by phone or letter); 15 percent offer time if

it is sought, and only one percent of stations report

they do not seek opposing views.

The following are illustrations of the methods and
experiences that various stations have had with edi-

torializing, as reported in station questionnaires.

These examples show the many varied approaches

stations use and the different sentiments on content

and subject matter.

WRBL Columbus, Ga., has an editorial feature

RESULTS
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(ailed Personal Opinion, whi<h it runs three tunes

daily, live days a week. "This has been the best re-

ceived feature ever used on the station/' WRBL
i epoi is.

"Commentary recognizes two-state (overage area

and does not, therefore, confine itscll to local issues

entirely. Station does not seek to stait contio\c-is\

for the sake of audience building. No name (.illing,

no sensational approach. In spite of avoidance of

'colorful' technique, editorials have big audience.

"We prefer to convince by explaining the issues

fairly, unemotionally. Some stations avoid national

issues. We use them, feeling that localities have an

investment in national and international affairs.

We use this type of material, however, only when
the subject matter can be readily understood within

three-minute limit assigned to the program.

"Editorials are identified as representing the view-

point of station management. They are aired by the

director of public affairs. Copies are mailed to all

persons who may be concerned with the issues dis-

cussed," the station adds.

An indication of the stature attained by radio edi-

torializing is a campaign being conducted by WW DC
Washington to get ratification of a constitutional

amendment that would permit District of Columbia
residents to vote for president and vice president.

The station has urged all stations that editorialize

to support the proposed amendment with on-air

views. In a dramatic plea, WWDC has pointed out

in a letter to stations that last November 8 the

763,000 residents of the district did not—and could

not—go to the polls. Ben Strouse, station president.

DONOR GIVES blood in WEJL Scranton, Pa., studios as Bill

Pierce (r), air personality, interviews him. More than 1,348 pints

have been donated in Bloodmobile while stationed at WEJL.
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advised his fellow broadcasters that Congress has ap-

proved the submission of the amendment to the

states, with ratification by 38 states necessary for

adoption of the measure.

Jn taking the battle to stations that editorialize

across the country, WWDC has enclosed a suggested

60-second editorial as well as a carefully-researched

fact sheet that explains the status of the amendment,
its purpose, how it would affect the various states and
the district, and a history of the voteless tradition.

Mr. Strouse has appealed to stations to editorialize

on the issue, if they believe in its merits, so as to

influence state legislatures which must pass in favor

of the amendment's adoption.

PRESIDENTIAL CAMPAIGN STAND
WMCA New York, among the first stations to edi-

torialize, stirred up a beehive of activity and com-
ment last fall when it took a stand on the presiden-

tial contest.

In what is credited as the first time a station broad-

cast an editorial supporting a White House candi-

date, WMCA came out in favor of the then Senator

John F. Kennedy. On October 26 and 27, Nathan
Straus, chairman of the board, delivered the endorse-

ment. The editorial resulted in a great deal of com-
ment, pro and con. In fact, Senator Thruston B.

Morton, Republican national chairman, filed a form-

al demand for equal time.

But the station had already offered Republican
presidential contender Richard Nixon and his run-

ning mate Henry Cabot Lodge an opportunity to

reply. Ambassador Lodge accepted the invitation

and replied to Mr. Straus' editorial on November 7.

WMCA ran full-page advertisements in New York
newspapers before both broadcasts in an effort to give

equitable treatment to both points of view.

At KCBS San Francisco, the editorial accent is on
community affairs. During 1960, the station says it

aired 31 editorials. In cases where groups in the com-
munity differ with the conclusion of an editorial, a

spokesman is given the opportunity to reply on the

air. Five such replies were aired last year.

KCBS broadcasts each editorial three times a day
(generally at 8:10 a.m., 5:55 p.m. and 9:10 p.m.).

When a group presents a countering position, it is

broadcast at the same time as the original station edi-

torial. The editorial topics cover a wide area of

community life. Some offer constructive criticism,

while others endorse projects and persons in north-

ern California.

During 1961, KCBS says it will continue to take a

responsible position on local matters. And although

the station does not plan to air these messages on a

regular schedule, it expects to editorialize each week
on issues it believes of major importance.

The radio and tv stations of the Taft Broadcasting

Co. have been editorializing on a regular and con-

tinuing basis for the past year. The group has just

laid plans to enlarge the scope of the editorial func-

tion for WKRC-AM-TV Cincinnati through the ap-

pointment of an editorial director, Pat Boisseau, and
the naming of an eight-man editorial board to estab-

lish and shape policy.

Under the new policy, editorials on the radio sta-

tion will be broadcast four times daily, where for-

merly they were aired only on Monday. This schedule

allows for 16 more radio editorials. The board will

meet weekly to develop and approve the editorials.

Mr. Boisseau, a member of the board, will be respon-

sible for the research, writing and delivery of the

WKRC editorials. However, when editorial subjects

are developed for delivery by all Taft stations, they

will be presented by L. H. Rogers, operations vice

president.

As to editorial content, Taft policy does not sup-

port specific candidates for public office nor political

parties, platforms or credos. Over the past year, edi-

torials have covered such things as government con-

trol, foreign affairs, fluoridation, juvenile delinquen-

cy, problems in education, Jimmy Hoffa and outer

space.

KFMB San Diego describes itself as having "recent-

ly entered the extremely serious field of editorializ-

ing." Like most stations that editorialize, KFMB
reports it does not take lightly its obligation of fair-

ness to the public.

"Much research and many hours are spent in pre-

paring these editorials. KFMB presents the issues in

clear and concise language. Then the arguments for

and the arguments against each proposition are out-

lined. Then, and only then, do we present our edi-

torial—prepared and delivered by management."
The station also declares that it "editorializes, but

not indiscriminately." Its efforts are directed at in-

forming listeners and influencing them "to vote in

a manner which will in the end result in better liv-

ing conditions for them."

EFFECT ON LOCAL ISSUES

KFMB believes that its efforts have had effect on

several local issues. It editorialized on behalf of deed-

ing an expensive section of land to the Dr. Jonas

Salk Research Center and the issue was overwhelm-

ingly endorsed, it states. Also, during last year's gen-

eral elections, the station editorialized on state and

local propositions—such as "yes" for a water bond
issue and "no" for a state senate re-apportionment

measure—with considerable success, KFMB reports.

For more than three years, KFH Wichita, Kan.,

has been editorializing on a regular basis. These on-

air opinions deal generally—but not exclusively

—

with issues of community-wide interest. A recent edi-

torial deploring the "adult" type of movie fare being
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shown in Wichita brought forth a Hood of comment

on various sides of the problem, reports the station.

As a result of lliis particular editorial, stales KM I,

a number of citizens representing a cross-section of

the community, and several clergymen, banded to-

gether to launch a move for better movies in \Vi( hita.

KFH editorials are selected by a four-man policy

board thai meets weekly to discuss the editorials to

be prepared for the week. After the subject matter

is researched by various members of the news depai t-

ment, the editorial is written usually by the news

dire< tor and sometimes by a station newsman. It is

then submitted to the station manager for approval

and recording and is broadcast at least eight times

in various parts of the broadcast schedule. The edi-

torial is not broadcast within newscasts (except dur-

ing the 30-minute evening show Newsarama) , but

is usually placed in close proximity to the news
shows.

LISTENERS GET CHANCE
WPBC Minneapolis has for several years included

daily commentaries and editorials in its schedule.

Some of these are part of newscasts, while others are

entirely separate.

As part of its overall editorial policy, WPBC al-

lows its listeners a chance to express their opinions on
"hot" issues via telephone. These are broadcast un-

edited.

WOOD Grand Rapids has been editorializing with

regularity and has been able to record direct results

from its efforts. In one case, the station disclosed

that candidates in city elections were spending more
on campaigns than allowed by law, that some candi-

dates received and spent anonymous donations con-

trary to law, that some expense accounts were inaccu-

rate and that most candidates didn't file expense ac-

counts before the deadline prescribed by law.

This past year a county prosecutor advised each

candidate of the law and that violations would be

investigated. Despite this, WOOD informed its lis-

teners that almost 50 percent—37 out of 79 candi-

dates in the primary election—had not filed expense

accounts by deadline. Although the station compli-

mented the prosecutor for his efforts, it still urged
action in finding out why those candidates ignored

the law.

WOOD reports that the day after the editorial the

prosecutor demanded that the missing expense ac-

counts be filed immediately. Within three days, all

candidates reportedly complied.

Although many stations seem to be leaning in the

direction of editorializing with some regularity once

they get the "feel" of it, there are also many others

who believe a radio editorial should be saved for a

special issue.

Robert Nickles, general manager of KFAL Fulton,

Mo., declares, "We do not at present editorialize on
a regular basis. This we feel is desirable, since to pro-

duce an editorial every day requires a great deal of

preparation for whicb we do not have the time,

space, personnel funds at present. I do not think

tbat just because the FCC has decided to turn on the

DOCUMENTARY ON pornography is 13-part

series prepared by KDKA Pittsburgh. Here Bill

Stelnbach, KDKA, interviews Rep. Kathryn

Granahan (Pa.), sponsor of legislation to fight

pornography. Series is a quarter-hour long.

faucet, that out of all broadcasting there should flow

a tremendous editorial stream.

"It is not that simple. I believe that the FCC has

demonstrated that it does not really intend untram-

meled editorializing so common to newspapers and

which people are conditioned to and expect if you

are to editorialize on a day-to-day basis. So far, such

editorializing as has been done on KFAL has been

only as the occasion demands, a well-articulated ex-

pression of what is a public need," he continues.

"We have, in the past, supported a new county

hospital (carried); new school buildings (carried after

two defeats); a new recreational area (carried) ; im-

proved city streets and lighting (carried) ; a strong

local safety council (carried) , and many other simi-

lar projects."

As observed, it has been the experience of most

stations editorializing that results can be seen and

measured.

WAJR Morgantown, W. Va., reports of editorial

success in a fund-raising drive. The station adopted

a strong editorial stand in favor of the United Fund.

The county had never previously reached its goal.

But the 1961 goal has been reached 130 percent.

The station reports that the "United Fund com-

mittee stated part of the credit must be given to

radio for the part it played in conjunction w ith other

media in helping this year's goal to be reached and

surpassed." • • •
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DEMONSTRATING radio's mobility is this WIL St. Louis mobile

cruiser dispatched to the scene of the fire by the station's "Action

Central" news bureau. Mobile cars outfitted with remote control

units are now standard operating equipment with many stations.

2S

eg Today, John (
l Radiolistenei lias ai his fin-

(T gertips a more complete source oi news re-

h porting and news analysis than al any oilier

time in ilie hisioiy ol < ommunications. I urning the

dial oi his radio will not solve the ever increasing

world tensions, nor will it eliminate the < omplexilies

of living within his own community. But it will offer

him a greater understanding of these complexities

and tensions than it has in the past.

No longer content with a passive obsei vance of the

issues at hand, John Q. now demands his news "in-

depth." He asks for an analysis of the situation, not

just a report on it. He asks, "Let me hear my neigh-

bors' complaints. What response will the leaders of

my community give to these complaints? What is

the town council, the stale legislature doing to im-

prove my way of life?"

And the local radio broadcaster is attempting to

meet his responsibility to feed this insatiable curi-

osity.

In a survey of radio news techniques by the Na-
tional Association of Broadcasters, a trend toward
more extensive, broader news programming is

shown. (Because the 1960 report is the second such

survey made, the first being made in 1953, compari-

sons of news programming today to that of seven

years ago have been made.)

In one of its conclusions, the NAB states, "The
stations, themselves, are offering a greater coverage

of news (local and network). The small station (up

through 250 watts) now offers an average of two and

a half more hours of all-news programs a week than

it did in 1953; the medium station (500 through

A new look at station operation

shows vast expansion in news

and talk programming; the

report below documents

highlights of . . .
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5,000 watts) approximately the same increase in

hours, and the large stations (10,000 through 50,000

watts) two more hours ol all-news programs pei week.

"Their increases in local programming devoted

to news are even greater: tWO and a half horns more
oil ( ied by small stations, one hour more by medium
stations and three hours by large stations. All sta-

tions on the average have considerably increased

their coverage of local area news. . . . Their increases

. . . are substantiated by the fad thai 84 percent of

all station managements reporting felt thai news pro-

gramming is more important today than it was five

years ago. . .
."

The report goes on to say . . . "indications are

that small and medium stations are making more
extensive efforts to dig out local news, and this by

reason of the findings that a larger percentage of

small and medium stations have more reporters to-

day than they did seven years ago. All in all, the

indications are that the importance of news has in-

creased rather than lessened."

With medium and small stations, expanded local

news has taken a leading role in the overall news

picture. Indicative of the general concensus is this

one comment submitted to the NAB by a broadcast-

er, "The value of local news goes beyond the spon-

sorship of such programs—to the building of our

station's total audience, adjacencies, sales, etc. It

builds respect for radio in its community; the station

itself becomes an integral part of the community
life."

Representative of the current expansion in news is

a report by WCCO Minneapolis. The station states

it considerably increased its news output during 1960.

It reports, "[we] now offer a total of 420 news and
news-related programs per week. Of these, 283 are

locally originated broadcasts and 137 are network
programs. An important feature of WCCO news
broadcasting is the extensive use of actuality tapes

in news reporting. During 1960, more than 6,000

such recorded reports were employed in bringing a

more direct account of the news to our listeners."

An example of how a rural area station keeps its

listeners informed is this account by KOEL Oelwein,

Iowa. Because of the vast number of communities
covered, local news is a prime concern of the station.

As part of its service the news department contacts

the 14 area hospitals for all admissions, discharges

and births. In addition, they contact sherifl offices,

highway patrol and police stations, conn house s, and
city council meetings in 10 communities. I h< Itt

lion leans towaid the longei ne wscast as is e videnced

by "two half houi news programs daily, along with
three 20-minuie shows, three 15-ininutc and three 5-

minute casts." Since weather is an important factot

in fanning areas, the station stiesscs this aspect of

news programming with "live separate weathe i shows

daily, besides the weather report on the icgulai news

programs."

But news reporting is only one aspect of the over-

all picture. There is an ever increasing abundance
of public affairs programming. This would include

the interview, the discussion and/or talk and the

documentary program.

TALK' BROADCASTING
One station capitalizes on the public affairs eon

ception of news programming, airing seven hours of

"talk" broadcasting a day. The KMOX St. Louis

"talk" schedule runs on weekdays from noon to

seven, but the main feature begins at three p.m. and
is entitled At Your Service. Within these four hours

is a potpourri of news programming that may range

from a book review prepared and delivered by the

station's news director, through a comic interview

with a baseball star, to an in-depth documentary re-

port on a medical plan for the aged. Throughout,
the schedule is interspersed with news highlights re-

ported by the station's local staff, its Washington
correspondent and the CBS network.

Because At Your Service encompasses so many va-

ried facets of new programming, a brief run-down
of the personnel utilized and a typical daily schedule

will provide at least a partial indication of what
KMOX accomplishes. To guide the general policy

of the program as well as determine what specific

material will be used each day, the station manager,

program director, executive producer and promotion

director gather for an hour every morning to plan the

day's program and to consider leads for future pro-

grams. Assignments are given out to reporters who
will conduct on-the-spot interviews via portable tape

recorders. Personalities are lined up for future inter-

views, and special events features are assigned to

designated personnel.

In addition, lull-time contributors to the program
include three announcers, one of whom acts as a

$ THE SPOT
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host-anchorman Eor the entire At Your Service seg-

ment. The news depai inient provides a staff of eight,

including a Washington correspondent and a sports

reporter. In production, one engineer has the re-

sponsibility of editing the tapes and airing the show.

Finally, there is a group of free-lance contributors

such as the sports editoi ol a local paper, several pro-

fessors and eilmatois and .1 local columnist, all of

whom deliver capsules from Lime to time on topics

within theeir fields of interest.

According to the station, the first hour of At Your
Service (3-4 p.m.) is a "press conference of the air."

VIP's in the St. Louis area are interviewed by the

program moderator on subjects with which the per-

sonality is most acquainted. Then listeners are asked

to phone in additional questions that are answered

on the air. Prominent among the guests who have

been heard on the show are the mayor of St. Louis,

the two senators from Missouri, the general manager
of the Cardinal baseball team and the city's police

chief.

The second hoiu moves over to the lighter side of

the news picture, although the station notes that the

purpose is still to be informative. Here, short inter-

views may include a talk with a man who makes
toupees, the governor of California interviewing a

narcotics user, and an interview with Martin Luther
King on Southern sit-ins.

The final segment from 5-7 p.m. is entirely de-

voted to news that is local, regional, national and
world-wide; all presented as local news-in-depth and
news analysis, plus features from the CBS network.

Once a week Detroit Mayor Louis C. Miriani

appears on WWJ in an informative talk program
which relies upon the listening audience to submit
topical issues for discussion. According to the De-

troit station, "the sessions have led to better under-

standing of city government, have stimulated action

on several problems and given the mayor a barometer

for measuring the wants of the people he serves."

Another discussion program entitled Senior Citi-

zens examines the problems of old age. Areas co-

vered are: Housing, health, income maintenance, so-

cial services and counselling. "In most instances,"

says WWJ, "experts in the various fields added im-

measurably to listener knowledge of the problems of

aging." Delving into the documentary style for an-

other news feature, the station ran a series on neigh-

borhood and housing improvement.

WTMJ Milwaukee offers four discussion type pro-

grams that probe into the more serious problems of

the day. The Open Question is run on three Sun-

day evenings a month. Well-known authorities on
various subjects face a panel of local persons who
are free to ask what they choose of the guest. On the

one Sunday a month that the above program is not

run, another panel discussion entitled Human Rights

is substituted. In this instance, the panel is the author-

ity and the discussion arises from within the group.

On Monday nights former Milwaukee Mayor Frank
P. Zeidler holds forth on various city government
problems. And twice a week a program entitled Two
foi the Record is run for two and a half hours. I h ie,

station personalities discuss different issues, and then

request listeners to phone in their cjuestions and
opinions on the subject.

A series entitled Adventures in Ideas was run over

K.OA Denver during the past year. In association

with the Colorado Woman's College, the station pro-

duced this 13-week "talk" series designed to "stimu-

late the intellectual curiosity" of the school's stu-

dents (as well as other interested parties). Subjects

of a few of the talks were: "The Wonder of Books,"

"Science and Man," "The Meaning of History," and

"The Challenging Role of Women."
1960 was a year that also saw the local station de-

velop in the area of the documentary program. Nor-

mally restricted to the networks where the resources

are greater, several stations found a way to produce

this type of news broadcast and still remain within

a moderate budget limitation. An energetic example

of a documentary cm global tensions was Our Rest-

less World presented over WAVZ New Haven, Conn.

In this program, the on-the-spot interview was car-

ried 10 the far corners of the world. With a portable

tape recorder and a ticket that would take him to

Japan, Hong Kong, Thailand, India, Turkey and

Vienna, Daniel W. Kops, president of WAVZ, em-

bai ked on a summer hiatus that carried him to these

areas. Mr. Kops' intention was not to get his story

from the foreign policy experts but to talk directly

with the local people. The station reports, "In every

country, he concentrated on talking with the people.

He avoided statesmen and ambassadors because they

were not part of the particular story he was report-

ing. He met with seasoned American journalists who
briefed him on the local background. Then they

passed him on to native journalists who expressed

RESEARCHING for another "in-depth" study of a special news

event to be aired over Probe, are WKBW Buffalo newsmen Russ Sya-

cuse (I.), Irv Weinstein (c.) and program director Gene Nelson.

Program presents one news item a week using a half-hour format.
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their country's views. He recorded liis interviews,

friendly and unfriendly, without injecting any point

of view. Mr. Kops returned with a collection of un-

edited tape recordings, a crowded note book and a

kaleidoscope of impressions.

"Based on his material and observations, he wrote

a documentary report for each of the six countries.

Each was liberally interspersed with tape recordings

bringing in voices of the people in the particular

country. His approach was that today Main Street

USA runs into the outer reaches of New Delhi."

The programs ran about 10 minutes in length and

were heard at 1:15 p.m. on Sunday afternoons and
repeated again on Monday mornings. In addition,

the overall concept was developed into a 30-minute

program and was presented to service clubs in the

area. To aid the audio-visual department of the lo-

cal schools, WAVZ provided the tapes for use in the

schoolrooms. The basic format was utilized by sister

station, WTRY Albany, N. Y., with the exception

that that station used its own personalities and
geared the content to the listeners of the Albany-
Schenectady area.

WMT Cedar Rapids, la., reports it ran "Special

documentary programs of particular interest to the

community and the region, such as two half-hour

documentaries on the famous Amana Colonies of

Iowa, the first of which was entitled The Amana
Tliat Was, and the second, The Amana That Is. In

this type of presentation, tape recordings are made
in the field, then edited and produced." The station

also noted that this series was broadcast over the

Voice of America overseas service. Another feature

of the WMT public service news programming is the

interviewing of important members of the commu-
nity as well as agricultural experts.

KEEPING its mobile units on the go is this KSTP Minneapolis news
dispatching office which holds a constant watch over the twin-cities.

WKBW Buffalo, N. V., has de ve loped a ik us in-

depth program that in one instance, at least, niili/ed

the documentary approach to obtain its material.

The program entitled Probe is designed to examine
one news highlight a week. The WKBVV news stall

researches the incident and presents it in a half-hour

format. One example, the station reports, was "after

the disastrous crash of an Eastern Airlines Lockheed
Electra in Boston, Probe programmed "Mourning
Becomes Electra."

This study was prepared with the full cooperation

of the FAA, Lockheed Aviation and several major
airlines.

It contained statements by spokesmen from the

Airline Pilots Association, the Federal Aviation

Agency, plus senators and congressmen involved in

the investigation of air crashes. Portions of the pro-

gram were taped in the cockpit of the Electra air-

craft." This series proved appealing enough to gain

a sponsor. The Buffalo office of Mutual of Omaha
purchased the series for 13 weeks.

GOVERNMENT COVERAGE

One area especially vital to local news reporting

is the activities of the city council, and in some in-

stances, the state legislature. To get news in the

making, radio stataions have direct lines to the coun-

cil and legislative chambers for special broadcasts

when major issues are being covered by these riding

bodies.

WSBT South Bend, Ind., maintains a remote line

to the local city council meetings. Rather than

broadcasting on a regular schedule, the station has

chosen to keep an ear cocked for the more important

proceedings. In another effort to keep its listeners

informed, the station relates that it is currently offer-

ing a 15-minute report on the activities in the Indi-

ana State Legislature at Indianapolis. Other public

service news offerings include weekly 15-minute pro-

grams devoted to the Boy Scouts, veterans and
medicine.

"Our current coverage of the state legislature,"

says KSTP Minneapolis, "is one example of our pub-

lic service activity. We have a broadcast transmitter

located at the state capital with correspondents on
duty when the Legislature is in session. Daily live

reports, interviews and panel discussions on perti-

nent developments comprise the phases of this cov-

erage. The reports are used on a news or pre-emp-

tion basis and the discussions are of a weekly pro-

gram type." The station feels that because of height-

ened activity in the legislature this year, it has a

responsibility to keep the public informed of its

activities.

WCSH Portland, Me., maintains a live broadcast

of city council meetings. While "routine matters"

are being discussed, the station airs album music.

Another "news" program, Speak for Yourself, a tele-
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phone forum, is broad) ast Ioi .'ill minutes cac li da\ l>\

the Portland station. In this instance, listeners call

in their opinions on the topic under discussion.

WTRC Elkhart, JncL, broadcasts its city council

meetings live every othei Monday nighi Eoi an hour

and a hall. The station reports that these broadcasts

have been so stimulating that main listeneis attend

the meetings when urgeni issues are under consider-

ation. The station also makes its public service time

available to the Elkhart Public School System, vari-

ous non-profit institutions, charities and the local

JC's.

The political conventions of 1960 provided a "nat-

ural" for on-the-scene news reporting and one station

that took advantage of the opportunity was WGB1
Scranton, Pa. The station's news directoi covered

both the Democratic convention in Los Angeles and
the Republican meeting in Chicago. Working on

the local news angle, he kept in close touch with

Pennsylvania's delegations at both conventions.

Special interviews were conducted with the state's

senators, governor and the Scranton mayor, as well

as other political luminaries and party leaders. At
the Democratic convention the station notes, "A to-

tal of some 25 interviews and some 10 beep phone
reports chronicling the regional and slate delegates

was the result of WGBI's coverage of pre-convention

and convention activity." Other campaign broad-

casts included, "A half-hour program, Congressional

Close-Up," bringing together before a panel of re-

gional newsmen the Congressional candidates of

three regional districts. This program was presented

in prime evening hours for three consecutive weeks."

And to cap off the election year, the station offered

a comprehensive coverage of the voting returns.

POLITICIANS INTERVIEWED

For its election year contribution, KLZ Denver
offered a series entitled Choose Your Party. The sta-

tion says, "These broadcasts enlisted the services of

key political figures in the Denver area to examine
and explain the various facets of party politics. This
non-partisan series was endorsed by both political

parties and the League of Women Voters. After the

first broadcast, requests were received for additional

presentations. In all, each program in the entire se-

ries was aired at three separate time periods to insure

the broadest possible exposure."

Earlier last year KLZ enlarged its Washington staff

to include two correspondents on the capital scene.

These reporters delivered a weekly program entitled

Your Voice in Congress. Featured were Colorado
senators and congressmen who discussed their activi-

ties and opinions. In addition the reporters deliver

daily reports on the happenings in Washington.
Among the station's news features is Executive Re-
port, designed to convey information from the

Mayor's and the governor's office; Sounding Board,
now in its 13th year, is a panel program involving

community leaders who discuss leading issues. A spe-

cial report entitled Latin America: 1960 was a 17-

hi o.idc as! series that came- about as a result of a trip

into Latin America by one of the station's reporters.

Taped interviews with various personages in the

countries visited were run on the series along with a

commentary on impressions received.

Indications are that the "phone-in" program is in-

creasing in popularity. In general, these programs
i

not only give listeners a chance to air their opinions

on nearly any subject, but by virtue of the fact that

so many topics are covered, the information value is

increased.

EXPAND PHONE-IN SHOW
WEEP Pittsburgh presents a phone-in show en- 1

tilled Hot Scat. Using an eight second tape delay to 1

conform with communication laws, and permitting

the station to "clip" any off-color exclamations, the 11

program is run Sunday afternoons for an hour and

15 minutes. However, the station feels that the show's 1

popularity may result in running it on a daily basis,

li U conducted In ihc- news director and implement-

ed by a staff announcer who stands by with reference

material to aid in answering questions. The station

notes that Hot Seat is of particular worth in that
f

"man) of the complaints concerning civic problems

are noted by the news director who then gets the 1

answers from the city or county officials involved. L
''

He is also given the opportunity to express the edi-

torial views of the station on particular problems. ['

Such topics as integration, high city taxes, lack ol

snow removal, garbage collection, road conditions, ' l

Castro's Cuba, Khrushchev and the Presidential elec- l!

tions are discussed."

WSPD Toledo has been successfully using the

"phone-in" format on its People's Opinion" show P

since June 1956. According to the station, a rigid f

standard of good taste is exercised. "While religious f
discussion, requiring substantiation of statement of 9

lact. is eliminated, the program is nonetheless open

and flexible." However, the station notes that it does
j

not permit editorializing on the part of the an-

nouncer.

LOCAL EMERGENCY

Perhaps the backbone of public service news pro-

gramming is coverage of the local emergency. The
average listener is well aware of radio's mobility and >

for this reason will turn to radio first in times of bad

weather, bad fires and bad accidents.

"In March of 1960," reports WSLS Roanoke, Va.,
J

"southwest Virginia received its heaviest snowfall in I

50 years. With the cooperation of the weather bu- I

reau, state police, civic and religious groups and local I

merchants, WSLS acted as a clearing house of infor- I

mation disseminated in one-minute bulletins through- I

out the day. The information aired concerned traffic \
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TO INCREASE its mobility, WLW Cincinnati has taken

to the air via its own helicopter. The flights provide

twice-a-day traffic reports and accident coverage. Ready
for take-off are pilot J. DeVise and Lt. A. H. Mehring.

id weather conditions, school closings, meeting (fi-

liations and their subsequent re-scheduling."

Radio proved an immeasurable aid to the popu-

ce of the Atlantic seaboard during Hurricane

onna that swept through in October 1960. WJAR
Evidence, R. L, cancelled its commercial announce-

ents, dispatched its reporters to strategic points,

id prepared to handle storm reports as they were

Reived. In addition to the storm reports that were

oadcast almost continuously for four hours, the

ation adds, "There were many communities within

te station's basic area that lacked electrical and
lephone service. At 10:30 p.m., the evening of the

arm, the newsroom received an appeal from the

,»wn of Attleboro, Mass., requesting that this station

jrve as an emergency center because the Attleboro

ation was off the air. WJAR handled some 300

lephone calls during the period of 10:45 p.m. and
2:15 a.m. when service was returned to normal in

ttleboro."

At the time of the disastrous crash of the United

irlines DC-8 and the TWA Super Constellation

v'er New York City on December 16, New York's

ire Commissioner Cavanaugh was be ;ne interviewed

i a WOR New York morning show. According to

te station, "A special bulletin interrupted the pro-

am at 10:47 a.m. to announce the occurrence of

te air collision." The commissioner immediately

ft for the scene of the crash, and the station set into

lotion its on-the-spot news coverage operation.

A service that the station performed was to request

ulse Inc. to run an audience survey in theNewYork-
ew Jersey area. From the information received,

ulse concluded, "Close to two of every three re-

sidents heard about the accident on radio. More
lan lour out of every 10 first learned about the col-

sion on radio."

When Pulse asked, "How did you first find out

put the airplane crash?" 42.2% gave radio as the

mice of their information, television accounted for

5.5 percent and 0.6 percent responded that they first

arned of the crash through a newspaper. This Pulse

irvey graphically demonstrates the public's faith in

»e sound medium's immediacy and mobility.

In Louisville, Ky., the morning and evening com-
tuting rush often creates traffic tangles, especially

hen accidents occur. WAVE recognized this situ-

tion five years ago when it instituted its traffic re-

ort program.

The method of traffic reporting employed by
VAVE is somewhat different from that of stations

sing mobile units, but, says the station, highly effec-

ive. Because the Louisville Police Department is un-

COVERING both Democratic and Republican Conventions this past

summer was a part of WGBI's news service to its Scranton, Pa., lis-

teners. While at the Republican Convention in Chicaqo, news direc-

tor Tow Powell (I.) talked with Secretary of Labor J. C. Mitchell.

able to assign an officer to make the traffic reports,

the station has a reporter "stationed in a communi-
cations room at headquarters, where he can hear the

two-way broadcasts of the Louisville Police, the

Jefferson County Police and the Louisville Fire De-

partment networks. Then," continues the station,

"on no fixed schedule, but as acc idents occur which

might tie up traffic (Ins reports average one every

ten minutes), our reporter makes an air report by

beeper telephone." The Louisville Police Depart-

ment has proven very cooperative in this effort and
is grateful for the service provided, the station acUK.

In Milwaukee, an airplane mobile unit is utilized

lor traffic reports by WOKY. The station reports, "It

is in the air over Milwaukee and the three surround-

ing counties from 4:00 p.m. until 5:30 p.m. (or until

heavy traffic subsides) broadcasting conditions, ad-

visories, police reports and situations affecting the

flow of traffic in all areas with a minimum of five

broadcasts from the plane each day." The station

also plans to use the "Sk\ Watch" plan For Civil De-

fense purposes.
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WKMH Detroil operates a fleet <>l lorn safety pa-

trol cars manned by retired policemen. During the

morning and evening rush hours I he cars operate on
and a 1 on nd the expi esswavs, < ailing in reports of con-

gestion and accidents. An added feature, says the

station, is that each car always carries two gallons ol

PRESIDENT of the Board of Commissioners for the District of Co-

lumbia the Hon. Robert E. McLaughlin (I), is interviewed on Report

to the People over WWDC Washington, D. C. Questioning him are

Jerry Landauer (c.) and John Rossen from two local newspapers.

gas loi motorists who run out on the highway. The
station also runs a Public Opinion Poll in which

newsmen interview people on the street concerning

items of interest. Eight of these interviews are run

daily Monday through Friday.

Another Louisville station that devotes a goodly

portion of its news programs to traffic reports to help

alleviate the traffic problem in that city is WKLO.
Utilizing various news sources the station states that

it reports on delays resulting from "faulty traffic sig-

aK, weather, fires, accidents, street repairs and all

other things that create traffic problems."

One responsibility of the local broadcaster is to

provide a news service to any activity that may be

peculiar to his area.

One such example comes from WQMR in Wash-
ington, D. C. The station reports, "The nation's cap-

ital area is almost entirely dependent on Washing-

ton's only industry—government. With this in mind,

three times each hour, WQMR broadcasts a Voice

of Government Report. This report is looked to by

the city's 262,000 government workers and their fam-

ilies, plus the military, for up to date information on
government news, legislation, traffic information

around government buildings such as the Pentagon
and Capitol Hill, job openings in Civil Service and
Government plus editorial support by the station on
matters of major importance to Federal Employees."

In essense this is a bulletin board of factual (and

some times editorial) news directed solely to the

larger segment ol the city's population.

In Miami there are 72,000 registered owners ol

marine craft of ten horsepower or larger, states

WAME. Until a little more than a year ago, this

portion of the population did not receive an ade-

quate amount ol weather inlormataion from com-

mercial broadcasters. To remedy this, WAME con-

tacted the captains of various boating c lubs in Miami
and Broward Counties. "It was determined," the

station reports, "after a series of meetings with the

Captains that a minimum of ten broadc asts per day.

seven days a week of complete marine weather infor-

mation would be required to provide more than

minimal service." The station, which carries these

reports seventy times per week, receives its informa-

tion from the U. S. Weather Bureau in Miami.

WDMV Pocomoke City, Maryland, gears most ol

its news programming to the fanner. Considering I

itself an "all-farm station," the Maryland broadcast ei I

provides an hourly one minute report to the farmer. I'

The technique used in these minute reports is tc 4

contact various county agricultural agents in the area

and have them give capsule reports on fanning a< tiv

ities and methods. Other farm features include three

daily farm market reports, weather reports, and coin -

munity notices. In addition, the station covers conn- '

ty fairs and farm expositions, and provides tourist

information to visitors in the peninsula area.

In the general upswing of news programming, sev
|

eral stations have reported on the si/e and extent of

'

their facilities.

KCMO Kansas City, Mo., states that 414 times lj|

week news in one form or another is presented to th<

listener. Scheduling its news on the hour, with car* ,

sides on the half-hour and break-in reports wher
warranted, the station feels the need of its five mo
bile cruisers, its network coverage and its twelve mar
news staff to adequately cover the happenings in anil

about Kansas City.

WPTF Raleigh, N. C, maintains a news directollj

and a staff of 10 news stringers plus a full wire servjjl

ice to furnish news for its minimum of 50 minutes a

clay of local and regional news broadcasts. No reporjl

taken from the wire services is broadcast, though

until it has been rewritten to fit the needs ol tin

Raleigh listeners.

Stations associated with a newspaper generalh

have the benefit of the paper's news department, and
New York's WQXR is no exception. The radio station

of The New York Times, WQXR offers 624 regulai :

hours of news broadcasts yearly, and this figure doe

not account for special bulletins arising from state]

of emergency or crisis. Nor does it include the cover
j

age of national events or elections, says the station] I

The 624 hour figure includes a five minute news pro

gram delivered hourly and several segments run oil

the half-hour early in the clay. • • •
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h The radio network today is a fountain of

np public interest laic. Il is sale to sa\ thai

f\
based on adjustments in schedules, the radio

|twork is staking its future on programming ol a

ublic interest nature—national and global news, in-

formation, background and analysis on current events

ind specials (sports and major national events)

Networks in I960 increased their news activities

md altered their operations to enlarge the scope of

wogramming in the public interest. The networks

eel that it is in this area that they can best perform.

CHS Radio, for example, modified its Program

pnsolidation Plan to expand news on the hour from

ive minutes to 10.

NBC Radio's programming is built around news,

ommentary and information programming, featur-

ng nearly 10 hours a week of News on the Hour, five

ninutes every hour of Emphasis and the weekend
Monitor.

ABC Radio has enlarged its news activities to in-

lude 113 five-minute news shows, Sunday through

NETWORKS

ACCENT

NEWS

etc

tl

aturday, as well as 21 fifteen-minute news and cora-

he nentary programs.

Mutual broadcasts 36 five-minute news shows a day

vhich are aired on the hour and the half hour.

The switch in emphasis of network schedules is

lescribed by CBS Radio in a year-end statement. It

xplains its new programming pattern in which "fic-

,cnlion as a form of entertainment gave way to the fasci-

lation of contemporary fact."

This transformation can be seen in the scheduling

inder the modified Program Consolidation Plan of

7 ten-minute news and analysis broadcasts weekly

)lus the seven-day-a-week, 15-minute programs World
Jews Roundup and The World Tonight.

In addition, at the end of last year the network in-

roduced 19 specially-developed informational pro-

jams comprising 43 individual broadcasts a week
ili/ inder the general designation of CBS Radio Fea-

tati ures. The "features" programs include such Monday-
hrough-Friday fare as Your Man in Paris (David

hoi 'Choenbrun) ; A Woman's Washington (Nancy
lanschman) ; Man and Wife (Zachary Scott—stories

'f famous life partnerships) ; Personal Story (auto-

•iographical narratives)
; Information Central (Allan

.lit

Jac kson— unusual information on events current and
past), and Sidelights (Douglas Edwards).

There arc another clo/en programs of information-

al content that arc programmed on Saturday and
Sunday. They feature a handful ol well-known CBS
News correspondents.

With its accent on news and speed, the network
has instituted the CBS Radio NetALI IM .an around
the-clock electronic signalling s\siein foi instantane

ous communication between the network and its af-

filiates. It can be especially adaptable lor unsched-

uled news broadcasts, special ou-the-sc cue broadcasts

or national emergencies.

NBC Radio has built its "programming philoso-

phy" around "news, Monitor and public affairs. " lis

news programming consists mainly of News on the

Hour plus World Nexus Roundup and Neir\ n\ the

World. The five-minute Emphasis segments which
the network started last year has met with consider-

able acceptance. The weekday show is general lv

heard every hour featuring opinion and comment by

NBC News correspondents and commentators around
the world. The network also has expanded its pub-

lic affairs scheduling.

Monitor, the weekend service that is built around
news, information and talk features, celebrated its

fifth anniversary. NBC Radio reports that "copies of

the . . . format can be heard in the British West In-

dies, Hong Kong, Australia and Africa." This accent

on news programming has led to growing audiences

for the various shows, states the network.

ABC Radio has enlarged the scope and activity of

its news and commentary programs. "We have re-

vised our news format and have increased the number
of actualities or on the spot reports. For our affiliates,

we have scheduled additional 'news calls,' special

feeds to them for incorporation into their own local

news shows."

In addition to its five-minute hourly news shows,

ABC Radio has 21 fifteen-minute news and commen-
tary programs featuring such correspondents as Ed
Morgan, Paul Harvey and Erwin Canham.

Its weekly public affairs programming includes:

White House Report (10 minutes Sunday evening)
;

Overseas Assignment (15 minutes Sunday evening) ;

From Capitol Hill (25 minutes Monday evening) :

Issues and Answers (25 minutes Sunday evening), and
National Weather Shoiu with John Cameron Swayze
(five minutes Monday through Friday) . The last 30

seconds of this weather program is made available to

stations for their own rain-and-shine reports.

Mutual Broadcasting System for a few years has

considered itself a news network. The heart of its

programming schedule is the 36 five-minute news-

casts that it presents every half hour during an 18-

hour broadcast day.

The network also is very active in public affairs

programming: The World Today (25 minutes Mon-
day through Friday) ; Capitol Commentary (25 min-

utes Monday through Friday) , and Reporter's Round-
up (25 minutes Sunday) . In addition, Mutual sched-

ules public service programs of various types Monday
through Friday from 7:35 to 8 p.m. • • •
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Radio's legac) as a community servant lakes

as many forms as the activities of individuals!

in the community itself. Stations across the

country, both small and large, participate in com-

munity life and stimulate its growth.

Their involvement far exceeds the routine sche&

uling of spot announcements. It ma) range from

Little League baseball to grand opera, from finding

lost pets to enabling the blind to see. Its focus in any

one day of programming can range from religion to!

the arts or politics. In addition to actual on-the-ai]

costs, stations invest time, talent and technical assist-

ance to community groups that cannot be measured.

In an effort to put forth the valuable functions ol

radio in the community, U.S. radio takes a second an-

nual look at these functions, as reported b\ the sta

tions themselves. Here are reports from some sta

lions responding to the t'.s. radio survey.

COMMUNITY PARTICIPATION

As community participants, stations have adapts
to the mobility of the life ol its citizens. During the

last year, several stations have initiated a "roving*

public service feature that touches on almost ever)

conceivable phase of community interest. In Okla

homa City, W'KY offers free to civic groups what ii

calls "The Big Mike," a private public address sys

tern on wheels.

Mounted on top ol a Chevrolet Corvair, the "Bffl

Mike" travels to clubs, churches, civic groups and or

ganizations of all kinds. During 1960, it was driver

thousands of miles, appearing at pancake suppers

church meetings, sports events, school carnivals

picnics, high-school bonfires, fishing derbies, rallies

farm socials, firework shows, county fairs, "get ou
the vote" parades and dozens of other charitable

Stations lend support,

service, as they swim

in the mainstream of . . .

COMMUNITY



civic and social functions. The availability oi the

traveling public address system is announced on the

air ea< li day and events which "Big Mike" attends are

given free announcements.

WKY also contributed i<> the public interesi

through its on-the-air farm information hour and as-

sociated activities. The three-man farm department

sponsors several annual contests, such as the Inter-

national Land, Pasture and Range |udging School

and Contest. Last year the contest, an annual eveni

for nine years, drew some 70(1 participants from 28

slates and Puerto Rico and from 18 foreign countries.

As part of a station's role in realizing its responsi-

bility in the community, it often assumes the obliga-

tion of clarifying for the citizen his own responsibil-

ity in local affairs. 'I bis obligation prompted VVHEC
Rochester, N.Y., to produce a series of four special

reports on the Pursuit of Liberty—Our Freedom Un-

der Law. Because the word "liberty" has come to

have a taken-loi -granted ring to the general public,

and because the word "freedom" has become misused

in every day concept, the station decided to explore

"what our free way of life really means in terms of

the law." The Monroe County Bar Association sug-

gested three attorneys each of whom prepared a pro-

gram.

One approached the topic by giving historical ex-

amples of how the law protects and guards liberties;

another discussed what is meant by the law and why
it is necessary to give protection to civilized man's

rights to live and to work, and a third discussed the

law as a servant of freedom and the individual's obli-

gation to the law. The final program in the series

brought all three men together for a panel discussion.

To report on the day-to-day mechanics of law-

making, KSL Salt Lake City established a precedent

last year by broadcasting live the proceedings oi the

city commission. The broadcasts were innovated at

the suggestion ol KSL t<> combat the great degree oi

public apathy toward the meetings. I h«- broadcasts

so caught the interest ol listeneis, the station te ports,

that the commission chambers were soon Idled to

overflowing with people who weie beginning to take

an interest in community government.

A new weekly series, Inquiry, debuted this month
on KCBS Los Angeles. The opening progiam delved

into the city's notorious smog problem. Mi. S. Smith

Griswold, head of the air pollution control depart-

ment, was interviewed on such points ,1-, smog as a

health hazard, a factor in the economy and the cost

of smog auto devices. Inquiry is a once-a-week feature.

WSPA Spartanburg, S. C, inaugurated a ne w pio-

gram last year under the title Spartanburg County

Debates. Young businessmen from the city interested

in public affairs carry on debates on local issues.

Another new program, Safely Speaking, features an

announcer interviewing a patrolman on driving regu-

lations, rules of the toad and particulai safety hazards

within the city limits.

WSJS Winston-Salem, N.C.. devotes an hour of its

Night Beat program Monday through Thursday to

exploring in depth a public service activity in the

community. Announcers discuss the work and opera-

tion of the agency in a series of four- and five-minute

interviews. Usually three or four interviews are fea-

tured in the hour to give the listener capsule descrip-

tions of the particular agency. Typical of the 42 sub-

jects covered over a five-month period are "City

Schools Growth," "Telephone Improvements,"

"Hunting Safety Tips" and "Winston-Salem Little

Theatre."

SERVICE
MOTHERS' MARCH through Massachusetts is led by Dave Maynard, WBZ Boston,

for annual March of Dimes fund-raising event. Mr. Maynard (c) marshalls the

parade from Maynard to Boston, a 26-mile stint to aid fight against polio.
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RADIO IN THE PUBLIC INTEREST

COMMUNITY SERVICE

A Mat ion ma) contribute i<> community improve-

ment through off-the-air efforts in main ways. An ex-

ample is the cooperation given by K.MBC Kansas
City for die "Keep Kansas City Clean" campaign.
The station bought 100 litter baskets and arranged

them in a massive displa\ in Eronl of the studios for

the c ampaign ki< k-off.

On each basket the station posted a permanent
metal plate with the slogan "Keep Kansas City Clean,
says KMBCI" KMBC also aired spot announcements
and special programs foj the drive. The (ampaign
kick-off was followed by a two-week "Best Suggestion

for Keeping Kansas City Clean Contest." with an all-

expense three-day trip for two to Las Vegas as the

top pi i/e

WIKY Evansville, End., alarmed at community
feeling that industry in (he town was dying, con-

ducted a "Salute to Evansville Industry" campaign,
ft saluted a different industry each day with five-

minute copy five times a da\ explaining how long the

company had been in 1 vmsville, the number of peo-

ple employed, products manufactured and money
spent in the area. The campaign served to remind the

public of the thriving business still operating in

Evansville and such community progress as the

completion of a new stadium, the building of a new
museum. expresswa\s. schools and slum clearance

projects. The (ampaign was instrumental in restor-

ing the public's pride in the community.
Quite often a need arises suddenly which radio can

meet quickly. Radio's ability to be of service in

emergencies was pointed up during the recent rail-

road strike allec ting New York City. WICC Fairfield.

Conn., rescued commuters from the strike-bound city

by serving as a c lcaring house for car pools. The sta-

38

lion broadcast availability of car pools every 15 min-

utes for the strike's duration. Close to K00 separate

car pools were arranged by the station, transporting

an estimated 2,000 commuters to and from their jobs.

Stations have the opportunity to perform a com-
munity service in a number of unusual ways. WEMP
Milwaukee, for instance, tied an extensive public

sen ice campaign into a station promotion. An in-

tegral part of the "Pirate Dan's Treasure Chest" pro-

motion last year was the broadcasting of a key word
approximately 100 times a day to open the treasure

c lu st. These key words were a reference to some com-

munity project or activity, such as "Salute to Sea-

way," "Hospital Benefit Circus," "Scoutarama," "Pri-

mary Election," "South Milwaukee Spectacle of

Music." WEMP received letters from several organ-

izations served by the announcements, commenting
on how valuable the publicity had been.

PERSONAL MEDIUM

Radio can demonstrate its closeness to the com-

munity in times of personal hardship as well. Last

Christmas Eve, the parents of a small Austin, Tex.,

girl called KOKE Austin with a "please help" re-

quest. Their daughter, suffering from a serious and
often-fatal illness, desperately wanted a white kitten

for Christmas. Unable to find one, the parents asked

KOKE to braodcasl an appeal. Within 10 minutes, a

kitten was found to fit the description.

Keeping the public informed of meetings, changes

in meeting times and other civic events is another

valuable service to the community. KADY St. Charles,

Mo., is now in its third year with Metropolitan

Memos, a 15-minute program of community and cul-

tural news aired Monday through Friday. News
of clubs, social and civic activity from the entire St.

Louis metropolitan area has served to bring many
suburban communities closer together, the station

reports.

WHAT Philadelphia broadcasts its Community
Bulletin Board four times daily. News from churches,

schools, and charitable organizations is quickly as-

sembled for timely announcements.

A similar service for listeners is provided by WLOB
Portland, Me. WLOB calls its program the Lobster

Pot, a two-minute program of announcements aired

six times daily.

Community Events Calendar, aired twice an hour

on KPRC Houston, is still another example of the

average station's close contact with its community.

Civic, social and religious groups send in announce-

ments of all kinds which are screened by an editor to

eliminate "commercial" appeals.

WAMO Pittsburgh devotes two five-minute seg-

ments daily to the WAMO Bulletin Board. In addi-

tion, the station singles out one public service organ-
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i/;i(ioii each day for 10 announcements i<> promote

some especially worth) project. Operation 860 is ,i

weekly program which reviews in discussion formal

any important community question.

K.MHT Marshall, Tex., broadcasts news of local

organizations eight times a day on Big-K Bulletin

Hoard. KENO Las Vegas features news of near-by

Wilis Air Forte Base on a program broadcast froni

6:30 to 7:30 a.m. daily. The base uses the program

as a vocal bulletin board, performing a v aluable serv-

ice lor iis own personnel and aiding the civilian com-

munity in understanding the military.

Short Jabs is a new public feature of WGLI Baby-

lon, N. Y., utilizing what the station calls a sub-

liminal message. Announcements of 20 seconds or

less may sound like this: "This is Patrolman Jones of

the Suffolk County Investigation Bureau. 1 don't

hand out many summonses; most of the speeders I

meet are dead." Although Short Jabs is a special fea-

ture lor long holiday weekends, WGLI used the

technique before voter registration and elec tion day
last year, giving a countdown of the hours and min-
utes remaining until polls closed.

One important public service feature of WEJL
Scranton, Pa., is its weekly Clark-Scott Debate, a hall

hour program of debate between Senator Joseph

Clark (Dem.-Pa.) and Senator Hugh Scott (Rep.-

Pa.) on local and national issues.

WLDM Detroit reports that requests come in fre-

quently for help from all types of organizations

—

colleges, libraries, scouts, church groups, city and state

police. WLDM, an fm station, provides on-the-air

announcements as well as active participation when
the situation demands.

FUND RAISING

The hundreds of thousands of dollars contributed

annually to national and local charities owe no small

part to the efforts of radio stations. Stations help

raise money through contests, marathons, dances and
scores of other devices. Hundreds of program hours

and planning go into radio's campaigns for funds for

many charities.

One of the largest fund-raising events by a sta-

tion was a recent marathon broadcast for the Boy's

Club of St. Louis by WIL St. Louis. Over $14,000

was pledged in a marathon that stretched to 67 hours

and eight minutes. Pledges ranged from a nickel to

one of $2,000 made by a local organization. Each
contributor was given a chance to guess which of the

two WIL personalities on the marathon would lose

consciousness first, and at what time, for a prize of

SI 00.

KQV Pittsburgh has fun with public service, oper-

ates its own basketball team, the "High Hoopers," to

raise funds for charities. For this winter's season, the

team has booked 27 games, so far has turned over

game receipts to 15 charities. The team has played

against a radio station, a television station, a local

record distributor and several high schools.

Proceeds from games have helped purchase new
band uniforms, athletic blazers, desks, gymnasium
and cafeteria equipment for local schools and other

organizations.

LIFE-LINE is now longer for Regina DeVille

(r), after KDIA Oakland, Calif., "Save Regina"

appeal. Money station raised for operation

saved her from biliary artresia, rare disease.

Fad) year WJDX Jackson, Miss., allots from 10 to

12 hours a day to the Jackson Exchange Club. A
committee from the club handles all the program-

ming and sales that result from exchanges <>l all types

of merchandise. Station personnel assist in writing

copy and engineering. Complete proceeds from the

day's sales are turned over to the Jackson Boy's Club.

Ln Des Moines, la., WHO annually aids the Salva-

tion Army to collect funds for the needy at Christmas.

In 1959, the contributions reached more than $30,000,

compared with $15,000 in 1949, the first year WHO
was called in on the campaign. The funds are col-

lected through a "Tree of Lights" program—every

time $100 is accumulated in Salvation Army kettles

or mailed to WHO, a light is illuminated on a gigan-

tic Christmas tree. All unsponsored segments are

turned over to fund-raising announcements and in-

terviews for the project. WHO also broadcasts a half-

hour weekly program, The Iowa Round Table, an

open forum program on important issues.

A drive aimed at raising $14,500 for the purchase

of a new ambulance in Wilkes-Barre, Pa., had gone

through two seasons last year and was still S880 short

of the goal. With the deadline nearing after numer-
ous public appeals, Jim Ward, the "Morning Mayor"
of WILK Wilkes-Barre, went on the air to raise the

rest of the money. Within five hours, his listeners

pledged more than $1,100 and the police department

announced that the goal was reached and the ambu-
lance would be purchased.

KTSA San Antonio reports that its charity drives

have netted more than $10,000 for various local

causes over the past two years. In addition to its

fund-raising, KTSA holds a scholarship fund for a

local boy and girl to attend college in the fields of

English or journalism.

KYW Cleveland combines fund-raising and talent

development with its Road Show, which has ac-

counted for charity contributions totaling $53,000

over the past three years. More than 125 talented en-

tertainers are members of the traveling show, which

gives an average of eight performances each month.

Talent is recruited through monthly auditions. A
KYW staff member works with younger entertainers

until they are ready to appear before local charities

and hospitals. Upon request, a one-hour show is set

up and provided at no charge. Bookings for the Road
Shoiu run about seven months in advance.
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RADIO IN THE PUBLIC INTEREST

COMMUNITY SERVICE

The annual March of Dimes campaign gives sta-

tions an opportunity to raise money in various ways.

Dave Maynard, WBZ Boston, marched 2f> miles from
Maynard, Mass., to Boston to promote the 1961 cam-

paign. In addition to his hike through many com-
munities outside Boston, he wound up the campaign

at the Boston Garden with a single lap around the

track prior to the start of a track meet. March of

Dimes officials and community leaders along the

route arranged motorcades, parades, rallies and enter-

tainment to hail the marc h.

WIP Philadelphia and WCAM Camden have de-

signed a "Bridge of Dimes" campaign to raise enough
dimes in si i tt c 1 1 across die Benjamin Franklin Bridge

connec ting the two cities. WIP and WCAM person-

alities will try to meet half-way leaving a trail of

dimes behind them. WIP estimates it will take 61,34 I

dimes to c ovei the c <>ni sc.

KREX Grand (unction, Colo., annually broad-

casts the March of Dimes Bazaar—an all night pro-

gram which lasl yeai helped raise the county total to

122,000.

Funds to fight polio are collected every [anuar\ by

WHS Lansing, Mich., which sponsors a "Teens
Against Polio" dance. With seven high schools par-

ticipating, the attendance this \ear i cached 3,500.

Stations also help raise more than money. WTCN
Minneapolis annually aids "Operation Holiday Pan-

try" for the Salvation Army. Announcements urge

listeners to take canned Eood donations to theii places

of worship. The contributions are collected there by
the Salvation Army and routed to the needy families

of the Twin Cities area. The campaign generated

such good will that several large groceries donated

cases of canned goods. Gains of 20 percent were
noted over the previous year.

\s an example of programming contributions thai

POSTER BOY, Bobby Yennen, fa Iks with Mayor aid Mrs. Henry
Maier of Milwaukee before 1961 March of Dimes campaiin. An-
drew M. Spheeris, president, WEMP Milwaukee (r), is chairman of

the Milwaukee County Chapter of the National Foundation.

are extras to the actual hind-raising, here is a run-

down of one feature broadcast by KDKA Pittsburgh

in support of the city's United Fund Appeal. KDK A
aired a special 55-minute documentary during the

chive last October focused on the people who would
benefit from United Fund set vices.

Participants on the spec ial ranged from youngsters

of the Brashear Association Nursery School singing

in their classroom to an 80-year-old woman who told

of her experiences learning to lip read at the Pitts-

burgh Hearing Society. The program brought to-

gether, for their first meeting, a Red Cross nurse and
fireman whose life she saved. A c ancer researc her ex-

plained his work, and a former criminal described

how the Salvation Army put him on the right path.

KDKA also investigated the world of pornography

last year with a l.'5-part series on the station's Pro-

gram I'M. Reporters interviewed members of Con-
gress, judges, police officials, professors of law and
literature, psychiatrists, postal authorities, religious

leaders, civic officials and others in examining the

scope and seriousness ol the topic. Staff reporters

who gathered the material were invited to speak by

\ ai ions c ivic groups.

EDUCATION

Public education is the backbone of a free society;

as such, schools are an important element in the com-

munity and grow in emphasis as technology advances.

In its role of public servant, radio has contributed

geneiously and crealiveh to schools. Its functions

vary from that of liaison between schools and the

community to a public platform for adult education.

One facet of radio's service to education that has

come to be important is teacher placement. Last

year, WNAX Yankton, S.D., inaugurated Opportun-

ities in Education. On daily 10-minute broadcasts,

WNAX lists the names of teachers seeking positions

and a brief description of their qualifications and
teac hing experience. The station also airs teaching

vacancies, including the type of instructor needed,

the position to be filled and information about the

town or city where the school is located. The station

works closely with the Teachers Placement Division

of the South Dakota Employment service to make the

broadcasts as effective as possible. WNAX plans to

enlarge the scope of broadcasts, using interviews with

educational officials to acquaint listeners with the

school system.

KBON Omaha renders a six-part public service

program to local schools every school day. The serv-

ices are explained to parents in a letter distributed

by the public schools to students. Some 60.000 let-

ters were carried home by students last year in what

the station terms a departure from school policy.

Topping off the services is Instant Weather Xews.

Parents dial a special telephone number at any hour
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Eor current weather conditions as children prepare

for sc hool or extracurricular functions.

The School Closed Report airs school closings

beginning at <i a.m. on any day when storms force

schools to shut down. School menus are broadcast

at 1 1:05 a.m. and 1:05 p.m. so parents will know what

children eat in the sc hool cafeteria as an aid to meal

planning. To aid parents in avoiding illness in chil-

dren that might interfere with school attendance,

K.BON airs Help Your Health twice weekly. Com-
munity Bulletin Hoard announces all school func-

tions and Parent-Teacher Association activities. Air-

watch Oner Omaha, a regular traffic report broadcast

twice daily, alerts parents of road conditions while

driving children to or from school.

Another station broadcasting the school luncheon

menu is WISN Milwaukee, which carries a three-

minute program at 7:30 a.m., Monday through Fri-

day. The station reports a rise in the number of

children taking advantage of the school lunches, and

the Milwaukee Public Schools have been surprised

at the close attention given the program by parents.

WBML Macon, Ga., devotes a 15-minute program
each week to the Miller Girls High School. In addi-

tion, the station airs a half-hour discussion program
each Sunday on local educational affairs.

KYOK Houston gives high school students a

chance at higher education through its "KYOK
Sock Hop." The dance for teenagers is held every

Friday night; disc jockeys spin records and entertain,

broadcasting the first hour's proceedings. Any teen-

ager showing student identification is admitted for

50 cents. All net proceeds go into a fund for schol-

arships at Texas Southern University.

HEALTH

Stations are literally close to the heart beat of a

community, too, in the many ways they provide serv-

ices and information that lead to better health.

Emergencies such as calls for blood donors are the

constant responsibility of stations serving the public.

KING Seattle listeners responded to an appeal for

blood donors to help a three-year-old child burned
over 60 percent of her body. To complicate the re-

quirements for Type B blood with RH Negative

factor, the donor must have had suffered burns over

20 per cent of his body. Through KING, authorities

were able to locate several who met these stringent

requirements.

A similar story comes from WIBG Philadelphia

where an urgent request went out from a hospital

for donors with a rare type of blood. Within 55
minutes the hospital received offers from 70 persons
who qualified. The emergency appeal saved the

patient's life. Another contribution to public health
was WIBG's cooperation with the Pennsylvania
Working Home for the Blind and the Lion's Club

OFF AGAIN for another day of covering heavy Long bland traffic

the WHLI Babylon "egg-beater" leaves the ground. The helicopte'

is ever-present at ground-breaking ceremonies, dinners and luncheons.

Auxiliary of Bustleton, Pa. The home badly needed

eyeglasses for its patients, so WIBG broadcast the ap-

peal: "New eyes are needed for the needy . .
." With-

in 30 days, listeners sent 2,600 pairs of eyeglasses to

WIBG. The glasses were turned over to New Eyes

for the Needy, an organization in its 17th year of

reclaiming old glasses to provide new ones for those

who cannot afford their own.

Deaf children received a helping hand from WING
Dayton for the second consecutive year. Funds total-

ing $782.35 for training of teachers for the deaf were

raised through the WING drive to collect old license

plates. More than 37 tons of license plates were col-

lected and sold.

Station WDIA Memphis maintains two WDIA
"Goodwill Buses" to transport handicapped children

from their homes to a special school. The buses are

driven by station personalities, twenty times a week.

700 times a year, giving handicapped children the

benefit of a basic education.

A Richmond, Calif., girl who needed .$3,000 for an

operation for a rare liver condition was helped by

KDIA Oakland in a special appeal by one of the an-

nouncers. Listeners were asked to call in "bids" to

hear their favorite records, with some pledges run-

ning as high as $17. After 11 days the fund for the

girl's operation had reached the sum of $3,575, and
her parents rushed her to the Albert Einstein Hos-

pital in Philadelphia. Her treatment was successful.

WPAL Charleston, S C., aids community health

by special efforts to keep information on cancer flow-

ing constantly on the airwaves. The station has re-

ceived a special citation from the Charleston Count)
Unit of the American Cancer Societv.
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RADIO IN THE PUBLIC INTEREST

COMMUNITY SERVICE

WILL HE or won't he? More than 75,000 people asked the same
question as they watched daring performers in the Tommy Bartlett

Water Thrill Show sponsored by WILS Lansing, Mich. Funds gained

from admission were awarded to various local or national charities.

SAFETY
As our society become more complex, the demands

Eor safety increase. Hazards surround the average

citizen daily—at home, at work and on the road. Ra-

dio, because it is a constant companion in the home
and in the automobile, has a great responsibilii \ to

the citizen to inform him of everyday dangers and

help him to understand and avoid them.

Children in Cincinnati last \ear recorded more
than 1,500 safety announcements for WLW Cincin-

nati. The station recruited the children from schools,

Brownie and Cub Scout troops to write their own
safety messages. The station felt children's voices

would attract the attention of absent-minded motor-

ists accustomed to the "dulcet tones of the radio an-

nouncer."

Youth Speaks for Safety announcements are broad-

cast five times daily, Monday through Friday. These
announcements are a supplement to WLW's heli-

copter traffic reports, which numbered 3,120 last

year. At least six traffic reports are issued from 7:45

to 8:45 a.m. and again from 4:45 to 5:45 p.m. by Lt.

Arthur Mehring, officer in charge of safety education

and traffic analysis for the Cincinnati Police Depart-
ment. WYW's helicopter is also called on to render

services other than traffic control—trail a hit-run

motorist, supervise an industrial mobilization drill

or blow out a brush fire.

Another station that records children's voices for

highway safety announcements is KBHS Hot Springs,

Ark. The average number of announcements during
the school year is six per day. During summer

months, KBHS airs spots recorded by a member of

the Indianapolis 5(10 Race. For special holiday traf-

fic campaigns, the station cooperates with the Na-
tional Safety Council, the Garland County Safety

Council and the Fraternal Ordei ol Police. KBHS
reports that since the beginning ol its school safet)

spot campaign last March, only one minoi accident

has occurred involving a school child.

WCUE Akron has taken to children's voices foi

safety, too. Instead of using state policemen to re-

cord safety announcements on long holiday week-
ends, WCUE asks the patrolmen's children to make
the appeal. The station varies other public service

announcements to heighten impact on the commu-
nity. For instance, instead of using spot announce-
ments supplied by the local United Fund agency,

WCUE asks leading entertainment stats to record an-

nouncements directed toward the needs of the local

community.

WHL1 Babylon, N. Y., keeps a watchful eye on
heavy Long Island traffic from day to day. The
WHL1 helicopter roves the airways above highways
in Nassau and Suffolk Counties. The "egg-beater"

also shows up to lend help at ground-breaking
ceremonies, dinners, luncheons and store openings.

"A person aleri is seldom hurt," said Mrs. Beatrice

Wood of Scottville, Va. For her words she won a

$25 Savings Bond from WINA Charlottesville. The
station will give out seven more bonds and a grand
prize S50 Savings Bond. Now in its eighth year, the

WINA safety campaign this year started the WINA
3-star Safety Club. For membership a listener must
send in a safet) slogan, install safety seat belts in

his car and have a fire inspection conducted in his

home.

RELIGION

The spiritual needs of the community extend far

beyond the pulpit. Radio stations offer programs of

spiritual guidance and discussion as well as live

broadcasts of sermons and worship services. These
programs make a deep impact on the community, as

evidenced by responses from hundreds of listeners

who are unable to attend churches or synagogues.

WBEL Beloit, Wise, broadcasts an unusual 45-

minute segment of religious programs each Sunday.
Two brothers, the Rev. Wendell Boyer and the Rev.

Gerald Boyer broadcast consecutive programs of re-

ligious worship. The latter's program, The Pastoral

Call, goes on the air at 7:45 a.m. and is followed b\

his brother's program, The Good News Broadcast, at

8 a.m. Rev. Wendell Boyer states that he receives

mail from listeners throughout southern Wisconsin
and northern Illinois and "We have families in our

church today who are active members because they

heard the gospel by means of radio. Rarely do I meet

a stranger in Beloit who has not heard the program.

It has been an important factor in the growth of our

church." • • •
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Radio news headlines the

products of Atlantic

Refining Company in 43

markets; builds dealer,

customer enthusiasm

U. S. RADIO • February 1961

An advertiser whose business is essentially

public service in nature often prefers to

identify himself with broadcast program-
ming that also performs a public service. Because

stations evolve individual patterns of public service

programs that are not available to other stations in

other markets, one of the most common vehicles for

a multi-market public service advertiser is news.

TWO DECADES OF NEWS
The Atlantic Refining Company, Philadelphia,

has had a large stake in radio news for more than

20 years. Although Atlantic is well-known for its

sponsorship of big league baseball, which dates back

some 26 years, its sponsorship of news knows no sea-

son, spreads through 52 weeks.

In 1961, Atlantic news and weather programs are

being broadcast by 43 stations in as many markets
(See box, p. 45) . All programs are of the five-min-

ute variety, and Atlantic uses five of them per week.

Why does Atlantic use radio newscasts?

N. W. Ayer & Son, Philadelphia, Atlantic's agency,

43



atl antic radio news

COVERAGE MAP indicates markets where Atlantic newscasts are heard. Looking at map are (I. to r.)

Bart Stoner, N. W. Ayer service supervisor, Richard Borden, Atlantic advertising manager, and Cliff

Owen, Atlantic advertising department. Atlantic markets gasoline, oil and related products in 17 states.

believes that radio fulfills seven media requirements.

They are:

1) Reach mass audience

2) Emphasize men (Atlantic programs in peak

drive-to-work hours)

3) Has market flexibility

4) Provides year-round coverage

5) Offers frequent contact with customers

6) Is public service in nature

"The decision for radio news programming," ex-

plains Bart Stoner, Ayer service supervisor on the

Atlantic account, "is based on the characteristics of

our market, characteristics of our product and the

merchandiseabilit) <>1 the program.

BROAD COVERACE

"First and foremost, ours is a broad mass market.

Every car owner or driver is a customer or prospect.

Because eight out of 10 households have one car or

more, we have a market of universal dimension.

This means our media must have broad, mass cover-

age with some special emphasis on men.

"Service station purchases," Mr. Stoner points out,

"are made by the average motorist more than once

a week throughout the entire year. Therefore, we
need year-round coverage, frequent advertising con-

tact with the consumer and programming that pro-

vides flexibility to support changing sales require-

ments.

"Since gasoline suffers from low brand preference,

the dealer is a vital factor in our sales success.

Therefore, our advertising must constantly help to

build organization enthusiasm for the company and

its products. To do this, our media must be mer-

chandiseable. Our dealers and distributors must be

able to see or hear it and to identify with it," ex-

plains Mr. Stoner.

Atlantic is a regional 17-state marketer with dis-

tribution from Maine to Florida. This regional pat-

tern makes it necessary for Atlantic to buy local pro-

gramming as opposed to network. "Radio newscasts

provide us with a flexible medium that can enable

us to meet (littering requirements in different mar-

kets,*' sa\s Mr. Stoner.

"Our business is local," explains Richard Borden,

manager of Atlantic's advertising division. "Radio is

a local medium that reaches our customers and pros-

pects market by market."

About three years ago, Ayer initiated a weather

almanac feature on these shows and instructed all

stations to provide a detailed weather report as a

wind-up to the news. The reason for this, according

to Mr. Stoner, was to make some tie-in with Atlan-

tic's sponsorship of television weather programs in

other markets.

As for merchandising and promotion tie-ins with

radio advertising, the agency does encourage local

newscasters to visit Atlantic dealers in their area.

The newscaster or salesman may also attend Atlantic

sales meetings. An important dealer impact is made
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by die stat ion when ii spearheads campaigns l>y

sending letters to dealers reminding them of upcom-

ing changes in the advertising.

COPY PLATFORM

Copy for Atlantic newscast commercials leans to-

ward the institutional. Usually after a soli-sell intro-

duction, the commercial gives some informative Eacl

about engine performance and characteristics of At-

lantic gasoline. Commercial time runs 50 seconds on
the newscast, in addition to an opening and closing.

Here is an example of a recent commercial for At-

lantic Imperial:

In just a few short months, hundreds
of motorists from New England to Flor-
ida have gotten into the habit of
making their gasoline stops at the
Atlantic Imperial pump. In fact,
Atlantic Imperial has become a big
seller in the East ! And there's a big
reason for the popularity of this
quality gasoline. Atlantic Imperial
gives you everything you expect from
a premium gasoline . . . then goes on
to give you something more. It cleans
your carburetor as you drive, and
keeps it clean ! This is important
because harmful deposits that form
around the throttle plate in the car-
buretor can cause rough idling, stall-
ing and gasoline waste. But continued
use of Atlantic Imperial gasoline
washes ' em harmlessly away

, generally
in just a few thousand miles . . . and

this same cleaning action keeps new
deposits from forming again. I hope
you're using Atlantic Imperial gaso-
line—to keep your car on the go !

BASEBALL CAMPAIGN
In addition to the broad reach ol Atlantic's 52

week news broadcasts, the company sponsors radio

baseball to further heighten advertising pressures

dining the peak summei driving season. A total "I

I 10 radio stations carry the "Atlantic Keeps Vbui
Car on the Go!" slogan throughout the baseball

season.

In keeping with Atlantic's distribution, the com-
pany takes sponsorship of the games ol the Phila-

delphia Phillies, the Pittsburgh Pirates, the Boston
Red Sox and the New York Yankees.

"While all of these 110 stations do not carry a

complete schedule (some are daytime-only stations,

some do not carry weekday games) ," Mr. St oner ex-

plains, "we feel that essentially we deliver a lull ma-
jor league schedule in all radio markets.

"Again, we look on baseball as public sci\ice pio-

gramming of a sort. It fully meets the media cri-

teria that our radio news programs fulfill," he ob-

serves.

Both Ayer and Atlantic are convinced that the

public service approach to sponsorship works. The
news and weather programs provide vital informa-

tion for listeners who are on the go. And the refin-

ing company hopes that by associating with this type

of program, the listener will be on the go with

Atlantic. • • •
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ATLANTIC'S RADIO NEWS MARKETS
Asbury Park, N. J. .... ...WJLK
Asheville, N. C. ...WWNC

Bloomsburg, Pa. . _ WCNR
Bradford, Pa. . _AVESB
Bridgeport, Conn. . _.WICC

Charlottesville, Va. .. ...WELK
Columbus, Ga. .. WRBL
Cordele, Ga. ...WMJM
Corning, N. Y. _. ...WCLI

Fayetteville, N. C. _ WFNC
Fort Valley, Ga. .. ...WFPM

Hazelton, Pa. .. .. WAZL
Hornell, N. Y. _ . WLEA

Jacksonville, N. C. AVJNC
Jamestown, N. Y. . . WJTN

Kingston, N. Y.

Liberty, N. Y.

WKNY

WVOS

Paterson, N.
J.

. WPAT
Peekskill, N. Y. .. . .WLXA
Pocomoke City, Md. . _WDMV
Poughkeepsie, N. Y. WEOK
Sharon, Pa. . V\ PIC
Sunbury, Pa. _ \\ KOK

Valdosta, Ga. WGOV

Georgetown, Del.

Glens Falls, N. Y.

WJWL
WWSC

Morristown, N. J. WMTR
Mt. Jackson, Va. .. ...WSIG

Newark, N. J. ...WNTA
New Brunswick, N.

J._._
...WCTC

Newburgh, N. Y. _. _ WGNY

1 Harrisonburg, Va. WSVA
Oil City, Pa.

Olean, N. Y.

WKRZ
AVHDL

Warsaw, Va. _ ...WNNT
Washington, D. C. _ \\ RC
Washington, N. J.

...WCRV
Waycross, Ga. . _.WAYX
Wellsboro, Pa. . ...WNBT
Wellsville, N. Y. _ WLSV
Williamsport, Pa. . ._WWPA
Wilmington, N. C. . WMED
Winchester, Va. WINC
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question
and answer IS

E
THE QUESTION: A New York or Chicago buyer can request copies of newspapers in outlying

markets to judge framework for his ad. Similarly, he may watch network
tv to learn of programming changes that occur in other markets. How can
the buyer best keep up on programming changes in radio?

Edward Koehler is an associate media

director for BBDO Inc.. New York. His

comments follow those of Richard

Olsen, DCS&S, New York, who ap-

peared last month on this subject. Mr.

Koehler feels thai ratings alone do not

tell enough of a station s story. He lists

here other factors important to a buyer.

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM

EDWARD KOEHLER ANSWERS:

Spot radio is probably the

most diffic ult medium to pur-

chase properly due to the

constantly changing program for-

mats, lack of qualitative data and a

general lack of agreement between

rating services.

The space buyer can request cop-

ies of local newspapers and Sunday

supplements in order to evaluate the

editorial climate that his advertising

message will be exposed to and also

check for color reproduction. Spot

television can be more easily defined

because of network adjacencies and

generally superior audience data.

The timebuyer based in New York

has a somewhat more difficult posi-

tion in evaluating programming for-

mats of stations many miles away.

The broadcast buyer of today has

a wealth of market data available to

him. However, his selection of radio

stations must be based upon cover-

age patterns, audience composition,

programming formats and station

personalities. Obviously, the best

u a\ to become acquainted with radio

stations is through a succession of

field trips. However, this is an ex-

pensive and time-consuming opera-

tion and most broadcast buyers do

not get the opportunity to travel.

Since the buyer must obtain this

necessary data, he can secure first-

hand information to bring the add-

ed dimension of qualitative judg-

ment to the spot radio buy. Program
tapes of almost all stations can be

secured, which will give an indica-

tion of the station's programming
format and the salesmanship of its

personalities. A buyer can also util-

ize the knowledge of the station rep-

resentatives. For the most part, a

good representative salesman knows
his markets like the palm of his

hand. He can also tell you things

which statistics cannot begin to re-

veal. Additionally, he knows which
local radio personalities can draw
the type of listeners you want to

reach.

From time to time, station per-

sonnel make periodic visits to New
York City to acquaint buyers and

other agency decision makers with

the profile of their stations. These
presentations can afford buyers first-

hand knowledge on the type of radio

stations they will be purchasing.

Ratings are only one quantitative

measurement. They do not tell you

what kind of audience you are reach-

ing or where the audience is located.

In addition, they do not tell you
anything about the value of a given

local station personality, his selling

power and so on. Ratings and cost-

per-thousands are fine, but these

alone are not the complete answer

in making a good spot radio buy. In

some markets, many stations are re-

quired to provide strong reach. In

others, one or two strong, well-estab-

lished stations can do the job. Wise
selection of stations and schedules

requires evaluation of all pertinent

quantitative as well as qualitative

tacts for each market.
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Here's why

50,000-watt

WHO RADIO
belongs on any list

of 14 or more

largest radio markets!

R1ETAIL spending in Metropolitan Des Moines

accounts for only 11% of Iowa's total. All

ight of Iowa's Metro Areas, combined, account for

inly 36% of retail sales.

IOWA POPULATION-DOLLAR DISTRIBUTION

Population

% of State

Population est

% of

State's

CSI

Retail

Sales

($000)

% of

State's

Sales

Des Moines

Metro Areas 284,200 9% 581,160 12% 401,903 11%

Iowa's 8 Leading

Metro Areas in-

cluding Des Moines 943.600 33% 1,832,792 38% 1.259,097 36%

Remainder

of Iowa 1,904,400 67% 2,975,489 62% 2,286.754 64%

75% of Iowa's total retail spending is done in

areas in which WHO Radio has an NCS No. 2

circulation of more than 10%.

This circulation covers 800,000 Iowa homes.

There are only 13 markets in America in which any

radio station gives you larger circulation. Or more

buying power.

We know you know these facts. What about the

less experienced people who may help (or hurt)

your station-selections? We would be delighted to

have the name of anybody who should know the

realities about radio-listening in Iowa. Write us,

or PGW!

WHO
for Iowa PLUS!

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

Peters, Griffin, Woodward, Inc., Representatives
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focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land

INGEMAR JOHANSSON (I.) heavyweight challenger,

talks over his rematch with Floyd Patterson on March

3rd, with Robert Pauley, v. p. in charge of the ABC
Radio Network. ABC has sole coverage of the fight.

TENNIS CHAMPION Althea Gibson serves up a song at the fifth

annual children's party sponsored by WCHB Detroit. The party held

at the downtown Fox Theatre was attended by 6,500 children. Miss

Gibson is now a sales representative for Tip Top Bread which spon-

sors "Topettes" (with Miss Gibson) a junior song and dance team.

WHO SNEEZED? asks WKY Oklahoma City

program manager Danny Williams. Whoever
did sneeze brought down a stack of 140,000

mail response cards that had been sent to the

station as part of a promotion to determine the

most popular principal in Oklahoma's schools.

Winner was named "Principal of the Year" and

received trophy as well as $100 for his school.
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WELCOMING the Weather Bureau to its new headquarters in the RCA
Building in New York, WNBC presents retiring weatherman Ernest J.

Christie with a trophy during the Bill Cullen Show broadcast from the

Bureau's quarters. With them is G. S. Dietrich, WNBC station manager.

REMINISCING over the past 30 years of sponsorship on WKZO
Kalamazoo are Frank Ryan (I.) of the Kalamazoo Laundry Co. and

John Fetzer, president and owner of the station. The laundry

company is the station's oldest sponsor, according to Mr. Fetzer.

PRETTY PAT ENNIS is helping the Keystone WINNER of Cleveland's "Postman of the Year" award is John Voro-

Broadcasting System Inc., Chicago, observe its bel, shown here receiving a $100 bond from WHK personality Eddie

21st anniversary at New York's (that's right) Clarie. Assisting with the happy ceremonies is Nelson Sundermeier,

21 Club. She is New York branch office mgr. who is the president of the Cleveland Letter Carriers Association.
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"Me look

worried,

I Mrs. Grymczyk?

With competent ,
strategically placed

information in SRDS
YOU ARE THERE

Selling by helping people buy.

"Well, if I do it's because I ant worried.

"You see I run the promotion that puts acrosst

basic impression of our medium to advertisers

It does, too — gets us business.

"But that's just the basic impression. We've g

at least nine other reasons why advertisers

should go along with us. Sure, our salesmen

may have mentioned them all at various timi

but how much will buyers remember
when they're ready to buy?

"I've got the awful feeling that advertisers

all over are buying our competition for some
of these other reasons when we actually have

better values to offer on the same points. I cai

put all of them in our impression promotion —

how am I gonna' tell them? See what I mean?

"I'm not sure I do, Mr. Jones. But I do know
this — I clean two agency offices in this buildin

and very often when those men are working

late, they're always looking things up
in a book just like that."

"Oh, that! Standard Rate. Sure, we have
an ad in there with our basic im
HEY. . . wait a minute! . . .

"That's it, Mrs. Grymczyk! That's the place U

put all our good points. Every last one of them

Why I can anchor my whole story here where a

our prospects have to look before their scheduli

are frozen. Thanks a million, Mrs. Grymczyk.'

Standard Rate & Data Service, Inc.

the national authority serving the media-buying function

C. Laury Botthof, President and Publisher
5201 OLD ORCHARD ROAD, SKOKIE. ILL —YORKTOWN 6-8500



hometown USA
• Commercial Clinic

• Station Log

• BPA Memo
(Local Promotion)

• Radio Registers

Establishing

Station

Identification

Study probes factors involved

in creating and sustaining

local station individuality

Do listeners really distin-

guish between the sounds of

various stations? What do
listeners expect from radio in return

for their attention? What do listen-

ers recall vividly about commercials?

These and similar questions that

relate to the area of qualitative re-

search have resulted in a study made
by Creative Research Associates of

Chicago. CRA feels that though its

findings are not meant to be applied

to any market as a standard of im-

age strengthening, they may offer

some solution to the problem of

bettering the stations rapport with
its audience.

Irving White, co-director of CRA,
has placed a great deal of emphasis

upon radio's potential as, in his

terms, a relationship device. "The
way in which radio can affect the

listener's behavior," says Mr. White,

"is, in the final analysis, a far

more penetrating consideration than

whether its sound has managed to

fall on a listener's ear."

The survey was conducted in the

homes of 100 Chicagoans comprising

a stratified random sample. Basic-

ally, this involved 30 men and 30

women in the upper-lower and
lower-middle social brackets (rang-

ing from skilled workmen and fore-

U. S. RADIO February 1961

men to minor white collar, small

retailers, etc.) and 20 men and 20

women in the middle and upper-

middle brackets (professionals, busi-

ness executives and managers, etc.)

The age range was from 18 to 55.

In the Chicago area there are 13

am and 17 fm stations, Mr. White
notes. In order to have listeners dis-

tinguish one station from another,

he explains, stations will have to es-

tablish individual patterns of sound,

innovate original programming and
strive to get away from the "typi-

cal" announcer and disc jockey per-

sonality. A station must convey its

character to the public. "It must,"

(Cont'd on p. 59)
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commercial
clinic

How a Major Agency Creates

And Produces Radio Commercials

A client walking into BBDO Inc.,

New York, to approve music and

copy lor a new radio commercial

would have a surprise if he weren't

wise io ihe \\.i\s ol die agency's pro-

duction stall.

He would first go to the account

executive's office (no surprise here).

Together they would wend their

w.i\ through the mammoth agen-

cy's corridors to the elevator, from

whence they would alight on the

10th Moor. Then they would work

their way through a long hall, past

high shelves ol tapes, cutting rooms

and storage bins.

Finally they would enter a room
where a young man in his 30's sits at

a piano. After introductions, the

client would sit back and listen as

the young man bangs out some tunes

for a new commercial, much in the

fashion of an old Tin Pan Alley

song-plugger.

And this is the way main of

BBDO's radio commercials with mu-
sic have been born during the past

fi\e years. The man at the piano is

Ben Allen, writer-producer, who has

a professional scorn for the word
"jingle." "It's a degrading term,"

he says, "but for lack of something

better, I call a spot a musical com-

mercial." He has an equal distaste

for the label "jingle writer," and

feels more at home with the phrase

"music-oriented advertising man."
BBDO, he explains, is one of the

few major agencies that creates both

music and words for its clients.

Most firms farm the work out to

independent production companies.

Fully 99 percent of BBDO commer-
cials are born under the agency's

roof, he points out, which is a high

batting average along Madison Ave-

nue. "Writers in outside firms are

actually advertising-oriented musi-

cians," Mr. Allen defines, "with an

approach to creating a commercial

that is somewhat different from an

agen< y man's."

His own work philosophy makes it

mandatory to start working on the

words ol a commercial before com-

posing the music. "After all, the

advertising message is mote impor-

tant. Without it you begin to

wander all over the place."

Woids are supplied by the copy

department. They may be the final

words used lot the jingle: and they

may be "ground words," symbolic of

a theme that must be carried out

but can be (hanged. II Mr. Allen

comes up with some phrases that

put the theme across more effec-

tively, the original words are thrown

out and he starts from scratch.

piiiliiiiiiiiiiiiiMiiuiiiiiiuiiiM

10 Best Radio
Commercials, 1960-RAB

ijBudweiser

B D'Arcy, St. Louis

( ihun King

BBDO, Minneapolis

Fold

/. Walter Thompson, Detroit

|L k M
I Dancer-Fitzgerald-Sample, N. Y.%

jjLucky Strike

BBDO, New York

(Nescafe

J William Esty, New York

INorthwest Orient Airlines

m Campbell-Mithun, Minneapolism

ISchlitz

g /. Walter Thompson, Chicago g

Winston

| William Esty, New York

(Wrigley's Doublemint

1 Arthur H. Meyerhoff, Chicago g
illlllllllllllllllllllllllllllllllllllllllllllllllllll^ S

I he latest radio commercials to

come from the BBDO team were
done lor the Pepsi-Cola Co., an ac-

count the agency acquired last year

from Kenyon & Eckhardt Inc., New
York. The successor to the "Be Soci-

able" theme takes its keynote from

t he phrase, "Those who think young."

Mr. Allen did not get a crack at

doing original music for this one,

but tinned in his own arrangement

of "Makin' Whoopee." The key four

lines from the commercials, which
go on the air across the country by

February 15, are these:

The lively crowd today
agrees
those who think young say,
"Pepsi please !"

They pick the right one,
the modern light one,
now it's Pepsi—for those
who think young !

Mr. Allen picked his own talent

for this commercial, which he nor-

mally does anyway. His "discovery"

for the Pepsi spots is Joanie Som-

mers, a 19-year-old jazz stylist from

the West Coast. She sings the hi its

for the spots, and will be promoted

by the agency as "The Little Pepsi-

Cola Girl."

The music for the Lucky Strike

cigarette commercial, "Remember
How Great A Cigarette Used to

Taste," is a creation of Mr. Allen.

It rated the number five spot in the

list of the "10 Most Effective Radio

Commercials" selected by Radio Vd-

vertising Bureau (see box). He also

wrote and produced the Campbell

Soup "Good Things Begin to Hap-

pen" melody and the music for the

local New York Yellow Pages spots.

Also among his credits is the music

for the "Miss America" song, made
famous by Bert Parks' annual rendi-

tion. • • •
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Station log

* News:

|i tailing witli its own staff, WINF
Manchester. Conn., is laying the

,
i groundwork for the community's ap-

,

>reciation ol good music. Staff mem-
jMers are going to class one night a

;V
Hveek for 15 weeks to sharpen their

(

Appreciation of good music and im-

I >rove their news reporting. Music

> Ilppreciation teacher for the course is

jlohn Gruber, former piano soloist

lf
Bvith the Boston Symphony Orches-

tra. According to John Deme, man-
uiftger, WINF's emphasis in program-

fining has been on cultural programs

I,

find quality music,

j

Another station devoted to the

upport of "culture" in the commu-
ijliity, WHEB Portsmouth, has do-

Inated more than 3,000 classical rec-

f.B>rds to the University of New Hamp-
shire. Along with the records,

I /alued between $8,000 and 1 10,000,

vent a complete file catalog. Ac-
>e|hording to general manager Harold
IT Segal, the library holds instru-

mental, choral, vocal and operatic

Selections including some that may
I je collector's items.

In other news, KMA Shenandoah,
la., reports it helped locate five

fcivil Air Patrol cadets lost on a 100-

ftnile survival training hike. The
.CAP lost contact with the hikers on
the fourth day of the trip. KMA
broadcast the approximate location

mol the group: listeners spotted the

team and reported their exact where-

labouts in time for arrival of emer-

gency food rations.

Programming:

{(Changes and advances in technology

lllhave prompted WRC Washington to

yiadd a new five-minute feature, "En-
iflgineering Reports," to its program-

ilming. Tailored to the interest of

tithe general audience, as well as pro-

lelfessional engineers and students, the

!i I program is aired each weekdav mor-
Ining at 7:35. The report is delivered

in news style, featuring capsules of

articles in technical, semi-technical

and professional publications. Mar-
quardt Corporation, Van Nuys,
Calif., sponsors the program on
WRC and stations in Los Angeles
and Ogden, Utah.

CKGM Montreal has increased

discussion and commentary pro-

grams, excluding news, to 10 hours
a week. The move is part of long
range programming changes which
include late evening musical seg-

ments with a maximum of two com-
mercials during a half-hour. On
the news side, CKGM editorials on

local issues were increased from four

to eight per day. The station also

airs eight editorials a day on na-

tional and international matters.

Three Florida stations are pro-

gramming a six-times-weekly wrap-

up of Canadian news, weather,

sports and market reports for Cana-

dians wintering in Florida. The re-

ports are broadcast direct from

Toronto to WGTO, Cypress Gar-

dens, WGBS Miami, and WOXO
Daytona Beach.

Public Service:

Considering their community a

likely target for nucleai attack lo-

calise it "literally sits under the

guns of Strategic Air Command
Headquarters," K.BON Omaha offi-

cials last month decided to combat
community apathy to Civil Defense

shelter program. The station spon-

sored a "Scramble for Shelter" con-

test with top prize a fully stocked

fall-out shelter. To all entrants in

the contest, the Omaha Office of

Civil Defense sent a pamphlet giv-

ing instructions on how to build and
stock a fall-out shelter.

Direct reports from the North
American Air Defense Command at

Colorado Springs will be broadcast

as a public service by KGB San

Diego. The station reports that

every 86 seconds an aircraft pene-

trates the North American Air Space

from an Asiatic or European air-

port. NORAD's job is to make sure

not one of these thousand daily

penetrations are hostile. The show
will be aired every second and fourth

Monday of the month over KGB's
7:30 a. m. news. • • •

WINNER of the Greater Trenton Symphony Audition on-the-air, sponsored by WTTM
Trenton and Nationwide Insurance Co., is Pfc Salvatore J. Pusateri, shown receiving

a $250 award. (I. to r.): Maj. Marcus Bottorff of Fort Dix; Private Pusateri; Mrs.

Mary G. Roebling, president of the Trenton Symphony; Byron L. Davis of Nation-

wide; Albert W. Wassell, chairman of the Symphony's Awards Committee and Glenn

Jackson, resident vice president and general manager of sponsoring station WTTM.
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BPA memo

BPA Promotion Budget
Survey Shows Increases

The new Broadcasters' Promotion

Association president, John F. Hurl-

but ol WFBM Indianapolis, has re-

leased the results of a promotion
budget survey conducted recently.

The survey shows that broadcast

stations will be spending record

amounts on promotion in 1961.

The over 350 member stations re-

ported budget increases in 63 percent

ol the stations, with an average in-

crease of 18. 3 percent. According to

Mr. Hurlbut, both radio and tele-

vision stations are following similar

patterns. It was noted that radio's

average budget increase was slightly

higher than that of tv; however, the

percentage spread between the two

media is only 1.3 points. Ol the sta-

tions reporting, (>2 percent stated

their budget increases will be used

in the areas of audience promotion
and image building. Increased sales

promotion accounts for 18 percent of

the budget increases, and additional

trade paper advertising for 15 per-

cent.

Of the stations surveyed 31 percent

will maintain their 1960 promotion

budget levels, but 81 percent of these

stations had increased their budgets

during that year.

On January 7, the BPA board of

directors met with President Hurl-

but in Indianapolis to outline the

coming year's program. Items on the

board's agenda included the publi-

( at ion of an "idea book" to be edited

by Bruce Wallace of WTMJ Milwau-
kee. "The book,' says Mr. Hurlbut,

"will incorporate highlights of the

promotion and merchandising ideas

garnered from monthly bulletins

published by BPA since its organi-

zation. Distribution by May will be

confined to new and present mem-
bers, associate members, affiliate

members and those colleges and uni-

versities with whom BPA is cooperat-

ing in classroom promotion and pub-

lic relations training."

The board also determined to in-

tensify its membership campaign to

effect an increase of associate mem-
berships among agencies, represen-

tatives and clients. Heading the vot-

ing and affiliate membership commit-

tee is Jim Bowermaster of the WMT
stations, Cedar Rapids, la., while

Ken Chernin of the Triangle Sta-

tions, Philadelphia, is head of the

committee recruiting associate mem-
berships. Other board action in-

cluded approval of the current

operating budget of over 813,000,

which will be reviewed at the June
10 board meeting at the Waldorf

BPA BOARD holds first meeting of 1961. Seated (I. to r.): Kenneth Chernin, Triangle Sta-

tions, Philadelphia; John F. Hurlbut, WFBM Indianapolis (president); Gene Godt, KYW-TV
Cleveland; Harvey Clarke, CFPL London, Ont. (second vice-president); Don Curran, KTVI

St. Louis (first vice-president). Standing: Caley Augustine, WIIC Pittsburgh; L. Walton
Smith, WROC-TV Rochester; Jim Bowermaster, WMT Cedar Rapids, la.; Heber Darton,

WHBF Rock Island, III.; Clark Grant, WOOD Grand Rapids, Mich, and Bud Sullivan,

KYW-TV (secretary-treasurer). Board recently met with President Hurlbut in Indianapolis.

Astoria hotel in New York City

authorization of study on manpowe
requirements in the promotion fields

expansion of BPA's cooperation witl

colleges and universities teaching

promotion; continued cooperatioj

with the national Junior Achieve

ment and the creation of a liaisoil

with the National Association o

Broadcasters, the Radio Advertising

Bureau and other broadcast associa

tions.

Dan Bellus and Jim Mullen, oil

Transcontinent Television Corporal

tion and WCBS New York, respec

lively, reported to the board on arl

rangements for the 1960 BPA con

vention to be held at the Waldorf
Astoria in New York on Nov. (i, /

and 8 with registration scheduled

for Nov. 5.

Appointments to the BPA bulletin

were made recently by President

Hurlbut. They are, Paul Woodland
of WGAL Lancaster, Pa., editor-in

chief; Arthur Garland of WGY and

WRGB Schenectady, N. Y., merchan
dising editor, and H. Taylor Vaden
of WJZ-TV Baltimore, who will

handle the sales promotion news.

Free Tickets to Broadway
Show Spark Promotion

The opportunity to see a Broad

way show as a guest of WNEW New
York led to the biggest audience

promotion in the station's history

In the three weeks that the promo
tion was run the station reports it

received 188,822 cards, the largest

mail response to date. (The previous

record, according to the station, was

154,087 entries for a 1959 contest

that featured transistor radios as the

prizes.)

The show for which contestants

were vying was the current musical

success, "Do Re Mi." Months before

it opened the station purchased 200

orchestra seats worth SI,800 for the

December 30 performance. During

the promotion WNEW7 ran two an-

nouncements an hour utilizing sta-

tion personalities and Broadway

stars, William Bendix, Ethel Mer-

man, Elizabeth Seal and Phil Silvers,

the star of "Do Re Mi."
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Ration Offers Pittsburghers

omplctcly Furnished House

I! A three bedroom house valued .11

fc 8,500, plus f 15,000 worth ol Eur-

Ishings was ollcred as first prize iu

Ireceni KDKA* Pittsburgh contest.

CiBhe promotion, part of i lie station's

Ith anniversary celebration, ran for

ght weeks and drew approximate-

50,000 entries. Each week a difEer-

lijil "sound charade" was played and

jti
(

iteners were asked to identify the

unds and then complete a 25-word

itement on "why they would like to

ve in the Big K Birthday House."

eekly winners were awarded an

>pliance starter set. On one Sunday

iring the contest, KDKA held open

nise at the home; over 3,000 listen-

s came to inspect and share coffee

id dougnuts with station personali-

es.

HOMETOWN, U. S. A.

i in

lis)

i

isti

od

riday the 13th is Lucky Day
or Binghamton Housewife

o prove that Friday the 13th isn't

unlucky day for everyone, Dick

irby, WNBF Binghamton, N. Y.

sk jockey offered his listeners the

jportunity of winning a stereo hi-fi

lit valued at $200.

On his all-night show Ar/»7//.sr>//>/<7,

r. Kirby announced that the person

ho could guess the temperature at

00 a.m. on Friday, January 13,

)61, would become the proud own-
of the above mentioned stereo set.

he "Wither-the-Weather" contest

hich ran over a two week period

suited in a mail response of around
)0 entries.

The temperature turned out to be

5 degrees and the winner was Mrs.

enry Bartnicki of Binghamton.
But the story doesn't end here,

he station made arrangements for

Irs. Bartnicki to receive her prize at

er home the following Sunday,

/hen Mr. Kirby arrived for the pres-

tation, he found that the Bart-

icki's, their friends and relatives

ad arranged a full-scale Polish "wel-

i(1
l)ming party" complete with a three

lyer chocolate cake, homemade
umpernickle, kolachki's, polish sau-

ige and many salads. Somehow, in

le midst of all the festivities, Mr.
irby managed to get Mrs. Bartnicki

) receive the reward via a remote
roadcast from the station's news
ruiser. • • •

*Denotes stations that are members of
BPA (Broadcasters' Promotion Association)
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MAGAZINE

The Doane Agricultural Digest a subsidiary publi-
cation of the Doane Agricuturay Service Inc., St.
Louis, a farm management organization specializ-
ing in appraising and agricultural research, ran
a four-week campaign on WMT Cedar Rapids, la., to
promote circulation. Using early morning farm pro-
gramming with one-minute spots and a 10-minute pro-
gram the last week of the drive, the digest sold 589
subscriptions, according to the station.

I HOME-SIDING
i

Sales increases resulting from participation on
the "Party Line" show over WFDF Flint, Mich.,
were the incentive for the McLain-Powell Distribut-
ing Co. , distributors of aluminum and stone sid-
in, to sponsor the "Magic Four Hours" promotion
with the station. Sales results, according to
Maurice V. McLain of the company, "gave us a mar-
gin of profit nothing short of phenomenal in our
business. We closed 12 complete home-siding jobs
directly, and we are continuing to experience the
advantage the promotion gave us."

I

TRAVEL SERVICE

Using radio as its single advertising outlet, the
Doug Fox Travel Service of Seattle, Wash., estab-
lished 17 reservations to Europe in an eight day
period. Mr. Fox placed all of his advertising in
the hands of KTIX. The Seattle station reported
that on a weekly expenditure of $50, the account
grossed close to $20,000.

APPLIANCE DEALER

Taking advantage of the WBRN Big Rapids, Mich.,
"Horn Blowin 1 " promotion package, a local appli-
ance dealer sold nearly $20,000 worth of merchan-
dise on the three days of the campaign. Basically,
the "Horn Blowin'" package consisted of 50 spots
used over a four or five-day period and six hours
of broadcasting direct from the sponsor's place of

business. Whenever the sponsor "tooted" his horn,
someone in the store received a special merchandise
prize

.
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In Rochester, N.Y.J

People Are
Switching

FROM

"r/«£0" RadioJ

WVET
1280 KC

• FOR MUSIC THEY LOVE
• NEWS NAMES THEY KNOW
• COMPLETE NEWS COVERAGE

BASIC NBC AFFILIATE

WVET RADIO, Rochester 4, N.Y

. Nat'l Rep.: Robert E. Eastman & Co., Inc

: RADIO
KBIG minutes "click"

for advertisers. New P^^^
persuasive personalities ^fl^^
like Joe Niagara, » m
Jim O'Leary, and Bob _
Gage pack more

sales power into every ^^^j
commercial. ^^^^
Quote: Alpine Cooler

campaign on KBIG an

unqualified success .. .
""*»«^

20% sales increase .. . ^^^^
no other ^^^B
advertising used.

Quote: Response to

Arrowhead-Puritas Water

campaign on KBIG ^ ^
immediate and

unmistakable . . . proves ^^^^
So. Calif, listens

alertly to KBIG.

Use KBIG, Radio Catalina

... the economical

sales force for all

Southern California . .

.

740 kc/10,000 watts.

JOHN POOLE BROADCASTING CO., INC.

6540 Sunset Blvd., Los Angeles 28, Calif.

Hollywood 3-3205

National Representative: Weed Radio Corp..

report from RAB

Most New Yorkers Heard

Collision News on Radio First

A recent stud) commissioned by

Radio Advertising Bureau reveals

again the breathtaking speed with

which modern communications me-

dia inform the public. On Decem-
ber 16th, w hen I WO ail liners collided

over New York in what was the

greatest aii disaster in history, more
than eight out ol in households in

the New York area were aware of

l lie tragic news event within four

hours of the tragedy.

Immediate Survey

Within hours after the planes col-

lided over Staten Island, RAB com-

missioned R. H. Bruskin Associates

to start a same-day survey to meas-

ure accurately the time it takes peo-

ple to learn of a major news event.

The survey also sought to determine

h\ what means households firsl

learned ol the crash, and by what

media they followed the tragic news

as il happened.

The survey, made through ran-

dom phone calls placed on the after-

noon ol the fateful crash, covered

596 households in the New York

metropolitan area. It revealed dra-

matically the tremendous number of

homes that are reached in less than

a single day by radio. The survey

showed: More than half of all house-

holds (55.9%) either first heard

about the dash on radio, or turned

to ladio that day for additional

news. Among the more than eighi

out ol 10 families who were aware

ol the disaster that day, 56.2% knew

about it first through radio.

Ol the remaining households who

knew about the dash: 31.2",, fv>t the

flash first from television; 1.2"',, got

the tragic news word-of-mouth; anc

only 2.4% read the front-page stofl

In si in then newspapers.

In addition, the survey document1

not only the speed and flexibility ol

radio, but also its position as a newi

medium people tuin to with trust

1 1 revealed that 27.5% of those wh.6

Insi heard of the disaster by othei

means (television, word-of-mouth

newspapers) turned their radio set;

on for a more graphic and compre

hensive account of the raging lire

and mounting death toll the col

lision left in its wake.

Already Listening

States RAB: "It is significant thai

a large number of households were

already listening to radio on whal

started as a typical Friday morning'

It is obvious from these facts that— :

because of this tremendous audience]

—radio can alert a high percentage!

of the local population in a rej

markably short time." • • •

RAB ANNOUNCES MAJOR CASH AWARDS—
FOR COMMERCIAL CREATORS

For what RAB believes is the first time in history, creators of

radio commercials can win major awards in 1961. Incentive

awards of $1,000, $500 and $250—according to RAB the biggest

such jackpot currently offered specifically for excellence in crea-

tive advertising—will be given by RAB to the man most responsi-

ble for the best new commercial produced primarily for radio in

1961. RAB president Kevin B. Sweeney, in announcing the

awards, said that the ground rules of the contest—covering

eligibility, time limit—will be circulated among the nation's

advertisers and agencies within the next few months.
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eport from
epresentatives

GW Studies Lack of Research

Area of Spot Penetration

lie constant problem, how to get

ivertising's leading accounts into

ot radio, has been given a thorough

)ing-over by the representative firm,

eters, Griffin, Woodward Inc. For

lonths the firm's radio sales devel-

Dment department, under the di-

:ction of C. L. Richards, has been

mibing the advertising woods for

lutions to the problem. Special

leetings were held with agency per-

>nnel in the account, media, re-

arch and creative departments.

In dealing with advertising's "(le-

sion makers," PGW correlated sales

[xhniques as they applied to indi-

idual station programming concepts

i til specific product requirements.

\ typical example of the problem,"

ys Robert H. Teter, vice president

i charge of the radio division, "is

lat of getting major advertisers such

> the soap companies to use spot

bo as an integral part of the over-

11 effort.

"We think we have come up with

le key to the problem," continues

[r. Teter. "Stated simply, the spot

idio industry has not been talking

le marketing man's language. We
ave probed deep enough at the ad-

ertiser level to know that the main
sue is 'what medium can best pene-

ate (or reach) a market at an eco-

omical cost.'
"

The main points of the problem,

ccording to PGW are:

Industry material has dealt only

with radio's total audience,

rather than the kind of specifics

needed for planning purposes

by an advertiser.

Television being a basic medi-

um, most large advertisers and
agencies have invested heavily

in reach and frequency anal-

yses for television but little for

radio.

The large advertisers know tele-

vision is a big reach medium,
but with little or no data avail-

able for spot radio, their image-

has been that of low reach and,

as a result, have ignored the

medium.
Once the basics of the problem

were realized, PGW distributed data

collected in a 100 market penetration

study made by the A. C. Nielsen Co.

Reaction to the study entitled, "Spot

Radio's Penetration," has been ex-

tensive and favorable, according to

Mr. Teter. "Comments like 'this in-

dicates a bigger reach than we had
thought possible for the medium'
are typical. One large agency, tradi-

tionally a light user of radio, is con-

ducting a major radio study on be-

half of its largest client as a result

of PGW findings in the study." But,

warns Mr. Teter, "the industry must
do more." Specifically, he means:

• Radio research firms must find

a way to provide the same type

of information and in as many
markets as they currently do
for television and at a price the

stations can afford.

• Radio research firms must also

find ways of pinpointing quali-

tative factors for individual sta-

tions. . . size of household, age

and income of head of house-

hold, product usage by house-

hold and so on.

• Industry, organizations, repre-

sentatives and stations must
develop information to show
marketing men how spot radio

is the ideal mix with television

. . .how the medium can put

greater frequency into the low-

viewing television homes.

"While the often-voiced com-
plaints relating to rates, over-com-

mercialization and difficulty of buy-

ing are factors," concludes Mr. Te-

ter, "they are subordinate to the

main issue. Once the advertiser be-

lieves he can penetrate markets deep-

ly and sell merchandise . . . these is-

sues will fade into limbo." • • •

Review, please,

the latest survey

of your choice:

Nielsen (Louisville Metro

Area, July-Aug., 1960)

HOOper (Oct.-Dec, I960)

PulSe (Louisville Metro

Area, Nov., I960)

Trendex (Uuisviiie, Aug.

24-28, 1959)

Verifax (Uuisviiie, Oct.,

I960)

COillan < Louisville, Nov.,

1960)

The largest

unduplicated audience

in the

Louisville Metro Area

belongs to WKLO*
Need we say more?
'Nielsen, July-August, 1960

see

roberl e.

csstinan & CO., inc.

Other Air Trails Stations:

WING, Dayton, 0.

WCOL, Columbus, 0.

WIZE, Springfield, 0.

WEZE, Boston, Mass.
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NOW we can offer you

PROVEN
RESULTS*

with these

TELE-BROADCASTER STATIONS

report from

\in Hartford •

(CONNECTICUT) WPOP
\in Kansas City-

I'N Los Angeles-
(SPANISH LANGUAGE
MARKET)

KUDL
KALI

I'N San Francisco-
(SAN MATEO) KOFY
KBH I BECAUSE WEDSIK19 PROGRAM TO
iilBfl 1 PLEASE LISTEN-

M11'|''M IT 1 1

ERS AND TOB . ]i!'l!MtilM PROMOTE SALES

For facts & figures CALL

A TELE-BROADCASTER STATION

3
LOCAL RADIO

STATIONS IN 1
That's what you get
when you buy time on

BIG 5,000 -WATT

WFHR
WISCONSIN RAPIDS

with full time studios in

MARSHFIELD AND

STEVENS POINT
BIG Coverage at Lowest Cost-

Per-Thousand ... 20 Years of

Local Radio Service

WFHR
WISCONSIN RAPIDS, WISC.

Phone HA-3-7200
Represented by Devney, Inc.

Expanding Media Services Change
Relationship of Sellers and Buyers

As the media department's role in

the advertising agency becomes in-

creasingly expanded, niajoi develop-

ments have occurred in the broadcast

area which have changed the rela-

tionship between sellers ol broadcast

time and the progressive media de-

partment. The point was made re-

cently by Herbert Zeltner, vi<c presi-

dent and media director ol I.ennen

\ Newell Ini ., New York, in a spec* li

before a meeting of the Radio and
Televesion Executives Society.

In the pasi, Mr. Zeltner pointed

out, the seller ol broadcast time

might have worked only with the

timebuyer. But today expanded
media departments now have a va-

riety ol media supervisors, research

specialists and account people who
have an interest in the selling situa-

tion.

"The buyer is slid the principal

contact when it comes to the selec-

tion of one station over another or

one spot plan in preference to an
alternate, as well as for the proper
selection of the best broadcast pat-

tern for his particular strategy situa-

tion," the media executive com-
mented.

"But if it is a matter of broader
policy, or general market selling, the

planning supervisor may very well

be a proper and worthwhile con-

tact. If new research developments

or a difference of opinion revolving

around technical problems of read-

ing research results is to be consid-

ered, the various analysis and re-

search people involved should be a

part of the group contacted.

"If the seller of time is indiscrim-

inate about his contacts in a diversi-

fied organization, he may wrell wind
up using his limited time less effi-

ciently. It behooves him to give

some thought to what members of

the organization should be specific-

ally covered in a particular selling

situation and then to restrict his

presentation to material of primary

concern to these people," according

to Mr. Zeltner.

Another change the executive

cited in the sales situation todaj

deals with speed. "With more buy-

ers able to determine those limitec

and desirable locations in a market
and greater pressure for getting the

best availabilities for a client, fastei

service is more necessary." Mr. Zelt

ner foresees the time when much ol

the routine drudgery of buying time

will be done by automation, leaving

the buyer free to weigh alternative:

and exercise experienced judgment.
As the media department plays an

increasingly important role in major
marketing decisions and budget

planning for clients, Mr. Zeltner

warned that media department;

must, in the near future:

1) Establish programs for recruit

itrg personnel directly from colleges

and universities;

2) Institute formal training pro

grams for new personnel to develop

their full potential as quickly as pos-

sible;

3) Eliminate the haphazard job

hopping and talent raiding that now
exists in the field;

4) Evaluate carefully all available

rating and research services and
select only that one or combination
of services which best meets depart-

ment and client needs;

5) Abolish unnecessary routine pa
per work to free top level personnel

for the more important tasks of plan-

ning—together with account groups

—over-all marketing strategy and

effective budget and media plans.

"These are rewarding possibilities,

but they cannot be attained simply

by default," Mr. Zeltner explained.

"The media depar tment must prove

to account groups, agency manage-

ment, clients and the representatives

from whom it buys that it is a fast

maturing and increasingly capable

arm of the modern advertising agen-

cy." • • •
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report on

Agency Man Looks at Headaches
acing Fm Medium Today

joe Gans, president <>( his own ra-

nk and It agency, airs his personal

'clings about sonic fm problems,

'or full details see Feb. u. s. fm, p. 3)

.ike i he weather, everybody talks

bout fm, but nobody or almost no-

ody does anything about it.

I find it no longer amusing, for ex-

mple, to hear people say they listen

o fm because they enjoy the back-

round music and are not bothered

i tli commercials.

Fm desperately needs more com-

mercials! But even more than that,

now needs more—much more

—

!ian merely a good music format,

m must create the desire in peo-

ple to turn to it for the kind of lis-

tening they cannot find readily avail-

able elsewhere. It must stari identi-

fying itself with all the demands £01

cultural expansion and entertain-

ment made on it by its selective but

ever-expanding audience.

Fm's often-made claim to a small,

uniquely selective audience is no
longer valid. More am stations than

ever before are switching to the so-

called good music format.

The fm station that persists in

catering to the relatively insignificant

percentage of its audience which is

looking for unobtrusive music to do

things by will soon discover the game
is not worth the candle.

m Group Conducts Study

o Probe Listener Characteristics

For full details see Feb. u.s. fm,

6)

ix fm stations in the Sacramento

/alley area of Northern California

nake up the membership of the Sac-

amento Valley Fm Broadcasters

SVFMB) , founded "for the general

>etterment of fm."

At two separate events, the Califor-

lia State Fair and the Sacramento

tereo Hi-Fi Show, the SVFMB con-

ucted surveys on the age, income,

ducation, listening habits and musi-

al preference of fm set owners. The
ame questionnaire was utilized at

>oth events.

In the age category, persons form-

ing the 25-35 year age group account-

d for nearly 29 percent of the total

isteners, with the 36-45 age group
oming in for a close second at ap-

)roximate!y 25 percent, according

to the survey.

Except for those in the five digit

income bracket (around 12 per cent)

income appeared to have little effect

on listenership. Each of the four

brackets from under 54,000 to the

§10,000 level accounted for about 20

to 25 percent of listenership.

Most fm listeners, the survey indi-

cates, have had some college with

over 30 percent holding degrees.

Over 25 percent of the listeners

stated that they listen to fm from

two to three hours a day.

The 6:00 to 9:00 p.m. time slot

proved to be most popular with all

listeners. Over 60 per cent tuned in

during these hours, states SVFMB.
And, finally, in the area of musical

preference, symphonic music took

first place, light concert second and
sacred music was third in popularity.

Least preferred was opera and dixie

land. • • •
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( Cont'd from p. 51)

Mr. White slates, "communicate to

them a point oi view; what iis values

are and what il stands lor."

I he CRA stud) indicates thai

there are approximately three sta-

tions in the Chicago area thai have

established a relationship with the

public lo the point thai they can

"almost be personified by the lis-

teners."

Develop Character

In order to develop a specific chai-

acter that will influence its audience .

il is important for the station to

realize that the listener is a human
being and not, as Mr. While ex-

plains, "merely a listening machine."

Stations that do realize this and
make it their programming responsi-

bility, he notes, "can be imagined

by listeners almost as a person, with

actual tastes and beliefs, providing

companionship even when they pro-

gram so-called 'background' music."

One theory developed by the Crea-

tive Research Associates was that of

the automatic timeout. "Attention,"

according to Mr. White, "is a func-

tion of the value derived. A mem-
ber of any station audience can

listen 24 hours a day if he feels he is

getting value for his attention. Con-

versely, the tolerance for radio can

be less than two minutes, if the lis-

tener feels he is getting no value.

Automatic timeout, then, occurs at

the point where the listener feels he

is paying too much attention for the

value derived from radio."

This is visually demonstrated by

CRA with the use of a steadily de-

clining graph line of "pleasure of

interest response." Simultaneously,

the line indicating the amount of

"effort required" on the part of the

listener to extract that pleasure or

information will rise in proportion

lo the declining line. When these

two lines converge, automatic tune-

out occurs; that is, the listener is no
longer willing to put forth the effort

for a full response to what is being

broadcast, according to CRA.
This factor is, in large, deter-

mined by the listener's expectation

of a radio's obligation to them.

Mr. White explains that. "Lis-

teners feel strongly that if radio is a

commercial medium, if it relates to

them as potential customers of adver-

tised products, it owes them two

things—entertainment and informa-

tion. Failure of stations to provide

(Cont'd on p. 60)
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report from
networks

CBS:

Arthur Hull Hayes, president of

CBS Radio, recently spoke on "Ra-

dio in a Television Era" at Alliens,

(.a. The talk was given at the Kith

annual meeting at the Georgia Ra-

dio and Television Institute, undei

the joint sponsorship ol the Univer-

sity el Georgia's Henry \\ . Grady
School ol Journalism and the Geor-
gia Association of Broadcasters.

Concerning network radio, Mr.

Hayes noted, "Each [network] sta-

tion hues still competition lor lis-

teners in its own community from
the huge increase in the number of

tadio stations. Why, then, should

stations continue their network af-

filiations:- The biggest reason. I be-

lieve, is that a radio network,

uniquely, can supply programming
which it would be difficult or impos-

sible lor the individual station to

duplicate."

In conclusion, Mr. Haves stated

that there was a definite need lot

more extensive qualitative radio re-

search that would show not just the

cos t-per-thousand, but "the cost-per-

thousand . . . who." The answer to

radio's real value can be found
through "more thoughtful, more
imaginative, more precise research

than we have developed as yet."

NBC:

George A. Graham Jr., vice presi-

dent and general manager of the

NBC Radio network, states that

sales in the six weeks ending Janu-
ary 13 totaled $3,200,000 in net

revenue, making it one of the most
productive six-week periods since

the fall of 1956. All but $952,000

was new business.

The network's advertisers and
their agencies include: Lever Bros.

Co. for Pepsodent (Foote, Cone and
Belding) , General Motors Corp. for

Buick (McCann-Erickson) , Mogen
David Wine Corp. (Edward H.

Weiss) , American Motors (Geyer,

Morey, Madden and Ballard), Rol-

ley Co. lot Sea and Ski (Foote, Cone
and Belding), Kellogg Co. (Leo

Burnett), International Minerals

and Chemical Corp. lot Accent

(Needham, Louis and Brorby)

,

Wagner Electric Corp. (Arthur R.

VIogge) , Reader's Digest Association

(Schwab, Beatty and Porter) and
Sim lair Refining Co. (Geyei . \lorey,

Madden and Ballard).

ABC:

The rematch between heavyweight

boxing champion Floyd Patterson

and Ingemar Johansson scheduled

lor March 1 3, will get exc lusive radio

coverage by ABC. Robert R. Pauley,

vice president in charge of ABC:

Radio, announced that the fight

package, which has been sold to the

Carling Brewing Co. and the Men-
nen Co., is worth over $350,000, and

that the cost to the network lor the

broadcast rights may be the highest

in the history of radio.

Planters Nut & Chocolate Co., a

subsidiary of Standard Brands, and
Lewis-Howe (NR tablets and

Turns) have signed up tor major

schedules on the networks Flair.

The Don McNeill Brrakfast Club

has picked up extensive schedules

from Sylvania Electric Products

Inc. and the Hudson Vitamin Corp.

The program's sales have increased

15 percent over last year.

MBS:

On February 6, Mutual opened its

San Francisco news bureau, the first

of two on the West Coast. The sec-

ond, in Los Angeles, will be opened

in mid-spring. KQBY San Francisco

has assumed the responsibility of

running the bureau there. Don
Heath is the bureau chief with

Bob Wildrop, former NBC news-

man, assisting. As a pick-up for the

West Coast and the Far East, the

bureau will provide late evening

news shows. • • •

(Cont'd from p. 59)

these two elements causes listeners

to feel as if they are merely objects

of a pile hman's routine, not sele. the

listeners."

"Radio programming is not de-

signed for the purpose of occ upying

a continual foreground in the lis-

tener's mind," he continues. "Radio
is now used both lor a direct contact

relationship, as in the news, sports

and special programs, as well as for

a background interest against which

other activities may be performed."

He also points out that "Commer-
cials are remembered in two ways:

First, with some feeling of tolerancel

and even pleasure. Secondly, with

leelings of tension. Commerc ials re-|

membered best with tolerance and

pleasure include jingle and humor
ous sell, but onl\ when the humoi
angle is relevant to the product,

otherwise the product or service in-

volved is forgotten. Commercials re-

called with tension associations in

elude the very hard sell and the so-

called 'scientific' or otherwise ex-l

aggerated claims.

"Stations that have achieved au

thority, or character, invest every ut-

terance they make," Mr. White con-

tinues, "with an added value that

exceeds the literal commercial mes-

sage. A listener will generally take

positive action from an authorita-

tive voice, but remain relatively un-

moved by an innocuous one."

In summary, Mr. White notes.
1

"The fact that radio programming

and advertising reaches a broad mar-

ket quantitatively speaking, seems tr

have clouded the basic problem of

assessing radio's effectiveness as a

commercial medium.

Not Box Office

"The question of the nature ol

radio's influence on listeners, if any,,

has been assessed primarily by count-

ing listeners. The effectiveness of

this technique as an adequate meas-

urement of advertisement efficiency

has been contested by many adver-

tisers and researchers. The basic

framework for evaluating such in-

fluences is theoretically that of com-

munications and not of box office

"It would seem more logical to

determine the images, feelings, mem-

ory traces and values which radio

has communicated to its listeners

regarding its programs and its ad-

vertised products." • • •
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Radio Households, Population

According to BBM Fall Survey

report from
Canada .J*

Rise

i

Radio households in Canada have

increased hy nearly 200,000 in 1960

according to the fall estimates re-

cently issued by the Board of Broad-

cast Measurement, Toronto. Radio

households are considered equivalent

to total households by the BBM,
because of the nearly 100 percent

radio set ownership in Canada.

Total households as of November,

1960, reached 4,459,100 compared

with 4,294,500 households as of No-

vember, 1959. The BBM does not

measure multiple radio set owner-

ship, according to W. L. Hudson,
director of research and develop-

ment.

The household estimates are pre-

pared twice a year, using the latest

census figures as a base. Population

and household estimates are broken

down into counties, census divisions

"or parts and balances thereof."

Cities, municipalities, towns, villages,

townships and parishes are included

in the listing, with the exception of

those in the Yukon and Northeast

territories.

Reports are distributed to all BBM
members as well as to broadcasters,

advertisers and agencies.

The table below shows a 1959-

comparison of population-radio

household figures of 10 Canadian

provinces.

Ethics Code in Effect

In other news from Canada, the

Canadian Association of Broadcast-

ers has announced that its long-dis-

cussed Code of Ethics went into effect

early this month.

A majoi advancement toward self-

regulation among Canadian broad

casicis, the code numbers 156 radio

and I clc\ i si on slat ions as subsc i ibers.

I lie ( ode |)io\ ides dial all ^loups

of listeners shall have some pari of

the station's general programming
devoted to their spec ial likes and de-

sires. Stations are pledged to serve

the interest ol the community and

identify themselves with worthwhile

community activil ies.

News should be presented accu-

rately and free from bias, the code

provides. Newscasters ma\ anah/c

and clarify news, as long as com-

ments are clearly labeled and kept

distinct from regular news presen-

tation .

Enforcement of the code is han-

dled by a five-man Ccxle of Ethics

Committee, which has the power to

withdraw certification from a mem-
ber station for failure to adhere to

provisions. • • •

BBM FALL ESTIMATES

Population Radio 1 [ousehold

Province 1960 1959 1960 1959

Newfoundland 463,000 452,000 89,000 85,900

Prince Edward Isl. 104,000 102,800 24,000 23,500

Nova Scotia 728,000 722,400 170.100 169,400

New Brunswick 605,000 595.500 132,000 129,200

Quebec 5,166,500 5,048,900 1,143,900 1,092.200

Ontario 6,173,400 6,013,100 1,593,100 1.549,100

Manitoba 905,000 893,000 232,000 229.000

Saskatchewan 914,000 910,400 249,900 241.700

Alberta 1,307,000 1,257,100 350,000 329,300

British Columbia 1,628,000 1,585,800 475,000 444,500

•Canadian total 17,993,900 17,581,400 4,459,100 4,294,500

*Not including the Yukon and Northwest territories. Population and radio

households are rounded to hundreds.

These Men Capture Listeners!

WGY offers advertisers a unique (for its area)

opportunity to sell specific adult groups

CHARLES JOHN

STEVENSON

'THE CHANTICLEER'

Through personality shows such as "The
Chanticleer" and "Breakfast With Bill," WGY
captures specific and mature aud ience groups in

its market area: Northeastern New York and
Western New England. This varied program-

ming earns top listenership among all adults

—

listeners who spend the money for your products.

With spots on WGY, you can pin-point your
sales message to individual buying groups

(farmers, housewives, sports fans, many others)

—an advantage no competing station offers.

Varied programming makes WGY your best area

buy for a class or mass message. For availabili-

ties, contact the Henry I. Christal Co. or WGY,
Schenectady, N. Y.

Montreal"

50,000 Watts • NBC Affiliate • 810 Kilocycles

A GENERAL ELECTRIC STATION

BILL EDWARDSEN

"BREAKFAST j0*
WITH HLVjr
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KFAL RADIO
FULTON, MISSOURI

DOMINANT FARM RADIO SERVICE

76 hours of farm radio a week
. . . Interesting, pertinent and

factual information and pro-

gramming for farmers.

"Smack in The Middle" of the Cross-

roads of the Nation! Dominating a

vast moving audience, travelers, and

vacationers going everywhere all year

long ... On U.S. 40, and U.S. 50—
both transcontinental highways, and on

U.S. 54 Chicago to the Southwest.

From Border to Border in Missouri,

KFAL RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and entertain-

ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts

radio

Cuisine Exquise . . . Dans

Une Atmosphere Elegante

RESTAURANT

\?omN

575 Park Avenue at 63rd St

NEW YORK

Lunch and Dinner Reservations

Michel : TEmpieton 8-6490

Out of-Homc Listening Reached

New Peak Last Summer, Pulse Reveals

Out-of-home listening during the

summer of 1900 made its largest

gains in a four-year upward climb,

according to figures released recently

l)\ 1 he Pulse Inc . covering 29 major
markets.

A record 34 percent was added to

the in-home audience according to

figures released by Larry Roslow,

associate director of Pulse. This was

a gain in out-of-home listening of

nearly four percent over 1959's 30.5

percent. In 1958 out-of-home listen-

ing reached 28.3 percent and in 1957,

25.7 percent.

The markets surveyed contained

20,51 1,100 radio homes— 10.1 percent

of the U. S. total. In terms of actual

audience si/e in these areas, five per-

cent of all radio families reported

listening in automobiles, at work or

in other away-from-home places dur-

ing the average one-quarter hour be-

tween 6 a.m. and midnight.

"If these results are projected na-

tionally," Mr. Roslow indicated, "the

out-of-home audience during the past

summer added 2,558,000 families to

the audienc e during the average one-

quarter hour throughout the day."

A summary of the results by mar-

ket is shown in chart below. • • •

In-Home and Out-of-Home Radio Listening

—

Summer 1960 *

(All Areas surveyed during July-August, 1960 except where otherwise noted) 1

Market (Summer '60) (Summer '60) (Summer '60) (Summer '60

Homes Using Homes With % Added by

Radio Out-of-Home Total 0ut-of-Home

In-Home Listening Audience Listening

Atlanta 11.6 4.4 16.0 38.0

Baltimore 11.9 4.8 16.7 40.4

Birmingham 12.3 4.6 16.9 37.4

Boston 14.3 4.1 18.4 28.7

Buffalo 15.9 6.2 22.1 39.0

Chicago 13.1 4.9 18.0 37.2

Cincinnati 11.7 4.6 16.3 39.3

Cleveland 16.5 5.3 21.8 32.1

Columbus, Ohio 15.4 3.7 19.1 24.0

Dallas 13.0 5.0 18.0 38.4

Detroit 11.9 4.9 16.8 41.2

Fort Worth 12.9 4.8 17.7 37.2

Houston 14.2 5.1 19.3 35.9

Kansas City 16.3 4.7 21.0 28.8

Los Angeles 16.8 5.7 22.5 33.9

Miami 17.2 5.2 22.4 30.2

Milwaukee 17.5 4.6 22.1 26.3

Minneapolis-St. Paul 15.1 3.8 18.9 25.2

New Orleans 11.3 3.5 14.8 31.0

New York 14.9 5.6 20.5 37.6

Philadelphia 15.2 4.7 19.9 30.9

Pittsburgh 13.6 4.9 18.5 36.0

Portland, Oregon (2) 18.5 3.8 22.3 20.5

Richmond 13.7 3.7 17.4 27.0

St. Louis 15.3 4.1 19.4 26.8

San Diego 15.3 4.8 20.1 31.4

San Francisco 16.6 4.6 21.2 27.7

Seattle 16.2 4.3 20.5 26.7

Washington 12.4 4.8 17.2 38.7

Average, 29 Markets 14.7 5.0 19.7 34.0%

^Figures on "homes using radio" cover 6 AM to Midnight, Sunday-thru-Saturday. All figures

expressed as % of radio families surveyed.

iMiami .... June-July Chicago, New York, Washington .... August only

Cleveland, Dallas, Fort Worth, Houston, Kansas City, Pittsburgh .... August-September

-Rating based on Monday-Friday only
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names and faces
Noting the Changes Among

The People of the Industry

ACENCIES

Ralph Zeuthen is now with Compton, New York, as a

v.p. and account supervisor. He was formerly with Edi-

J>on Electric Institute.

Robert Steres of D'Arcy, St. Louis, has been moved to

that agency's new San Diego office where he will serve as

media director.

Victor Armstrong, senior v. p. of account management at

Kenyon &: Eckhardt, New York, has been elected to the

igency's board of directors.

John H. Leonard and Herbert R. Roberts are newly

elected v.p.'s of BBD&O, New York. Mr. Leonard is in

charge of an account group while Mr. Roberts manages

the agency's marketing department. Another BBDO

vice presidency has gone to M. Michael Griggs who
joined the agency in 191(i ad is now a group head theic.

C. Wendell Muenc h, long time head ol his own Chicago
agency has merged with Presba, Fellers and Presba. I his

combine will now be known as Presba Muc in h Inc.

Robert J. Probst, formerly president <il Concepi Design

and Development Ltd., St. Louis, has moved to Need-
ham, Louis and Brorby, New York, as account exei utive.

The agency's Chicago office now has the services ol

Gordon Buck as media supervisor. Buck was formerly

with Aubrey, Finlay, Mai ley & Hodgson. Chicago. In

addition, William Barclay, previously with Quakei Oats

Co., is now a research supervisor at the NL&B New
York oHice.

STATIONS
Mark Woods, a former president of ABC, who lias been

away from the industry for ten years has been named
v.p. and general manager of WSPB Sarasota, Fla.

Robert E. Sharon, former general manager of KDEO San

Diego, assumes position of sales manager for KFWB
Hollywood.

Station manager appointments in the Franklin Broad-

casting Co., Fort Lauderdale, Fla., include: Charles W.
Loufek, formerly manager of KOME Tulsa, Okla., and
now manager of WEW St. Louis; former sales manager

Gordon H. Lund to replace Loufek at KOME; Sherod
F. Rouser previously at WWIL Ft. Lauderdale, to head
WLOD.
Bill Crews, former sports announcer at KMOX St. Louis

has been named manager of KFSA Fort Smith, Ark.

Irv Trachtenberg has been appointed assistant manager
of KTIX Seattle. He was previously group sales manager
at the Radio Advertising Bureau, New York.

Robert C. Fehlman manager of WHBC Canton, O., has

been selected to manage WPDQ Jacksonville, Fla. Re-

placing him will be Paul E. Gilmor, who has been the

station's sales manager.

Jack Gelzer, formerly account executive, appointed local

sales manager, WGR Buffalo.

REPRESENTATIVES
Norman Flynn has been named v.p. of Broadcast Time
Sales. He has been with the firm's sales department for

three years. In the representative's Chicago office, Robert
Wencel, formerly with WBBM-FM Chicago, will become
the midwest account executive for BTS.

H. Malcolm Stuart, a former sales executive with ABC

joins the Charles Bernard Co., New York, in a sales man
agement capacity.

Santo J. Crupi, previously with Middlesex Broadcasting

Co., assumes managership of Avery-Knodel's new Boston

office.

Arthur Gordon, general manager of National Time Sales,

New York, has been appointed v.p.

Thomas Carroll, v.p. at Radio-TV Representatives has

been made an executive v.p., while Fred L. Bernstein has

joined the firm as v.p. in charge of new business. Bern-

stein was with International Good Music, the Heritage

Stations.

Jim Smith has been selected to head up the new Boston

office of Adam Young . He was formerly with the firm's

New York office.

Kenneth F. Campbell, previously with the Branham Co.,

has joined H-R Representatives as account executive.

The Katz Agency has announced two additions to their

New York radio sales staff: Scott Eddy, formerly a sales-

man there will now concentrate on improving spot radio

and Sal Agovino, previously with H-R Representatives,

will work in sales.

NETWORKS
William L. McDaniel has been elected executive v.p. for

the NBC Radio Network. He was v.p. in charge of net-

work radio sales.

Irv Lichtenstein has been appointed to the newly created

Mutual Broadcasting System post of director of advertis-

ing, sales development and promotion. He was formerly

with National Telefilm Assoc. as director of promotion

and merchandising. The new general sales manager for

the network is Frank Rogier, formerly with Thermo
Fax as general sales manager.

Gelier Crupi Gilmor

j |
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EDITORIAL

can public service be measured?
i

i

RADIO'S PUBLIC INTEREST RECORD

u.s. radio's second annual survey of Radio in

the Public Interest (see p. 20) reveals once again

the impressive role the sound medium |>la\s in

serving communities across the country.

Il is .1 record that delies measurement by most

standards: Expansion of news activity, immediacy
of information during a weather emergency, the

finding of a pet, day-to-day support of com-
munity campaigns, special activities on behalf of

fund drives, regular flow ol happenings in and
around town, editorials and discussions intended

to stimulate thinking on local—or even national

—problems.

How can the extent and results of these ac-

tivities be ti ul\ measuredr

CHANCES IN REPORTING METHODS?

There is a strong industry move afoot—sup-

ported by the National Association of Broadcast-

ers—to change the present reporting system used

by the Federal Communications Commission.

The FCC standard requires that stations report

their public interest programming activity in

percentages on a "composite week" basis.

The NAB has told the FCC that "submission

by the broadcaster of a percentage breakdown of

his programming is unrealistic and unnecessary."

Under consideration by the FCC is a plan to

permit broadcasters to report their public in-

terest responsibilities in narrative or qualitative

form rather than the present "numbers" system.

According to u.s. radio's questionnaire survey,

stations are overwhelmingly in favor of the nar-

rative form on the grounds that it is a more

effective way of repotting public service.

Here's a typical station comment:

"Numbers are only half a story. In public

service, how do numbers explain an appeal for a

needy family burned out of its home or the hos-

pital asking for a spec ial type of blood. We say

that we programmed 150 hours of public service

in 1960, but that doesn't tell you that approxi-

mately 100 hours of that time was station-pro-

duced programs dealing with local affairs, farm
activities, special drives."

Similar comments from stations support the

proposed narrative form because it would better

show the effort involved as well as the effective-

ness ol various public interest undertakings.

One broadcaster sums it up this way: The
percentage report does not "give consideration

to the cost of research, writing, production and
talent in producing programs in various cate-

gories, nor to the true type of some public service

programs."

And a station that relies on public service

announcements rather than programs says, "We
are in favor of the qualitative form because one

I-minute locally-produced public service spot

may take hours of time for planning and re-

cording."

MERIT OF THE PLAN

The merit of the plan itself is not questioned

by its critics. They only mention that the narra-

tive form would involve considerably more effort

to prepare. It is up to the broadcasters—and the

FCC—to decide if presenting the whole picture

is worth the effort.

But no matter how one measures it—whether

by numbers or by effort and results—the public

interest record of radio is impressive.
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IF YOUR CLIENT IS THINKING OF SELLING FOOD IN NEW YORK
(and he should be; it's the biggest market in the U.S.)

START WHERE THE SELLING IS EASY
(easier because the N. Y. market is bigger than the next 3 combined)

mm

START WITH WINS land
(the proven path for reaching these people)

WHERE THE MARKET IS HAPPILY HOMOGENEOUS
(all ages, all interests, all incomes)

1010

Uo matter what walk of life they come from, WINSLANDERS have one thing

in common. They all like to eat. They spend over six billion dollars a year

j»n food. Almost every minute of the day and night, WINS is the_ station in

^ew York. MEDIA MORAL: If you sell something good to eat, sell it on

'VINS, the station that has the eager eaters.

For complete information call: WINS JUdson 2-7000

Nationally Represented by The Katz Agency



MUTUAL
STOP! Mutual Radio is the £J ^ [h] § LISTEN! You hear what yo^

only network that gives this rTlXTUn A TX3 buy on Mutual Radio. Your cl:

guarantee: 80% clearance _I_ I I ^ttlX Jt%» ent's clearance pattern become

across the board in all prime time slots! established with the airing of his first ar

LOOK! All of Mutual's 400 affiliates are nouncement. Mutual Radio gives you your ac

sold on Mutual's "Go Network—Stay Local" vertising schedule . . . not rebates. GO! War
programming concept. Result? ~|Y/I~T TT^T TA T a guaranteed 80% clearanc

Clearances are not a problem. ' jn prime time? Buy MutualRADIO
A SERVICE TO INDEPENDENT STATIONS • Subsidiary of Minnesota Mining & Manufacturing Company



V Grows
27o in '60*

00 homes added

Glden Sound Circle

INDIANAPOLIS

WFBM-FM

is nore than coincidence that

is reat growth occurred in the

st ear of WFBM-FM's oper-

io Planned variety program-

n outstanding news-in-depth

v age and day-in-and-day-

t omotion have focused more

dnore attention on FM.

jtWFBM-FM "Golden Sound
ti Middle West" . . .

ft eaches a market of 237,557 select

M Families

ft ominates a 51 county area

here retail sales total more than

2 billion.

Wis the select market for your

tuct . . . just ask Walker-

Wilt, Inc.

i 1960 FM set sales in WFBM-FM coverage area.

M3mc
£W SOUND OF THE"MIDDLEWESV

a ODD

m ca's most powerful commercial FM station]

A Service of TIME-LIFE Broadcast

A U.S. RADIO PUBLICATION FOR FM BROADCASTERS AND ADVERTISERS

vol 2- no 2 FEBRUARY • 1961

35 CENTS

Broaden Programming

Two Agency Executives Urge Fm'ers to Add

Cultural and Talk Fare to Program Line-up

Today's Radio? NABLfl
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Fore MOST

Fm Set Buying Turns In

Near Record Year in Production

Fm production in 1960, reaching its highest m;nk since 1948, has exceeded
expectations. The final count by the Electronics industries Association
shows that fm output last year was 901,766 units, compared with ili< 1959

figure of 540,521'. In 1918, production exceeded ;i million and a half

receivers. Earlier optimistic estimates on ihe I960 total were pegged

around 700,000.

NAFMB Prepares Pocket Computer
Of Fm Facts for Salesmen

The National Association of Fm Broadcasters is preparing a circular

pocket-sized computer of fm facts for salesmen of member stations. Ii

will contain figures from a composite analysis of Pulse fm studies of last

year (see NAFMB Notes, p. 19).

'Fm Info File' to Provide

Agencies With Audience Data

Seattle Fm Broadcasters Add
loint Voice to Fm Promotion

25 Fm Questions Highlight

Texas Broadcaster Session

:m Homes in Indianapolis

Nearly Double in 1960

A compilation of audience survey results and available fm audience in-

formation intended for use by timebuyers and agency personnel is being

published by International Good Music Inc., Bellingham, Wash. First

part of the file contains condensations of two fm surveys by Alfred Politz

Research Inc. and by the University of Southern California Department
of Telecommunications. The file is available without charge to agency

personnel. And, according to John D. Tuttle, administrative vice presi-

dent, the publication will contain no IGM promotions.

In another move to pool and coordinate promotional efforts, nine Seattle

fm stations have formed the Seattle Fm Broadcasters Association. The
group is studying the possibilities of making joint presentations to media

buyers and originating a Sunday fm section in one of the daily news-

papers. Cortland Clark, KLSN-FM, is chairman. Stations represented

thus far are KGMJ-FM, KING-FM, KMCS-FM, KGFM, KETO-FM,
KZAM-FM, KOL-FM and KGMI-FM (Bellingham). Tacoma stations

are expected to be invited to join.

The "25 most asked questions" about fm highlighted the fm meeting of

the Texas Association of Broadcasters held early this month. The three-

hour session featured a panel comprising Jim Morris, KTBC-FM Austin;

Webb Hunt, KQUE Houston, and Tommy Lanyon, KSPL Diboll. Pre-

siding was Lynn Christian, KHGM Houston, and head of the TAB fin

section.

Growth of fm homes in the metropolitan Indianapolis marketing area was

92.24 percent in 1960. A survey of set distributors conducted by WTBM-
FM also indicates that 50,000 fm units were sold last year in a 51-count\

area. Fm-ecjuipped homes in the metropolitan marketing area, according

to the station survey, now stands at just under 80,000.
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LETTERS
In the Black

We have been on the air for just a

little over six months and all our

evening time is sold out, Monday
through Sunday, plus three hours

across the board during the daytime.

We sell block time only and limit

our commercials to only four per

hour; and what is more important,

we are operating in the black.

Perry P. Wolders
General Manager
WJMD(FM)
Washington, D.C.

Accolades

Recent issues of u.s. fm have been

received with thanks. Such a publi-

cation would appear to provide a

very beneficial service for fm.

Henry Broderick
WDRC(FM)
Hartford, Conn.

Last week I saw your interesting

copy of u.s. fm. The material in the

December issue was unusually in-

teresting.

Last year, as part of my brokerage

service, I handled the sale and trans-

fer of four fm stations in California,

so one might say I am quite familiar

with the fm field. Congratulations

on your fm magazine. It should be

a great help to fm broadcasters.

Wilt Gunzendorfer
Wilt Gunzendorfer & Assoc.

Los Angeles

Belated congratulations on your

excellent publication devoted to the

growing fm medium. We join the

chorus of those saying it fills a long-

felt want.

A. A. McDermott
Radio & Television Sales, Inc.

Toronto

Canada

I enjoy reading your u.s. fm maga-
zine, and appreciate what you are

doing for the industry. There are

many fm stations across the country

who, like WMIT, have been dor-

mant for the past few years. How-
ever, your publication has given me
renewed faith and encouraged us to

take a good look at our advertising

potentials.

Seddon Goode, Jr.

Treasurer

WMIT (FM)
Charlotte, N. C.
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TWO AGENCY MEN CHARGE

.

Broaden Scope
Of Programming
Agency owner Gans and Ayer's Heston

examine various fm areas—program

content and titles, commercials and promotion

1 4 <fr i

Joe Gans, head of his own New
York radio-tv agency and one of

the most consistent national buyers

of fm, urges remedial improve-

ments.

Like the weather, everybody

talks about fm, but nobody
or almost nobody, does any-

thing about it. I am by no means
trying to belittle the herculean ef-

forts of those sincere, dedicated

fm'ers who have toiled diligently in

its behalf. But it seems to me much
of what has been done has been, in

many cases, wasted.

1 find it no longer amusing, for

example, to hear people say they lis-

ten to fm because they enjoy the

background music and are not both-

ered with commercials.

Fm desperately needs more com-

mercials! But even more than that,

it now needs more—much more

—

than merely a good music format.

For not until it keeps pace with to-

day's lively world, will it be in a posi-

tion to carry more commercials. It

is foolish in my opinion to strive for

a "sound" when, in some cases, the

sound is dull. It is sheer economic
suicide to continue playing every-

thing from the "Star Spangled Ban-

ner" to Franck's symphonic varia-

tions and make it all sound like

Montavani's "Green Sleeves."

The audience is there and is grow-

ing every day! The audience, like

Topsy, just "growed." It is time now
for fm to capitalize on this growth,

to start providing more creative fare

than merely its present good music

format. It is time to change the list-

ings from me monumentally un-

imaginative titles of The Morning
Concert, The Afternoon Concert and

Candlelight Concert.

Fm must create the desire in pro

pie to turn to it for the kind of lis-

tening they cannot find readily avail-

able elsewhere. It must start identi-

fying itself with all the demands for

cultural expression and entertain-

ment made on it by its selective but

ever expanding audience. It must

start broadening its base to fill the

vacuum which now exists if it is go-

ing to create the desire in more peo-

ple to discover its wares.

Fm's often-made claim to a small,

uniquely selective audience is no
longer valid. More am stations than

ever before are switching to the so-

called good music format. More
quality programming of a wide va-

riety is now being carried on tele-

vision. Class publications are enjoy-

ing booming circulation gains. All

these have a tendency to dilute fm's

quality audience.

The fm station that persists in ca-

tering to the relatively insignificant

percentage of its audience which is

looking for unobtrusive music "to

do things by" will soon discover the

game is not worth the candle.

The arts, the sciences, programs of

public interest, community welfare,

U. S. FM • February 1961 3



programming

education and information are mere-

ly some of the specialized areas in

which I believe Em must direct iis

attention il ii is i<> compete success-

fully against other media for listen-

ers and advertisers' dollars. There
is ,i wealth ol matei ial available on

tape and transcriptions, a wealth ol

opportunity to do local live pro-

gramming with imagination and

force. These ostensibly are the kinds

of stimulating programs a well-in-

formed, and well-educated, audience

would relish.

1 am not suggesting fm lower its

standards. On the contrary, I am
urging they be raised in order to pro-

vide the public with something it

does not now have. This would in-

evitably lead to rapidly increased set

sales, which in turn would lead to

an increased audience—a combina-

tion any advertiser would find hard

to resist.

More imaginative programming,

broader scope, a more enlightened

management, along with a more pos-

itive assist from the fm set manufac-

turers, will do much toward helping

fm iadio turn its potential into re-

ality. And the time to start is now !

John Heston, service representa-

tive-markets and plans department.

N. W. Ayer & Son Inc., Philadel-

phia, and one of the first in his

agency to investigate fm, believes

that fm today has the goods, but

lacks promotional force to help it

deliver.

As one of the first in his agency to

investigate fm for national adver-

tisers. Air. Heston believes:

"Fm programming in general is

good. What is dull to one listener

may be highly entertaining to an-

other. And in the large metropoli-

tan markets, like New York, Chi-

cago, San Francisco. Boston and
others, there are enough fm stations

that each can, and does, narrow
programming enough to give variety

with a switch of the dial.

"Program titles, although not
highly imaginative, are for the most
part, pretty good. They help dress

up the station's program offerings

and guide the listener to the kind of

music he wants to hear.

"Fm stations could and should add
qualit) features of interest to a good-

music oriented audience. Programs
in the allied fields of art, science and
public service would balance pro-

gramming and w^ould probably be

welcomed by listeners who are un-

able to find these features on am
radio or even on television. The ad-

dition of quality talk programs is a

logical step for stations that are sec-

ond, third and fourth in their mar-

kets. With nothing more to distin-

guish one fm station from another

than shades of good music, quality

'arts' programs may find a lively au-

dience and give a station a more
solid programming ground.

Technical Advantages

"But to venture too far afield from

musical programming would be to

lose sight of the technical advantages

of the medium. Music has been and

always will be the program base for

fm because of the fidelity of the

broadcast. It is this technical aspect

thai has gained for fm its most loyal

audience."

Although much progress has been

made in the last three or four years,

lack of enough information on fm
is still the main barrier between

agem it s, advei t isers and the medi-

um, Mr. Heston observes.

"When N. W. Ayer first stirred

the fm breeze lor clients Hamilton
Watch Co. and Steinway 8c Sons,

there was little material available

on the medium. We had to make
our own studies and di^ up enough

information to make our media

plans worthwhile.

"That was three years ago, and
the situation, although improved, is

much the same today. Market facts,

audience figures, set penetration

—

all these things should be available

to us because we're in the (agency)

business.

"Stations themselves are caught in

a squce/e. They have less money,

fewer sales executives than other

media. They have a story to tell, but

not enough money to tell it. So nat-

urally the medium is held back by

self-limitations.

Carrying the Ball

"But who is going to carry the

ball? Should it be the station?

Should it be the set manufacturer?

Should it be the representative?"

Mr. Heston feels that none of

these groups is really taking advan-

tage of the great publicity boosts the

medium has entertained in the past

several months. Set manufacturers

could do more to help the medium
grow within their own scope. Sta-

tions are financially limited, but

should take more initiative because

any progress is obviously to their

self-interest and gain.

He points out that many of the

national advertisers now using fm
tried the medium as a result of their

own or their agency's thinking and

planning. Their buys followed their

own initiative, and did not result

from a conscious wooing by fm pro-

moters. "It's not that stations were

unwilling; they just did not know
how to go about it. If that is the

case with the handful of advertisers

on fm today, imagine the long range

results if the industry were to sell

itself with clarity and force." • • •
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Fm: Today's Radio

Harold I. Tanner, president and general

manager of WLDM Detroit, which he

founded in 1949, surveys fm's future.

He explains what has held fm back and

why he believes fm is firmly established

While am is still the pre-

ferred choice of most adver-

tisers, the day of re-appraisal

of these buying methods has already

arrived.

Only a few short years ago fm was

known to the world as the realization

of an inventor's dream. Later it was

referred to as the "sleeping giant."

Still later the "frustrated medium."
We believe it is now known as "to-

day's radio" because fm is the story

of the better mouse trap.

To exam'ne the history of fm we
find that it was first discovered by
Major Edwin Armstrong in 1938.

The man who had given us virtually

every modern development that has

come to radio.

During World War I, he dis-

covered the hetrodyne circuit which
he later improved with the super-

hetrodyne circuit that is still the

basis for all radio reception.

In 1940, when fm first flashed

across the horizon, it was hailed as

the system that within a very few

years, because of its technical supe-

riority, would cause the rapid demise

of all am stations. At that time some
industry leaders predicted as little

as two years, others as long as five.

But from the first fm was plagued

with difficulties. World War II

caused the complete curtailment of

all civilian production.

In the post-war period, a severe

blow was dealt fm when the Federal

Communications Commission de-

cided to move fm from the 42-to-50

megacycle to the 88-to-108 megacycle

band. Thus at a single stroke making
all existing fm receivers obsolete.

In 1948, it ran head on into an-

other electronic miracle—television.

From a post-war high of 732 sta-

tions in 1950, the number declined

to 530 in 1957. But today the total

figures including commercial, educa-

tional, construction permits and ap-

plications pending totals 1,180.

(Commercial stations on air as of

December 1960 number 821.) In

1960, station grants established a

new 10-year high and fall-offs a new
10-year low.

Sales of fm home receivers have

continually climbed. Sales in 1959

were 55 percent over 1958. 1960 will

double 1959 or about 2,140,000. Esti-

mates for 1961 are well over the

three million mark.

In regard to automobile radios,

too, sales of fm-only receivers are

soaring.

In the larger metropolitan areas

today, comprehensive surveys indi-

cate that fm has more than passed

the half-way mark in attracting the

listeners in each city. Fm penetra-

tion in New York is 57 percent, Bos-

ton 52 percent, Los Angeles 49 per-

cent, San Francisco 48 percent, De-

troit 51 percent, Washington 42 per-

cent and so on across the nation.

It is interesting to note how so

many of the more astute and success-

ful businesses and their advertising

agencies sometime ago recognized

fm and have given the support of

their advertising dollars and have

become staunch friends of this strong

new medium.
We find among them such house-

hold names as General Motors Corp.,

Chrysler Corp., General Electric,

Hamilton Watch Co., Time and

Harper's magazines, Lowenbrau and

Tuborg imported beers, Northwest

Orient, BOAC, KLM and Japan

Airlines, Zenith Radio Corp., Shera-

ton Hotels, Sinclair Oil, Columbia

and RCA Victor records and many
more whose names are as outstand-

ing in their respective fields.

But what of the future?

We believe there will be as many
different types of radio stations as

there are restaurants, each with a

definite bill of fare that Avill appeal

to all tastes, to all levels of society.

However, we feel confident that

the group of fm pioneers who have

led the way will maintain their high

standards that have enabled them to

acquire their large audiences.

These are the stations that are

being and will be emulated by oth-

ers because of their success. This

means better radio—better listening

—better service to the public we all

serve. This trend is firmly estab-

lished. Fm has truly become Today's

Radio. • • •
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Is There a
Research Vacuum
If there is, many local groups are attempting

to document fm listener characteristics by

supplementing national research efforts

with various community-wide techniques

It lias often been said that

till has ils own "special"

audience. An audience that

is generally inclined to quality pro-

gramming.

Agencies complain that the back-

ground and listening habits of this

group have not been clearly deter-

mined in enough cases.

What is the image of the fm listen-

er? In one recent sampling taken,

36.3 percent of fm listeners were

college graduates; 26 percent were
in the $7,000- l(),()0()-a-year income
bracket, and in the majority it was a

young (35 or under) audience.

These are a few of the findings of

the Sacramento Valley Fm Broad-

casters (SVFMB). This association

of six fm broadcasters meets once a

month to arrive at concrete methods
of improving fm broadcasting in the

northern California area.

Realizing a need for more infor-

mation concerning the fm listener,

the SVFMB conceived and con-

ducted two surveys that might shed

some light on the listening habits

and backgrounds of the listener.

At the last California state fair,

the SVFMB set up and manned an

fm booth. "The purpose of the

project," says a spokesman from the

group, "was to educate fair goers on

the advantages and the programming
of fm radio. Still deeper was the de-

sire to stimulate the sets-in-use la<-

tor foi the area. A variety of domes-

tic and foreign table models, tran-

sistor and auto fm receivers was dis-

played."

By demonstrating the quality of

the small receivers the group was at-

tempting to indicate that it was not

necessary for an individual to own
the more expensive console sets in

order to get full enjoyment of fm
listening.

Visitors to the booth were asked

if they owned fm sets. If their an-

swer was affirmative, they were in-

vited to participate in the survey. It

is noted that "printed forms requir-

ing, for the most part, only check

marks and numbers for completion

were used."

The response to the survey at the

state fair was so strong that the

SVFMB decided to repeat it at the

Sacramento Stereo-Hi Fi Show.

Again, a display of small fm/am
receivers was set up, with the added

feature of giving away some of the

sets as door prizes. In order to make

the survey more accurate, identical

questionnaires to those used at the

fair were offered to the visitors at

the hi fi show.

In St. Louis, KCFM ran a tele-

phone survey, in which listeners were

asked to indicate the number of

hours they listen to fm. It is inter-

esting to note the similarity in listen-

ing hours in this survey to the one

conducted in Sacramento:

KCFM asked 537 respondents who
listen to fm, "How many hours a day

do you listen"?

Number of Hours Percent

2 hours or less 28.3

3-1 hours 29.2

5-6 hours 16.8

7-10 hours 15.8

More than 10 hours 5.4

Only on weekends 4.5

Another KCFM question was,

"Would you like to hear a short

newscast on fm?" 60.3 percent re-

plied that they would, 38.6 percent

said "no" and 1.1 percent had no

opinion.

In listing the results of its survey,

the SVFMB did not couple the State

Fair and the Hi-fi show responses

together, each was listed as a sepa-

rate group. • • •
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Fm Listening Survey
Conducted by the Sacramento Valley KM Broadcaster-

State Fair Hi-Fi Show

Age Group Croup

Under 18 8.4% 4.4%

19-25 26.2 22.2

26-35 23.7 32.8

36-45 24.0 26.4

46-60 15.9 12.1

Over 60 1.8 2.1

Income

Under $4000 28.2% 15.2%

4000-5500 20.0 14.8

5500-7000 23.6 27.0

7000-10,000 19.1 26.2

Over 10,000 9.7 16.8

Education

Some High School 10.5% 4.6%

High School Crad. 23.4 20.0

Some College 35.5 39.2

College Crad. 30.6 36.3

Daily Listening Average

Under 1 hour 4.7% 3.9%

1-2 hours 16.8 19.6

2-3 hours 23.3 26.5

3-4 hours 19.8 20.4

4-5 hours 12.4 11.1

5-6 hours 15.7 13.1

Over 6 hours 7.3 5.3

Listening Habits

Monday-Friday

6-9 a.m. 20.6% 15.4%

9-12 n 22.0 19.1

12-3 p.m. 21.6 17.4

3-6 p.m. 29.0 27.4
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State Fair Hi-Fi Show

Croup Croup

6-9 p.m. 61.6 61.2

9-12 m 38.3 38.0

Saturday

6-9 a.m. 13.4 1 1.2

O 1 "J _y- IZ n Z4.Z 23.9

1 Zo p.m. ~)H "7

2-1.1

3-6 p.m. 33.1 33.2

6-9 p.m. 44.6 49.2

9-12 m 33.2 38.2

Sunday

6-9 a.m. 11.6 11.4

9-12 n 18.8 22.4

12-3 p.m. 29.9 29.7

3-6 p.m. 34.2 33.0

6-9 p.m. 41.3 50.8

9-12 m 32.6 34.9

Musical Preference

(These were listed in alphabetical order on the form 1

Type

Symphony 15.2% 14.2%

Light Concert 11.9 13.8

Sacred 10.4 2.1

Pop Concert 9.7 12.3

Mood 9.1 11.5

Jazz 7.4 8.8

Dznce 7.3 9.8

Show 7.2 7.6

Chamber 5.7 4.6

Choral 4.2 3.3

Folk 3.8 2.9

Ballet 3.0 2.1

Opera 2.7 2.7

Dixie 2.4 3.3



Favorable Mentions

Restaurant Croup—The 12 Portland,

Ore., restaurants that comprise the

"Dine Downtown Association" have

purchased a 26-week flight over

KPFM. The purpose of the associa-

tion, represented by Goodrich and
Snyder, Portland, is to stimulate

business for the downtown restau-

rants. The program being used is

Candlelight and Silver, and will pro-

vide light classical music dining the

dinner hour, Monday through Fri-

day. According to the station, "com-

mercials will urge listeners to dine

downtown, with four one-minute an-

nouncements spotlighting different

downtown restaurants during the

program."

In another development, KPFM is

now on a 24-hour operation with the

scheduling of a six-hour segment

(midnight to 6:00 a.m.) for the

Portland General Electric Go. The
all-night show is titled Mn\n Out of

the Night and, the station says, "fea-

tures mood music, light classical,

jazz and show tunes Monday through

Saturday. On Friday and Saturday

nights the jazz section moves from

midnight to 2 p.m."

Coffee—Yuban Coffee through Ben-

ton & Bowles, New York, has as-

sumed lull sponsorship of the new
KB1Q Los Angeles, Mantovani show.

To provide greater fidelity the sta-

tion will simultaneously broadcast

the program over its fm and tele-

vision facilities.

The Union Pacific R. R., through

its agency Geyer, Morey, Madden &
Ballard, Los Angeles, has purchased

a 13-week spot campaign over KBIQ.
Purpose of the campaign is to "woo
traveleis lot winter train travel," ac-

cording to Bob Hammond, the sta-

tion's commercial manager.

Other KBIQ buys include: A 20-

week campaign for the Pacific Coast

Club of Long Beach, designed to

spark a new membership drive for

the club; Southern California Plas-

terer's Institute; Warner Brothers

Film Co.; Concerts Inc.; Universal

Pictures and KCOP television.

Bank—The Bank of America, San

Francisco, which has been running

a nightly (8 to 9 p.m.) classical

music program for the past year, has

just renewed its contract with KSFR,

MAESTRO EUGENE ORMANDY (I), conductor of the Philadelphia Orchestra is interviewed

by Max M. Leon, president of WDAS-FM. The program, part of a WDAS concert series en-

titled Backstage at the Academy of Music, was recently broadcast by the Philadelphia station.

reports the Bay Area concert station

"We have found," states Charles

Stuart, advertising manager for Bank
of America, "that fin radio focuses

our advertising on an influential and

affluent market and helps to build a

long term friendship with our cus-

tomers."

Travel—With spring just around the

corner, firms such as airlines and

various travel associations are plac-

ing schedules for the upcoming va-

cation season. WFMT Chicago re-

ports a heavy influx of airline travel

accounts slated for its spring sched-

ule. Among the airlines, WFMT re-

ports the following have recently

placed spot schedules: Sabena Bel-

gian World Airlines through Mc-

Cann-Marschalk and KLM Royal

Dutch Airlines through Erwin Wasey,

Ruthrauff & Ryan. Air France, via

BBD&O, has doubled its present

schedule. Two additional airlines

are Japan Air Lines through Bots-

ford, Constantine 8c Gardner and

Scandinavian Airlines System. The
station adds that this is their third

year with Air France, JAL and SAS.

Two travel accounts recently

signed are, The Swiss Tourist Office

through Sudler and Hennessey,

which will sponsor a weekly program

of classical music, and The French

National Railroads through Byrde,

Richard 8c Pound, which has taken

a schedule of one-minute announce-

ments.

WFMT notes that many of these

advertisers have taken space in the

station's monthly program magazine,

the WFMT Chicago Fine Arts Guide,

which has a paid circulation of

25,000.

Supper Club— Following a format

that has already proved successful,

WLIR Garden City, N.Y., is insti-

tuting its second remote show, Alan
,

Grant's Jazz Nocturne. It opened atl

Ml

natu

lea

m

p in

v y

hour

Ma

itttei

Dfdi

piesi

mod

OK*

ipe

jecti

m
ayt

tm

T

Rot]

Anfa

at.

pi!

to :,<

his

tunii

18
|

Press

ft'IF

IK .:

re:

it

then

8

the San-Su-San Supper Club in near-

by Mineola on Washington's Birth-

day. The program runs from 10 to

12 p.m. on Wednesday nights. The
all-modern jazz show is to be spon-

sored by San-Su-San and Pan Amer- IV;

U. S. FM • February 1961 C



ican Van Lines. The station's In si

weekly remote has been on the air

since last summer under the title ol

Idlewilde Calling. Emanating from

the Seaway Idlewilde Hotel near the

New York International Airport,

this two-hour, Wednesday afternoon

show includes interviews with air-

line personalities and executives,

The program's sponsor is the Walle r

R. Blaha 8c Co., investment brokers.

WLIR notes that the remote concept

has proved so popular that it is con-

sidering additional programs of this

nature.

Recording Firms—Offering its listen-

ers the opportunity to learn a little

more about their favorite artists,

WABC-FM New York is running an
hourly Monday night series entitled

Meet the Artist. Co-sponsors for this

interview program are Capitol Rec-

ords and RCA Victor Records. Each
guest discusses with Don Lowe, the

moderator, the highlights of his

career, various anecdotes and his

specific impressions on musical sub-

jects. Throughout the show, excerpts

from the artist's recordings are

played. Some of the guests to be fea-

tured are Elanor Steber, Georgio
Tozzi, Nicolai Gedda, Anneliese

Rothenberger, Michael Rabin,
Arthur Rubenstein, Rosalind Elias

and Andre Kostelanetz. "The pro-

gram," says the station, "is designed

to bring the classical artist closer to

his public, to reveal his off-stage per-

sonality and afford him the oppor-
tunity of highlighting his newest
recordings."

Press Conference Coverage

WIP-Fm Philadelphia has an-

nounced that in addition to its cur-

rent coverage of the United Nations
it will cover the White House Press

Conferences through the facilities of

specially leased lines. However, the

station noted that on days when
there is a conflict between the UN
session and a press conference, the

latter will be carried.

loncerr Series

WFMM Baltimore has announced a

scries ol concert previews that is

being run during the course of the

present Baltimore Symphony season.

Each Sunday evening, the station

airs recordings of the music to be
heard at the next performance ol the

symphony ore hestra. "
I his \nv\ ww ,"

says the station, "permits the listener

to get a feeling of the program be-

fore-hand and invites comparison

between the recorded and live ver-

sions."

Hi-Fi Showcase

A new program, aimed at the hi-fi

enthusiast who has a liking for light-

er musical fare, will be aired from 11

p.m. to midnight, Monday through

Friday over KEX Portland. En-

titled Hi-Fi Music Hall, the show
will feature recordings of the big

bands and jazz groups prominent
din ing the past forty years.

Orchestra Tapes

That other sections of the country
may have the benefits of Philadel-

phians, that city's Academy of Mush
in conjunction with the Philadel-

phia Orchestra Association, is taping

a series of 2(> programs to be leased

to good music stations throughout
the country.

The Orchestra Association reports,

"Eugene Ormandy, now celebrating

his 25th anniversary season as music

director and conductor of The Phila-

delphia Orc hestra, will conduct most
of the programs in the series. Among
the guest conductors will be assistant

conductor William Smith, William

Steinberg, George Georgescu and

Leopold Stokowski. Among solo

artists who will be heard on this

series are pianists Eugene Istomin

and Philippe Entrement. • • •

M
FOR MULTIPLEXING!
If you are looking for the multiplex receiver that provides

the greatest sensitivity ... is the most dependable . . . look

to McMartin,the standard of the industry.

Continental's advanced engineering ... rigid quality

control . . . special manufacturing techniques assure re-

ceiving equipment that will deliver the finest in sound
over the greatest distances. What's more, McMartin
guarantees your satisfaction. Send back any unit that

does not function properly (at McMartin's expense) and

it will be repaired or replaced free of charge.

Carl Schultz and McMARTIN Receiver

Says Carl Schultz, of Business Music, Inc., Meridian,
Conn., "We have found that the McMARTIN receiver sur-
passes any overall reliability and fringe area reception."

CONTINENTAL MANUFACTURING, INC.
1613 California Street • Omaha, Nebr.
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"Ifour grandchildren

will grow up under

Communism !

" n ,k,ta khRUSHCHEV to*

W ill the Soviet threat come true? Will your grandchildren live under Communism? Forget God? Salute the Soviet flag?

"Never!" you say. But are you sure? How can you oppose Communism? One sure way is to help Radio Free Europe.

The voice is that of Nikita Khrushchev.

The audience is American.
" Your grandchildren will grow up
under Communism!" he shouts.

Will your children live to see

the Free World die?

Forget God? Salute the Soviet flag?

"Never!" you say. But are you sure?

What can you do to oppose Communism?
There is one sure way.

Help Radio Free Europe.

What does it do?
Every day, to 79 million captive people

behind the Iron Curtain, it broadcasts

news of the outside world.

It helps keep these people from turning

to Communism. The Poles. Czechs,

Bulgarians, Rumanians and Hungarians.

It keeps alive their friendship for

America. It reaches over 90% of these

people, despite Communist jamming.

Thousands of letters echo the plea:

'''God Bless You! Please keep

Radio Free Europe on the air!"''

These people are the buffers between

Russia and the Free World.

They pose a major obstacle to the

Russians starting any war. And
Radio Free Europe is their strongest

link with the Free World.

But Radio Free Europe depends on

individual Americans for its existence.

How about it?

Will you help? . . . Give a dollar?

. . . Give five dollars? ... or more?

Surely your heart tells you to

give something so that our children

—

and all children—shall live

in freedom throughout the world.

Give Now To . . .RADIO FREE EUROPE
The American People's Counter-Voice to Communism

Mail your contributions to: Radio Free Europe Fund, P. O. Box 1961, Mf. Vernon 10, New York
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Fm Station Key

These statistics and other data contained herein are taken from reports

received by us from FM stations. They are believed by us to be accurate

and reliable, but, of course, cannot be guaranteed. This issue of U.S. FM

includes returns from 391 fm stations. The Fm Station Key will be

augumented each month as information is reported by additional opera-

tions. See box below for abbreviations. Stations not listed are advised

to send in the necessary information.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

gramming; where there is an am affiliate, sep.—refers to the fm being separately pro-

grammed and dup. refers to the fm station duplicating the am programming; c/

—

classical; con—concert; op—opera; s-c/—semi-classical; pop—popular; sf—standards;

shw—show; flk—folic; ji—jazz; nws—news; wthr—weather; dr—drama; intvw—inter-

view; cmtry—commentary; rel—religious; sprts—sports; educ—educational program-

ming; disn—discussion.

ALABAMA
Albertville

WAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Proq. (Dup.): Pop, nws, wthr, sprts

Birmingham

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23,000 w
Prog. (Dup.)

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 lew

Prog. (Sep.): St, pop, shw, cl, sprts

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ARIZONA

Phoenix

KELE
ERP: 18,000 w
Prog.: Country & Western

KITH
Counties: 7; ERP: 5,000 w
Prog.: St, s-cl, shw, nws, rel

KYEW
Prog.: Cl, shw

Tucson

KFMM
National Rep.: Good Music Broadcasters

Counties: 3; ERP: 7,200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS

Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Osceola

KOSE-FM (Am: KOSE)

Counties: 12; ERP: 2,200 w
Prog. (Sep.): Cl, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, pop

CALIFORNIA

Alameda
KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Cl, con, s-cl, op, shw

El Cajon

KUFM
Counties: I; ERP: 3.5 kw
Prog.: Cl, con, op, s-cl, nws

Fresno

KRFM (Am: KFRE)
Counties: 12; ERP: 70,000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendale

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flk, shw

Los Angeles

KBIQ (Am: KBIG)
National Rep.: Weed
Counties: 7; ERP: I 10,600 w
Market Pen.: 48.9% (Pulse 6/59)
Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations

Countiei: 3; 58 kw
Market Pen.: 31.3% (Politz I960)
Proq.: Cl, con, op, nws, jz

KMLA
National Rop.: Albort Chance
Counties: 6; ERP: 60,000 w
Markot Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop
KNOB
National Rep.: Modern Media Fm Sales
Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)
Prog.: jz

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)
Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe
Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcasters
Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)
Prog.: S-cl, cl, con, op, rel

KPLI

ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: I 1,000 w
Prog. (Sep.): St, pop, cl, con, shw

KHIO
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
Prog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt
Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.
ERP: 60,000 w
KXRQ
National Rep.: W. S. Grant
Counties: II; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl. con. op

San Bernardino

KFMW
National Rep: Heritage Stations
Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politz I960)
Prog.: Cl, con, op, nws, jz

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel
Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, s-cl, nws

San Diego

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, pop, s-cl, cl, shw

KITT

Counties: I; ERP: 56,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
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FM STATION KEY (Cont'd)

Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, shw, nws

KFMX
National Rep.: Heritage Stations

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: CI, con, op, jz

KFSD-FM (Am: KFSD)
National Rep.: QXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): CI, con, s-cl, st, op

KPRI
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: QXR Network

ERP: 100 kw

Prog.: CI, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: CI, con, op, jz

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward

Rllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllli

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,117* homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

Pulse, Inc., June, I960

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllh

Counties: 10; ERP: 10,500 w
Prog. (Dup): S-cl, st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120,000 w
Market Pen.: 47.3% (Pulse)

Prog.: CI, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw

Prog.: CI, s-cl, op, flk, cmtry

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw

Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt

Counties: 3; ERP: 18 kw

Prog.: Educ, op, shw, st, con

ERP.: 20,000 w
Prog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w
Prog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney
Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE

Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker
Counties: 21; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): Cl, s-cl, pop, shw, nws

WJBR
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

Prog.: S-cl, st, nws, cl, wthr

COLORADO

Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)

Prog.: Cl, con, s-cl, st, nws, shw, ji, wthr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Stations

Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)
Prog. (Sep.): Cl, con, op, s-cl, jz

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media
ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)
Prog. (Dup.): Shw, con, st, s-cl, jz

CONNECTICUT

Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw
Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, jz, cl

Fairfield

WJZZ
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network
Counties: 7; ERP: 6.8 kw
Prog.: Cl, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)
Prog.: Cl, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw
Prog.: Cl, con, op, s-cl, shw

Meriden

WBMI

DISTRICT OF COLUMBIA

WASH (Am: WDON)
National Rep.: QXR Network
Counties: 37; ERP: 15,000 w
Market Pen.: 41% (Pulse 12/56)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WFAN
National Rep.: United Broadcasting

ERP: 20,000 w
Prog.: Latin American music

WGAY (Am: WQMR)
National Rep.: Grant Webb
ERP: 20,000 w
Prog. (Sep.): Flk, nws, rel, disn

WJMD
ERP: 20,000 w
Prog.: S-cl, shw, con, nws, wthr

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 kw
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA
Coral Gables

WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw
Prog. (Dup.): Con, s-cl, nws, cl, wthr

Fort Lauderdale

WFLM
National Rep.: Fm Unlimited

(For abbreviations, see box, p. 11)

TWELVE YEARS OF

BETTER MUSIC IN

THE NATION'S

CAPITAL!

WASH-FM
Affiliated with QXR Network
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FM STATION KEY (Cont'd)

Counties: 3: ERP: 3,500 w
Prog.: St, cl, s-cl, shw, op

WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, jz

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)

Prog. (Sep.): Op, st, con, shw, cl

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollingbery

Counties: 9; ERP: 59,000 w
Prog. (Sep.): Cl, con, s-cl, st, jz, nws, wthr

Pensacola

WPEX
National Rep.: Good Music Broadcasters,

Western FM Sales

Counties: 5; ERP: 2,500 w
Prog.: Cl, s-cl, st, shw, iz

Sarastota

WYAK
National Rep.: Rejko & Mahaffey
Counties: 9; ERP: 2,730 w
Prog.: Cl, s-cl, pop, st, jz

Tampa
WFLA-FM (Am: WFLA)
National Rep.: John Blair

Counties: 34 ERP: 46,000 w

WPKM
National Rep.: Good Music Broadcasters

Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA
Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49,000 w
Prog. (Dup. & sep.): Pop, st, nws, wthr, intvw

Augusta

WAUG-FM (Am: WAUG)
ERP: 9,000 w
Prog. (Sep.): Cl, s-cl, pop

WBBO-FM (Am: WBBO
Counties: 31; ERP: 19.3 kw
Prog. (Dup.): St, pop, nws, sports, intvw

Columbus

WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 kw
Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark
Counties: II; ERP: 300 w
Prog. (Dup.): Pop, nws

LaGrange

WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: 8; ERP: 2.3 kw

Prog. (Sep.): St, nws, sprts, shw, wthr

Marietta

WBIE-FM (Am: WBIE)
Counties: 21; ERP: 3.5 kw

Prog. (Dup.): Pop, st, shw, sprts, nwi

Newnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: II; ERP: 330 w
Prog, (dup.): Nws, wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 kw
Prog. (Dup.)

IDAHO

Boise

KBOI-FM (Am: KBOI

)

Counties: 17; ERP: 17.5 kw
Prog. (.Dup.)

Lewiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS

Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr, sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: I I; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, jz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, hawaiian

WDHF
Counties: 9 ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)
Prog.: Pop, shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw, jz, nws

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Cl, op, dr, nws, intvw

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw. nws, wthr

WNIB
Counties: 10; ERP: I I kw

Market Pen.: 42.4% (Pulse)

Prog.: Cl, con, jz, op, shw

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): Cl, flk, jz, dr, nws

WXFM
ERP: 32,000 w
Prog.: Cl, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl. cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, nws

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters
Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBO-FM (Am: WEBO)
Counties: I I ; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 kw
Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mattoon
WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23,000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 kw
Prog.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson
Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st, nws,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 kw
Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 kw
Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Dup.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna
Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA

Bloomington

WTTV (Am: WTTS)

(For abbreviafions, see box, p. 11)
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FM STATION KEY (Cont'd)

National Rep.: Meeker
Counties: 54; ERP: 37.2 lew

Prog. (Dup.): St, nws, flit, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-cl

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw

Prog. (Dup.)

Evansville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw

Prog. (Dup.): St, shw, s-cl, con, cl

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw

Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, s-cl, cl, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion

WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith

Counties: 10; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprts

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw

Prog. (Sep.): Programatic

Richmond

WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney

Counties: 20; ERP: 23 000 w
Prog. (Sep.): Pop, s-cl

Warsaw
WRSW-FM (Am: WRSW)

75 Sponsors Use

Kentucky's Largest Fm!

EH
WLVL
LOUISVILLE

35,000 Watts Walker-Rawalt

S. A. Cisler, Manager Natl. Rep.

Counties: 60; ERP: 34,000 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA
Des Moines

KDMI
ERP: I 15,000 w
Prog.: Rel, sacred, nws, wthr, cl

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw
Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

KANSAS

Salinas

KAFM
Counties: 9; ERP: 3.6 kw

Prog.: Cl, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Daren McGavren
Counties: I; ERP: 3,200

Prog. (Sep.) Jz, cl, st, shw, s-cl

Wichita

KFH-FM
Counties: 12; ERP: 10.6 kw

Prog. (Dup.)

KENTUCKY

Hopkinsville

WKOF (Am: WKOA) (Under construction)

Counties: 10; ERP: 3J3 kw
Prog. (Sep.): Pop, st, shws, nws, sprts

Louisville

WLVL
National Rep.: Walker-Rawalt
Counties: 16; ERP: 35,000 w
Prog.: Cl, pop, s-cl, shw, flk

Owensboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney

Counties: 14

Prog. (Dup.): Cl, con, op, nws, sprts

LOUISIANA

Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): Cl, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con

Shreveport

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17.000 w
Prog. (Dup.): Pop, flk, nws, sprts, wthr

MAINE

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw
Prog.: Cl, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w
Proq. (Sep.): Programatic

WMTW-FM
Prog.: Cl

MARYLAND

Annapolis

WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Baltimore

WBAL-FM (Am: WBAL)
ERP: 20,000 w
Prog. (Sep.): Cl, s-cl, shw, flk, jz

WFMM
National Rep.: Walker-Rawalt
Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, flk, cl, op

WITH-FM (Am: WITH)
National Rep.: OXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep. ):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop, nws, wthr

MASSACHUSETTS

Boston

WBCN
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: Cl, con, s-cl, op, shw

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw
Prog. (Dup.): Pop, st, nws, sprts, wthr

WXHR (Am: WTAO)
National Rep.: OXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shw, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: OXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, op, nws

(For abbreviations, see box, p. 11)
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MICHIGAN

Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollinqbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WDTM
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flit, shw

WLDM
National Rep.: Wallcer-Rawalt

Counties: 6; ERP: 20,000 w
Prog.: St, shw, s-cl, cl, con

WMUZ
Counties: 8; ERP: I 15,000 w
Prog.: Sacred music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
National Rep.: Larry Gentile

Counties: 20; ERP: 61,000 w
Prog.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ)
National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50,000 w
Prog. (Dup.): Nws, pop, st, con, s-cl

East Lansing

WSWM
National Rep.: Walker-Rawalt

Counties: 10; ERP: 30,000 w
Prog.: S-cl, cl, nws, shw, jz

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel
Counties: 32; ERP: I 15,000 w
Prog. (Sep. after 7pm)
WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney
Counties: 7; ERP: 1750 w
Prog. (Sep. and Dup.): Cl, con, s-cl, pop, st

Kalamazoo

WMCR
Counties: 15; ERP: 36 kw
Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw
Prog. (Sep.): St, disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney
Counties: 6; ERP: 1,700 w
Prog. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog.

(
Dup.) : Pop, nws

MINNESOTA

Brainerd

KLIZ-FM (Am: KLIZ)
National Rep.: Walker-Rawalt
Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl, st, nws, cl, sprts

Minneapolis

KWFM
National Rcp.:Walker-Rawalt, QXR Network
ERP: 22.5 kw
Prog.: Cl, s-cl, jz, nws, st

WAYL
Counties: 8; ERP: 3.5

Proq.: St, shw, jz, flk, spoken word

WLOL-FM (Am: WLOL)
National Rep.: Heritage Stations

Counties: 5; ERP: 9.7 kw
Prog. (Sep.): Cl, con, op, s-cl, jz

WPBC-FM (Am: WPBC)
National Rep.: Broadcast Time Sales

ERP: 5.4 kw
Proq. (Sep.): Cl, con, s-cl, st, shw

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 39 kw
Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

MISSOURI

Kansas City

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Prog.: St, wthr, jz, shw, pop

KCMO-FM (Am: KCMO)
Counties: 54; ERP: 65,000 w
Prog. (Sep.): St, s-cl, cl, shw, nws

KXTR
National Rep.: Walker-Rawalt
Counties: 18; ERP: 58,200 w
Market Pen.: 35:2% (Pulse)

Prog.: Cl, con, nws, flk, s-cl

St. Louis

KADI (Am: KADY)

National Rep.: Broadcast Time Sales

ERP: 24,700 w
Prog. (Sep.): St, s-cl, shw, cl, nws

KCFM
National Rep.: Walker-Rawalt
ERP: 21.5 kw

KSTL-FM (Am: KSTL)

Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX

Counties: 14; ERP: 25.5 kw

Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman

ERP: 22 kw

Springfield

KTTS-FM (Am: KITS)

National Rep.: Weed
ERP: 9.1 kw

Prog. (Sep.): Pop, st, s-cl, cl, ji

NEBRASKA

Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMQ
National Rop.: Walker-Rflwolt

Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, jx, disn

Omaha
KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58.000 w
Market Pen.: 12.4% (Pulse 12/59)
Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters
Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70.000 w
Proq.: Cl

NEVADA

Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY

Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

Bridgeton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark

ERP: 9 kw

Prog. (Sep.): Cl, con, op, s-cl, pop, QXR

Long Branch

WRLB
Counties: 10

Prog.: S-cl, nws, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, jz

Red Bank

WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

NEW MEXICO

Albuquerque

KHFM

(For abbreviations, see box, p. 11)

WLDM
Soon to

Increase Power

146,000 watts
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QXR

FM

NETWORK
. . . the nation's biggest FM
radio network, reaching- a

quality audience for quality

advertisers in major metro-

politan markets with New
York Times news and the good

music format of WQXR,
America's Number One Good

Music Station.

Albany-Troy, N. Y. WFLY-FM

Allentown, Pa. WFMZ
Baltimore, Md. WITH-FM

Binghamton, N. Y. WKOP-FM

Boston, Mass. WXHR
Buffalo, N. Y. WGR-FM

Hartford, Conn. WCCC-FM

Ithaca-Elmira, N. Y. WRRA-FM

Jamestown, N. Y. WJTN-FM

Olean, N. Y. WHDL-FM

Philadelphia, Pa. WDAS-FM

Poughkeepsie, N. Y. WKIP-FM

Providence, R. I. WPFM
Rochester, N. Y. WROC-FM

Southern New Jersey WSNJ-FM

Syracuse, N. Y. WSYR-FM

Utica-Rome, N. Y. WRUN-FM

Washington, D. C. WASH-FM

Worcester, Mass. WTAG-FM

Non-interconnected group

Chicago, III. WFMF-FM

Cleveland, Ohio WDOK-FM

Detroit, Mich. WLDM-FM

Indianapolis, Ind. WFBM-FM

Kansas City, Mo. KCMO-FM

Los Angeles, Cal. KCBH-FM

Miami, Fla. WWPB-FM

Milwaukee, Wis. WFMR-FM

Minneapolis, Minn. KWFM-FM

Norfolk, Va. WRVC-FM

Pittsburgh, Pa. WLOA-FM

St. Louis, Mo. KCFM-FM

San Diego, Cal. KFSD-FM

San Francisco, Cal. KAFE-FM

•

Ask to see our new slide

presentation on the amazing

growth of FM radio.

Call or write us today.

THE QXR NETWORK
229 West 43 Street, New York36,N.Y.
LAckawanna 4- J 100

FM STATION KEY (Cont'd)

National Rep.: Modern Media Fm Sales
Counties: 6; ERP: 1,500 w
Prog.: CI, con, s-cl, st, nws

NEW YORK

Babylon

WTFM (Am: WSLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Binghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 Itw

Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw

Prog. (Sep.): CI, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5.000 w
Prog. (Sep. nights): Disn, s-cl

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): CI, educ, con, s-cl, shw

Garden City

WLIR
Counties: 4; ERP: 1,000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jz, nws

! Hempstead

j

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: I 000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts, educ

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell
Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nws, con, s-cl, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw

Market Pen.: 53.4% (Pulse 7/60)

Prog. (Sep.): CI, con, s-cl, shw, flk

WNCN
Market Pen.: 53.4% (Pulse 7/60)
Prog.: CI, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: I 1,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Dup.): CI, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed
ERP: 46,000 w
Prog. (Sep.): Cl. con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney
Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr. educ

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Dup.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla
Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

Rochester

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, jz, rel,

disn

Syracuse

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jz, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA

Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

(For abbreviations, see box, p. 11)

Tremendous Pull — Telephones

never stop ringing

Check in on

ALAN GRANT'S

JAZZ NOCTURNE
- WLIR
10:05 PM to Midnite

on weekdays; 'til

I AM on weekends

WLIR—92.7 mc—Garden City, L. I.

Pioneer 1-4700
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WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 lew

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: CI, con, s-cl, shw, wthr

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 lew

Prog.: S-cl, cl, st, rel, cmtry

Leaksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell

Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Wallter-Rawalt

Counties: 85; ERP: 36,000 w
Prog.: CI, con, op, s-cl, st

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw

Market Pen.: 27.2% (Pulse)

Prog. (Dup.): CI, con, op

Rocky Mount
WFMA (Am: WCEC)
National Rep.: John Pearson

Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthr

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt

ERP: 15 kw

Prog. (Dup.): St, nws, wthr, rel, sprts

Sanford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

Statesville

WFMX (Am: WSIC)
National Rep.: Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st, shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): CI, s-cl, st, shw, nws

OHIO

Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webb
Counties: 6; ERP: 1,000 w
Prog. (Dup.): Sprts, st, s-cl, con, jz

Canton

WCNO (Am: WAND)
National Rep.: Walker-Rawalt
Counties: 28; ERP: 27,700 w
Prog. (Sep.): Pop, s-cl, st, shw, cl

WHBC-FM (Am: WHBC)
National Rep.: Venard, Rintoul & McConnell
ERP: 15,000 w
Prog. (Dup.): St, pop, s-cl, nws, sprts

Cincinnati

WAEF
National Rep.: Walker-Rawalt

Counties: 13; ERP: 4.8 kw

Market Pen.: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15,500 w
Prog. (Sep.): Cl, s-cl, shw, con, st

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 21,500 w
Market Pen.: 33% (Pulse)

Prog. (Sep.): Cl, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw

Prog.: Jz

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.): St, shw, cl, con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 2.8 kw
Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt

Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 26 kw

Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): Cl, con, s-cl, pop, st

(For abbreviations, see box, p. 11)
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pulsating

Now! The FM station with

the selective sound of music

is the select station for

New York's discriminating

FM listeners. And

discriminating time buyers

know a good buy when they

hear one. So get the PULSE

of the FM market ... get the

story of WRFM
leadership and listenership

in New York.

WRFM
105.1 MC New York

FM beamed stations only April 1960 PULSE
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GOOD THINGS HAPPEN

+ WHEN YOU HELP

RED CROSS
TIMELY

DIFFERENT --u
... oH EAR'"

*
Rootage 0I

\ Hurricane donna.

. ,
o1 the MISSILE quAKE and HUW Wm_rt ,

A and present day than ajj-* - dience apPeaL

AGE, the CW1L
*w

w Wm lea-
tion plcture w

RED CROSS> d̂Uatlc
^st-

tures the years mos

ANIMATED TV SPOTS
(60-20-10 seconds)

PARKER FENNELLY is loyal dog, Max.

again featured as the lov-

able POSTER BILL. With

him is the well-known actor

HOWARD MORRIS-as
a roving reporter who is

left "speechless" in a hu-

morous "bite" by Bill's

STAR STUDDED
JINGLES SONGS APPEALS
(all lengths from 05 to 60 seconds)

These spots provide the

"light" touch to a serious

fund drive. They are avail-

able in TWO versions-

one for MARCH CAM-
PAIGN cities and one for

UNITED FUND cities.

ETHEL MERMAN with

the RUSS CASE orches-

tra-STEVE LAWRENCE
with theUNITED STATES
ARMY BAND sing SAUL
TEPPER'S great Red Cross

Campaign Song GOOD
THINGS HAPPEN
WHEN YOU GIVE.

THE FOUR LADS with

PERCY FAITH and his

orchestra sing ARTHUR
KENT'S exciting Red
Cross jingle WHERE THE
NEED IS with voice-over

appeals by MITCH MIL-

LER and EDWARD R.

MURROW.
ALSO

COLOR SLIDES TELOPS FLIP CARDS
With voice-over copy

AND—a recording with 5 to 15 second IDs for

station breaks—voice over credits and crawls.

Straight appeals by

DAVE GARROWAY JOHN DALY
RALPH EDWARDS DON McNEILL

PLUS—A VARIETY OF SHORT IDs

All these materials available from

YOUR LOCAL RED CROSS CHAPTER THE ADVERTISING COUNCIL

THE AMERICAN NATIONAL RED CROSS /Sfa New Y°rk

In New York, call MUrray Hill 9-1000 ' f»* Chicag0

In Hollywood, call HOIIywood 5-5262 Hollywood
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NAFMB Notes

• New Pocket Computer for Salesmen

• Fm Day at NAB Convention

The National Association of Fm
Broadcasters is in the process of hav-

ing published a new circular pocket-

sized computer for fm salesmen of its

member stations.

Facts and figures on fm listening

patterns and habits as well as the

economic and educational aspects of

the fm listener will be presented in

this promotion piece. Fm penetra-

tion figures in cities where they are

available will be included. The
pocket computer is currently being

published, according to Fred Rabell,

president of NAFMB, and should be

in the mail on its way to member
stations by the end of March.

Main source for the figures that

will appear in the circular piece is

a composite analysis of fm studies

flli!l!lllll!lllllllllllll!llllllllllllllllllllllllll^

MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

1. An adult audience in the

age of accumulation.

2» An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

lllllllllllllllllllllllll!l!lllllllllllllllll!llllllllllllll!llllllliy
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conducted by Pulse in 1960. These
figures will replace a similar com-
posite analysis that the association

incorporated in a flip-card presenta-

tion that was made available to mem-
bers last year.

The back of the computer will be

left open for station promotion and
for such things as presentation of

rate cards. Each NAFMB station will

receive one copy free; additional

copies can be purchased.

For the second year in a row, the

NAFMB will conduct Fm Day at the

1961 National Association of Broad-

casters' convention. Fm Day will be

Sunday, May 7.

So far, the tentative agenda calls

for a sales and programming semi-

nar in the morning. It will be con-

ducted by the eight regional direc-

tors of the association.

Before the NAB meeting gets un-

derway, the NAFMB will hold a

board of directors meeting Friday

night. On Saturday morning, there

will be a business meeting and elec-

tion of officers.

In the afternoon on Saturday, a

meeting will feature a discussion on
"ways and means of stimulating the

promotion of fm to advertisers and
listeners."

•

On the sales front, Mr. Rabell

comments that national fm business

continues to be sluggish. He states,

however, that NAFMB stations have

experienced very encouraging results

with local business.

As an example, Mr. Rabell reports

that his KITT San Diego has signed

Sears Roebuck to a 52-week contract,

calling for a weekly expenditure of

$125. The campaign uses 47 spots a

week spread over seven days and is

selling everything from freezers to

fences. Spots are aired day and night.

FM STATION KEY (Cont'd)

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnel
Counties: 33; ERP: 52 kw

Prog. (Sep.): Nws, »-cl, »t, ihw, ji

Dayton

WHIO-FM (Am: WHIO)
ERP: 20,000 w
Prog. (Sep.): Con, st, el, nwi, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16; ERP: 24 kw
Prog. (Sep.): Quality music

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark
Counties: 20; ERP: 8,200 w
Prog. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr,

sprts

Middlctown

WPFB-FM (Am: WPFB)
Prog.: (Sep.) Sprts, pop, st, nws, wthr

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConne'I
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

Toledo

WMHE
Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

OKLAHOMA
Oklahoma City

KEFM
National Rep.: Good Music Broadcasters

ERP: 3.7 kw
Prog.: Pop, cl, shw, jz, wthr

KYFM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Prog.: (Sep.) St, con, jz, sprts, nws

Tulsa

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1,500 w
Prog.: Cl, s-cl, pop, shw, jz

(For abbreviations, see box, p. 11)
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FM STATION KEY (Cont'd)

KOGM
Counties: 8; ERP: 4.1 kw
Prog.: Pop, st, cl, shw, s-cl

OREGON

Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)
National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w
Prog. (Sep.): Cl, con, s-cl, up, nws

KGMG
National Rep.: Heritage Stations

Counties: 15; ERP: 68,250 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KPFM (Am: KPAM)
National Rep.: Weed
Counties: 22; ERP: 33,000 w
Prog. (Sep.) : Cl, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: II; ERP: 4.4 kw

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: II; ERP: 17.7 kw

Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA

Allentown

WFMZ
National Rep.: QXR Network
Counties: 20; ERP: 4.8 kw
Prog.: Cl, nws, cp, shw, flk

Altoona

WFBG-FM (Am: WFBG) (Due on air 10/60)
Counties: 35; ERP: 33 kw
Prog. (Sep.): S-cl, cl, st, con, op

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw
Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w
Prog. (Dup.): St, con, nws, wthr, jz

Harrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw
Market Pen.: 13% (Pulse 5/60)
Prog. (Sep.): St, nws, cmtry, cl, disn

Johnstown

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)
Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties: 9; ERP: 15 kw
Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed

Counties: 4; ERP: 7.2 kw
Prog. (Sep.): cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): Cl. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% (Pulse I960)

Prog. (Sep.): Con, s-cl, st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM (Am: WIBG)
National Rep.: Katz

ERP: 20 kw
Prog. (Dup.): Pop, nws, st, wthr, svce info

WIFI
National Rep.: Walker-Rawalt
Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw
Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WQAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) Cl, s-cl, op, shw, con

WAZZ (Am: WAMO)
National Rep.: Bernard Howard
Prcg: Jz

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Walker-Rawalt
Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters
Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50,000 w
Prog. (Dup.): Pop, cl, s-cl, sprts, disn

Scronton

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barre

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw

Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives

Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND

Providence

WLOV
Counties: 5; ERP: 3.4 kw

Prog.: Shw, st, pop, jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)

Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA

Charleston

WCSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Rep.: Meeker
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, jz, con, op, s-cl

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed
Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop

WMUU-FM (Am: WMUU)
National Rep.: Beattie

ERP: 840 w
Prog. (Dup. until sunset): Cl, con, op, s-cl,

rel

TENNESSEE
WGBI-FM (Am: WGB!)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw

Prog. (Dup.): St, nws, sprts, wthr, jz

Shenandoah Heights

WPPA-FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw
Prog. (Dup.)

Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop, nws, cl

WLOM
Counties: 53; ERP: 33,000 w
Prog.: Cl, con, s-cl, jz, shw

(For abbreviations, see box, p. 11)
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FM STATION KEY (Cont'd)

Gallatin

WFMG
Counties: 10; ERP: 8,200 w

Proq.: Pop, st, con, shw, $-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham

ERP: 50,000 w
Proq. (Dup.): Nws, pop, sprts, st, rel

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w
Proq. (Sep.): St, shw, pop, s-cl, nws

Memphis

WMCF (Am: WMC)
National Rep: John Blair

ERP: 300,000 w
Prog. (Sep.): St, shw, s-cl, cl, con

Nashville

WFMB
National Rep.: Good Music Broadcasters,

Fm Unlimited

Counties: 10; ERP: 3.4 kw

Prog.: CI, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
ERP: 30,000 w

TEXAS

Amarillo

KGNC-FM (Am: KGNC)
National Rep.: KATZ
Counties: 18; ERP: 14.6 kw

Prog. (Sep.): CI, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: CI, s-cl, op, st, shw

KTBC-FM (Am: KTBC)
National Rep.: Rayburn
Counties: 29; ERP: 94 kw
Prog. (Sep.): Pop, st, s-cl, cl, wthr

Dallas

KCPA
National Rep.: Walker-Rawalt
Counties: 20; ERP: 4.83 kw

KRLD-FM (Am: KRLD)
National Rep.: Branham
Counties: 58; ERP: 59 kw
Prog. (Dup.): Pop, s-cl, cl, nws, dr

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)
Counties: 8; ERP: 6.5 kw
Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth

KFJZ-FM (Am: KFJZ)
National Rep.: Blair

Counties: 16; ERP: 28.1 kw

Prog. (Sep.): Shw, st, pop, nws, wthr

Gainesville

KGAF-FM (Am: KGAF)
ERP: 215 kw

Prog. (Sep.): Pop, st, nws, wthr, shw

Harlingen

KELT (Am: KGBT)
Counties: 4; ERP: 3 kw

Prog. (Sep.): St, s-cl, con, shw, ji

Houston

KFMK
Counties: 25; ERP: 10.5 kw
Market Pen.: 30.9 (Pulse 1/60)

Prog.: Pop, st, shw, jz, wthr, nws, s-cl, flk,

intvw, rel

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
National Rep.: Adam Young Fm
Counties: 9; ERP: 15,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog.: Pop, st, nws, wthr, shw

KRBE
Counties: 88; ERP: 79,100 w

Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)
Counties: 17; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw

Piog. Pop, cl, s-cl, shw, op

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw

Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
ERP: 3,000 w
Prog. (Sep.): Cl, jz. shw

KITY (Am: KONO)
National Rep.: Adam Young Fm
Counties: 13: ERP: 4.400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco

KEFC
Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthr, rel

UTAH
Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

(For abbreviations, see box, p. 1 1
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FM STATION KEY (Cont'd)

VIRGINIA

Charlottesville

WINA-FM (Am: WINA)
Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 kw
Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: I I; ERP: 7.2 kw

Prog. (Sep.)

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore

Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Newport News

WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 20; ERP: 37,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts. nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): CI, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WSLS-FM (Am: WSLS)
Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

Staunton

WAFC-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jx, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 kw
Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON
Bellinghom

KGMI
National Rep.: Heritage Stations

Counties: I I; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con. op, nws, jz

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)
Prog.: St, shw, nws, wthr, jz

KGFM (Am: KGDN)
National Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): Cl, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KING-FM (Am: KING)
National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): Cl, op, jz, flk, shw

KISW
National Rep.: Hi-Fi Music Broadcasters

Counties: 13; ERP: 10.5 kw
Prog.: Cl, con, op, cmtry, dr

KLSN
National Rep.: Walker-Rawalt
Counties: 13; ERP: 19,000 w
Prog.: Cl, con, s-cl, shw, jz

KMCS
ERP: 10.5 kw
Prog: St, wthr, flk

Spokane

KXLY-FM (Am: KXLY)
National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog. (Sep.) : Cl, s-cl, jz

Tacoma

KTNT-FM (Am: KTNT)
National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

KTWR
National Rep: Fm Unlimited

Counties: 3; ERP: 10 kw

Prog.: Disn, rel, cmtry, dr, s-cl

WEST VIRGINIA

Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2 600 w
Prog. (Sep.): Cl, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Prog. (Dup. and Sep.): Pop, st, jz, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w

Prog. (Sep.): St, shw, s-cl

WISCONSIN

Eou Claire

WIAL (Am: WEAQ)
National Rep.: Hollingbery

Counties: II; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel

Counties: 15; ERP: I I kw

Frog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Represen

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nwi, wthr, st, c

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw
Prog.: Rel, s-cl, cl, educ, intvw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Milwaukee

WFMR
National Rep.: Good Music Broa

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3,600 w
Piog. (Dup.): S-cl, st, shw, wthr, nws

WMIL-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christal

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Racine

WRJN-FM (Am: WRJN)
Counties: 3: ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wausoju

WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl nws, sprts, wthr

Watertown

WTTN-FM (Am: WTTN)
National Rep.: George Hopewell
Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell
Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nws

PUERTO RICO

San Juan

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw
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MERCHANDISING IS LIKE THE

LITTLE GIRL WITH THE CURL

...WHEN SHE WAS GOOD

SHE WAS VERY, VERY GOOD,

KSTP Radio believes that advertisers should receive strong,

consistent and professional merchandising support for their

advertising campaigns in the vitally important North-

west market.

To this end KSTP maintains a full-time merchandising

and promotion staff working closely with each advertiser

to create, develop and implement the selling aids which

most effectively add to the success of his campaign.

Among the activities which have made KSTP
the Northwest's leader in merchandising are the

exclusive KSTP "FEATURE FOODS MER-
CHANDISING PLAN'' and "FEATURE DRUGS
MERCHANDISING PLAN" which provide spe-

cial in-store displays and product-checks in 200

top-volume super-markets and 65 key drug out-

lets in the Twin City area. Bargain Bar displays

in key chain and independent food outlets every

week include coupons, samples, registration for

prizes, distribution of product literature and

demonstrations by the KSTP hostess in attend-

ance. Each activity is designed to move your

product from shelf to shopping basket—the final

link in the chain started by your advertising on
KSTP Radio!

AND WHEN SHE WAS BAD

SHE WAS HORRID
!

"

mailing pieces, survey facts and figures relating to your

sales problem and special promotions by the score. There

is no charge to the advertiser for these services which are

offered at the discretion of the station.

Our files are full of letters from advertisers who appre-

ciate dependable,quality merchandising assistance. If you'd

like to know more about it, contact a KSTP representative

or your nearest Petry office.

50,000 watts, 1500 kc.

"the sound of the sixties"

In addition, KSTP's expert merchandisers turn out shelf-

talkers, banners, window streamers, bus cards, posters,



Stirring songs of battle, sorrow and victory...

"Dixie," "John Brown's Body," "Yellow Rose of

Texas"; these and other melodies recalled the

passion and sweep of the Civil War on "A Ballad

of the North and South." Produced by WBBM
Chicago, one of the CBS Owned Radio Stations,

and presented over the CBS Radio Network, this

program of authentic Civil War music had the

nation's critics cheering. Among their comments:

"The melodies were happily blended with a

commentary that fit the mood..." "The WBBM
Orchestra, the Northwestern University Men's

Glee Club and various soloists performed with

style and humor."

Small wonder that it was chosen as one of the

top two Radio Documentaries of the Year by 358

of the nation's Radio-TV editors in Radio-TV

Daily's 19th Annual Ail-American Awards.

The CBS Owned Radio Stations create ra-

dio programs that are adult, informative, thought-

AND SOUTH
provoking and, above all, interesting. According

to one listener, "A Ballad of the North and

South" was: "Best I've ever heard." Wouldn't a

man in that frame of mind be receptive to your

advertising message?

When people listen attentively to stimulating,

provocative programs, they pay attention to the

sponsor's sales message. And it is a matter of

record that attentive, active, responsive audiences

listen to the idea stations:

WEEI,WCBS,WCAU,WBBM, KMOX, KCBS,KNUHE GS OWNED RADIO STATIONS
BOSTON * NEW YORK * PHILADELPHIA ' CHICAGO * ST. LOUIS * SAN FRANCISCO* LOS ANGELES'
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Now, thanks to the complete cooperation of the record

companies (including all the majors), there's an un-

matched, one-stop record source for broadcasters!

Now, through RSI, you can get the hit record product

(albums as well as the singles we've been delivering)

of every top label in the business. You get the best of

the new releases . . . the "Spotlight Winners" selected

by the Record and Music Staff of The Billboard.

Six different record services available

They're services that fit your programming as neatly

as they fit your budget. And each is sold with an uncon-

ditional guarantee of complete satisfaction!

9

BEGINNING MARCH 1

RSI RECORD

ALBUM SERVICE

WJLL INCLUDE

9

'SPOTLIGHT" singles

"Hot 100"

10 new records weekly
"Easy Listening"**

6 new records weekly
"Country"

5 new records every 2 weeks

"SPOTLIGHT" albums

" Popular"**

10 new albums monthly
"
Classical"

10 new albums monthly
"Jazz"

5 new albums monthly

Rates effective March let (U.S.)*
52 Weeks 18 Weeks

$175.00

110.00

$60.00

40.00

50.00 (Not available)

12 Months

$150.00

150.00

75.00

1, Months

$55.00

55.00

30.00

ALL THE TOP LABELS!
'Regular mail. Domestic air-mail and foreign shipping costs on request

"No rock 'n' roll

Already, over 600 satisfied stations subscribe to one or

more RSI services. Make sure you, too, get the best of

the new releases . . . faster than you could otherwise

—

through RSI. Fill out and mail the coupon below, today.

RECORD SOURCE, INC.

RSI, 333 East 46th Street, New York 17, New York

Payment is enclosed for our subscription to the RSI services

checked.

Singles 52 Wks. is Wks.

"Hot 100"

"Easy Listening"
"Country" Music

Albums 12 Mos.

"Popular"
"Classical"

"Jazz"

Station Call Letters Attention

Company Name

A ddress City State

i Mos.

RSI grants and reserves the right to cancel subscription services on a pro rata

basis.

It is a condition of this subscription that records supplied by RSI will be used for
broadcast purposes only.

U. S. RADIO March 1961
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156,394,000 Sets in Use

15,500,000 Fm Sets in

Use (RAB est.)

40,387,000 Car Radios

(RAB est.)

1,090,073 Sets Made
(January—EIA)

Spot: National spot billings of Daren F. McGavren Co., New York, in-

creased 32 percent in the first 60 days of 1961 over the same period last

year, the representative firm announced this month.

Network: Frito Co. was the leading network advertise] in terms of total

home broadcasts, according to A. C. Nielsen Co.'s monthly index for the

period ending January 8. There were 348 broadcasts used for a total of

161,519,000 home broadcasts delivered. Pharmaco Inc. held second posi-

tion with 131,941,000 total home broadcasts delivered. Following in

third, fourth and fifth places were Standard Brands Inc., R. J.
Reynolds

Tobacco and Liggett 8c Myers Tobacco. In terms of total commercial

minutes delivered, the Nielsen study shows that Pharmaco held the num-
ber one position with 90,050,000. Frito was second with 80,049,000.

Standard Brands, Vick Chemical Co. and Liggett & Myers ranked third,

fourth and fifth.

Local: KCBS San Francisco revealed in an annual report that sales in

I960 exceeded the highest previous year by 19.3 percent. Local sales were

up 7.3 percent over 1959. Sales reached the highest peak in the station's

history during the week ending November 5.

3,556 Am Stations

839 Fm Stations

Stations: The number of am and fm stations on the air at the end of

February totaled 4,395, an increase of 27 (9 am and 18 fm) over the

previous month.

Commercial AM Commercial FM
Stations on the air 3,556 839

Applications pending 596 76

Under construction 138 204

Sets: Total radio production in January was 1,090,073, including auto

receivers, according to the Electronic Industries Association. Total radio

sales, excluding car radios, was 580,680. Fm set production reached 50,421

in January, according to the EIA.

U. S. RADIO • March 1961 3



GO REGIONAL!
COVER ALL KILO -LAND!
There's no stopping a radio spot

when you place it on KELO Sioux

Falls.' 13,600-watt franklinized
power hurls your message through-

out all KELO-LAND. And KELO
program power (built on sensible

music picks, full NBC news, color-

ful weather reporting, on-the-spot

sportscasts) drives your message
home convincingly!

N BCKELO
13,600 WATTS RADIATED POWER

Sioux Falls, S. D. and all Kelo-land

JOE FLOYD, President

Jim Molohon, Mgr.; Evans Nord, Gen. Mgr.

Represented nationally by H-R
In Minneapolis by Wayne Evans & Associates

MIDCO
Midcontinent Broadcasting Group

KELO-LAND/tv and radio Sioux Falls, S. D.;
WLOL/am, fm Minneopolis-St. Paul; WKOW/am
and tv Madison, Wis.; KSO radio Des Moines

for buyers and sellers of radio advertising
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EXCLUSIVELY

# SPOT •
RADIO

9

CREAM OF WHEAT" cereal utilizes the efficiency and flexibility of spot

radio for increasing" its total share of the hot cereal market.

Why? . . . Because spot radio sells the cereal market at just the right times

and in just the right market areas.

Spot radio, the exclusive "Cream of Wheat" advertising" medium, can work
for you too . . . your H-R man will sell you now.

riCififtfM Representatives
* Through BBD&O, Minneapolis



soundings
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U. S. Radio To Have New Format
The next issue of v. s. radio will present a streamlined format that

! will expand its role as the radio industry's leadership magazine. The
revised appearance will make its debut in the April-May issue. New |

styling and certain changes in editorial content are aimed at furthering 1

| u. s. radio's service to advertiser and broadcast management. The maga-
§

I zine since the beginning of March has been a part of the sponsor publi-

1 cation family. (See Editorial, p. 56.)

NfTKi'ii::-
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Program Services Growth Centers The field of program services—offering a range of material trom radio

Around Varied New Offerings program syndication to commercial jingles—is undergoing a strong re-

vival (see lead story, p. 17). Most of the services being offered are built

around the idea of furthering a station's desire for individual identity.

Canada Sets Plans For Own A Canadian radio sales promotion association, somewhat similar in scope

Radio Sales Promotion Unit to the Radio Advertising Bureau, is expected to be launched in time for

a major fall campaign (see Report from Canada, p. 53) . Tentative title

of the group is Radio Sales Bureau. It is being formed by a committee

of the Canada Association of Broadcasters.

RAB Shows Radio's the Place Advertisers who are just beginning to shape summer plans will find a new
To Reach Baseball Fans Radio Advertising Bureau study of baseball listening particularly helpful.

"What's the Score in Baseball?"—in which R. H. Bruskin interviewed

more than 1,000 male baseball buffs in two major cities—reveals that

almost six out of 10 male fans use radio as their main source of baseball

news. This turns out to be twice the number of people who rely upon

any other medium.

'Big Sound' and Ad Council Set Up Public service material prepared by the Advertising Council will be dis-

Distribution-Production Deal tributed regularly to the 300 radio stations subscribing to the "Big

Sound" syndication service. Frederic Wile, managing director of the

council's Pacific Coast operations, and Peter Frank, who heads the radio

set-up, point out there will be no charge to either the station or the

council for the new service. As part of the agreement, the top recording

film and tv stars who record for the "Big Sound" will be asked to make
public service announcements based on specific Advertising Council

campaigns.

Editorials Have Pulling Power, Stations that have spiced their programming content with editorial stands

Station Executive Reveals are finding that results can be seen in increased listener awareness. As an

example, Ben Strouse, president of WWDC Washington, revealed before

the Timebuying &: Selling Seminar of the Radio & Television Executives

Society, that he has found results can be measured in many ways—listener

reaction to 41 separate editorials on alcoholism or the launching of con-

gressional investigation into the tv repair racket in response to a 1958 edi-

torial campaign.
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time buys

Aluminum Corp. of America

Agency: Fuller & Smith & Ross Inc.,

Pittsburgh

Product: ALUMINUM GOODS

Alcoa is turning its money to spot

this year alter a season on NBC's
Monitor in I960. The top 20 mar-

kets, except New York, were pin-

pointed by Alcoa for the campaign
which runs in five phases. Start date

was March 14; end date is set for

December 19 with a hiatus in August.

As a merchandising effort, spots in

the Alcoa campaign will tie in with

local dealers. The first flight runs

eight weeks and will advertise boats

in cooperation with marine dealers.

Another flight emphasizing leisure

living products (outdoor furniture)

begins April 18, overlapping with

the boat flight through May 6.

Frequencies will vary from 25 to

50 spots per week, both minutes and
20's. Daytime and evening times are

preferred. Agency is not buying drive

times because it doesn't believe the

advantages justify a higher rate. One
station will be used in each market.

The timebuyer is Lou Stearn.

Braniff International Airways

Agency: Cunningham & Walsh Inc.,

New York

Product: AIR TRAVEL
Rush orders went out this month

for time in 10 top Braniff markets.

First schedule to break started March
4. Others were reported to start at

various dates, but campaigns in all

markets will run for four weks. Bran-

iff frequencies appear to be heaviest

among the month's buys—100 to 300

spots per week in each market. More
than one station is being used in each

city. Commercials, combinations of

live and ET, come in all lengths

—

10's, 20's, 30's and 60's. Agency pur-

chased what it calls "men's times"

for the campaign, hoping to reach

U. S. RADIO • March 1961

1 1 io businessman who navels. Drive

periods and weekends are dominant.

Timebuyer is Frank Vernon.

Falstaff Brewing Corp.

Agency: Dancer-Fitzgerald-Sample

Inc., New York

Product: BEER

Falstaff's annual spring entry into

radio baseball is underway in Los
Angeles, where the company is spon-

soring 15 pre-season games of the

Los Angeles Dodgers. With the of-

ficial season start Falstaff will spon-

sor both the Dodgers and San Fran-

cisco Giants radio broadcasts. Falstaff

owns exclusive rights to the broad-

cast and uses from one-fourth to one-

half of commercial time.

General Foods Corp.

Agency: Foote, Cone, Belding Inc.,

New York

Product: D-ZERTA

In its first extensive spot radio ven-

ture, D-Zerta will go on the air for

several months in April. The cam-

paign was charted after "test" cam-

paigns showed sufficiently good re-

sponse. D-Zerta has used and will

continue network radio participa-

tions in ABC's Breakfast Club and
CBS' Arthur Godfrey Shoiv. Spot

radio commercials will be delivered

live, primarily on women's programs.

Radio is the only medium used by

General Foods for this product. Pete

Scott is timebuyer.

King's Wine

Agency: Wermen if Schorr Inc.,

Philadelphia

Product: TABLE WINES

A special campaign to promote

wines before the Easter holiday

opened up in mid-March. Frequen-

cies vary from 15 to 20 spots per

week in each of the six markets

chosen for the drive. Approximately

13 stations in Trenton, Camden,
N.

J.,
Philadelphia, York, Harris-

burg and Pittsburgh, Pa., are carry-

ing the schedule for six to eight

weeks. Traffic hours were the favored

times. Commercials feature the lively

commentary of a personality known
as "the Frenchman." It is reported

that King invested $40,000 in this

campaign. Timebuyer is Mary Ellen

Vosberg.

Lanolin Plus Inc.

A.gency: Daniel & Charles Inc.,

New York

Product: COLOR PLUS

A heavy radio blitz in the top 50

markets introduces Color Plus, a new
nail enamel and a strengthener avail-

able in 17 colors. The campaign

started this month and will run in-

definitely. In New York, the two

stations selected are carrying 50 spots

each per week. In Los Angeles, two

stations share 100 spots per week and

in San Francisco, 150 spots are split

between three stations.

The client reports it has found

"radio to be a dynamic medium for

this product." Radio response has

already been so good that Lanolin

has dropped television schedules in

two markets in favor of radio. Com-
mercials are minute ETs. Doris

Gould is the timebuyer.

Murray Corp. of America, Eljer Div.

Agency: Fuller & Smith & Ross Inc.,

Pittsburgh

Product: PLUMBING
EQUIPMENT

Eljer is going into radio again this

year (1960 marked the company's

(Cont'd on next paqe)
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time buys Jl
(Cont'd from p. 7)

first campaign in the medium) with

schedules in an additional 16 mar-

kets. The total number of markets

for the campaign is 36. Campaign
will begin April 15, with all time ear-

marked for weekends.

Minute commercials will be a com-

bination of live and ET. First 30 sec-

onds is a transcribed message on Eljer

products; a 27-second bridge follows

for local builders to promote new
homes and land tracts. Frequencies

will vary from six to 40 spots per

weekend. Some markets will get the

campaign for one weekend, others

will carry spots for a maximum of 16

weeks. Lou Steam is the timebuyer.

New York Apple Growers Association

Agency: Charles W. Hoy! Inc.,

New York

Product: APPLES

The apple growers have planned

a two-week spurt to start at various

dates in New York State, New Eng-

land and Florida. New York cam-

paign started March 16, will be fol-

lowed by the New England cam-

paign on March 22. Florida stations

will start the campaign on April 5.

Approximately 50 stations were lined

up, carrying frequencies of 20 spots

per week. Aim of the campaign is

to clear the bins of apples that have

been in storage since the last harvest.

Announcements are live with the

copy theme explaining why apples

from storage are better than others.

Doug Humm is the timebuyer.

New York Racing Association

Agency: BBDO Inc., New York

Product: RACE EVENTS

The New York racing season is off

to a fast start with spots on selected

stations in the metropolitan area.

Campaign began March 11 in the

city, with upstate stations expected

to carry spots as tracks open. Aque-
duct, Belmont and Saratoga are a

few of the tracks promoted. Frequen-

cies vary from 45 spots per week to

150 per week. The higher number
will run during weeks of the big fea-

ture races. Spots are minute ETs,
and will run through end of season

in laic- November. Mai Murray is

timebuyer.

Sabena Belgian World Airlines

Agency: McCann-Marsc/ialk Inc.,

New York

Product: AIR TRAVEL

A new plum for fm turned up this

month when Sabena decided to run
its first fm campaign beyond the test

stage. The eight-week effort started

March 13 in eight markets. Markets
are New York, Boston, Chicago, Los
Angeles, San Francisco, Philadelphia,

Detroit and W ashington, D. C. One
station in every city but New York
carries the spots; in New York, two

stations broadcast for Sabena. Eve-

nings and weekends were preferred

for all spots, which are scheduled

during classical music programs only.

Timebuyer is Catherine Noble.

F. Cr M. Schaefer Brewing Co.

Agency: BBDO, New York

Product: BEER

A wide margin of start dates for

various markets keynotes the radio

buy for Schaefer. This year the brew-

er will run multi-station schedules in

20 markets. Staggered starts run

from March 1 through May 1. Fre-

quency range is from 40 to 100 spots

per week in each market. Drive times

during the latter half of the week,

early evening and weekend periods

are the times preferred. Contracts

vary, some calling for 26-week sched-

ules, others 39-week runs. John Nei-

lin is timebuyer.

Seabord Seed Co.

Agency: Wermen ir Schorr Inc.,

Philadelphia

Product: LAWN, GARDEN
SUPPLIES

Seabord, which distributes east of

the Mississippi River, is sending com-
mercial copy for 60- and 30-second

spots to all distributors. Co-op mon-
ey is forthcoming for all dealers who
want to run the spots on local sta-

tions. Stations wishing to pitch Eoi

business may contact the agency for

details. The campaign dates are

March 15 through April 30. Mary
Ellen Vosberg is the timebuyer.

Shulton Inc.

Agency: Ralph Allum Inc.,

New York

Product: GOOD-AIRE

Shulton's room spray deodorant is

the product behind a radio push in

18 markets. Spots average between

15 and 20 per week on each station.

The nine-week campaign started

March 3. Commercials are ET's,

minutes. Howard Webb is the

contact.

The Texas Co.

Agency: Cunningham b Walsh Inc.,

New York

Product: TEXACO GASOLINE

Texaco picked 13 markets on the

West Coast for a long-haul campaign

that features heavy frequencies of

minute spots on weekends. One sta-

tion in each market got the cam-

paign, which started in early March

and will continue until the end of

this year. Other markets in other re-

gions may get some Texaco business

later this Spring. Bill Santoni is

timebuver. • • •
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5CPB FIVE CHANNEL SELECTIVE PROGRAM REPEATER

Proven by millions of hours of continuous service

NOTHING FASTER...

NO HIGHER QUALITY!

The completely transistorized 5CPB features

perfect quality and greatest reliability. It is the

fastest automated audio unit you can get . .

.

carefully designed and built to give you the

continuous, dependable service you need.

a perfect companion! MacKenzie 1CPR
Instant Recorder— and single-channel
playback repeater— assures perfect pre-

recorded announcements. ..made in leisure

time. Provides natural live quality repro-

duction. ..instant playback. ..instant auto-

matic erasure, interlocked against accidental

operation. Saves waste motion, lost time...

makes every precious second count... for you!

Check how MACKENZIE "Instant" Audio
can save you at least four minutes of

saleable time each day ... or at least 120
minutes of saleable time per month!
Send coupon TODAY!

MACKENZIE 5CPB Five-Channel Selective

Program Repeater gives you quick returns on your

investment

time is money .'And every second saved... every miscue

or fluff that you eliminate means more time to be sold...

fewer penalties. ..and all of these mean greater return

on your investment.

The ruggedly built, completely dependable MACKENZIE
5CPB contains five continuous loop tapes that may be used

simultaneously or individually. ..plays pre-recorded spots,

announcements, commercials, station breaks, jingles, music

bridges, sound effects. ..any material requiring precision

cueing and instantaneous stop-start operation. Saves

seconds-minutes-hours. ..puts money in your pocket!

Gentlemen,

Name_

Title^

I I Please contact us immediately.

Please mail me the complete story on
MACKENZIE money-making equipment.

Company_

Address—
City_ -State.

Norman J. Ostby, General Manager

MACKENZIE ELECTRONICS, INC.
^^^^1025 NORTH McCAOOEN PLACE, HOLLYWOOD 38, CALIF / Hollywood 3 5186
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Washington

NAB Radio Code Amendment
Sets Maximum Ad Time on Air

The new NAB Radio Code setting maximums for advertising during a

broadcasting hour covers announcements and multiple sponsorship pro-

grams as well as single sponsorship shows as it did in the past. The
amendment going into effect on May 1, states: "The maximum time to

be used for advertising in announcement and/or multiple sponsorship

programs shall not exceed an average of 14 minutes an hour, computed
on a weekly basis; provided, however, that in no event shall the maxi-

mum exceed 18 minutes in any single hour or five minutes in any

15-minute segment. For the purpose of determining advertising limita-

tions, such program types as 'classified,' 'swap shop,' 'shopping guide,'

and farm auction programs shall be considered as containing one and a

half minutes of advertising lor each five minute segment."

Collins Indicates to NAB That
First Step Is Self-Improvement

Reorganization of the structure of the NAB in order to offer a "positive

program designed effectively to remedy wrongs, to capture the public

enthusiasm and to serve the public interest," is on the top of the associ-

ation's agenda. TeRoy Collins, president of NAB, has outlined the pro-

grain during his opening address to the NAB board of directors at its

recent Palm Springs, Calif., meeting.

Sees Broadcasting Freedom Through
Opposition to Excessive Regulation

Within the program to improve broadcasting's position, one of three

major areas that has most concerned Governor Collins is that of the

ever-increasing governmental regulations placed upon the industry. He
has indicated that the NAB must remain on guard against government
imposition. In this respect, he notes that too often the networks and
not the NAB are considered the spokesmen for the entire industry.

"When big, important matters develop concerning broadcasting, NAB
too often is not regarded as the primary contact. Rather, the networks

are. . . . There is no sound reason why the networks should 'outrank'

NAB. No segment of broadcasting, however important, should. If NAB
is to speak for all of broadcasting, its voice should be stronger than the

voice of any part of it.

Public Relations Can Be Improved
Through Industry-Wide Unity

"Instead of a multitude of voices," Governor Collins has emphasized that

"broadcasting should have a better-unified voice which can and will be

heard. We should seek a formalized method for coordinating NAB and

non-NAB public relations activities as they affect the profession as a

whole. Radio has made a beginning in this direction, through its 'Build

Radio with Radio' campaign."

Quality Programming Will Bring

Respect to Broadcasting

Governor Collins feels that the public, and Washington, will never be

impressed "if we do not make some substantial further progress in the

improvement of our own product . .
." He laments the fact that NAB

radio membership barely constitutes a majority of existing radio broad-

casters. "I deem it a major responsibility of NAB to work toward an

ever-increasing stature for radio, toward steadily increasing respect for

the medium in the minds of the public, the advertising fraternity and,
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importantly, in the minds of the peo-

ple engaged in radio broadcasting."

Board of Directors Chooses
Three for Advisory Committee
A special advisory committee to the

NAH president has been established.

Members are: Clair R. McCollough,
president and general manager of

the Steinman Stations, Lancaster,

Pa.; Thomas C. Bostic, president of

Cascade Broadcasting Co., Yakima,

Wash., and W. D. Rogers, president

of KDUB-TV Lubbock, Tex. Mr.

McCollough also has been elected

chairman of the board of directors.

Mr. Bostic and Mr. Rogers were

elected in 1960 as chairman of the

NAB radio board and the NAB tele-

vision board, respectively.

NAB Radio Membership Stands
At All-Time High; Items

The NAB membership committee
reports that as of January 1, radio

membership stood at 2,261 stations

plus the four networks. In addition,

it is reported that there were 1,153

subscribers to the Radio Code in-

cluding 102 non-member stations.

Additional Plans Revealed
For Radio Month Activities

John M. Couric, manager, NAB
public relations, declares there are

new promotional aids to be used for

Radio Month in May. These in-

clude: Bumper strips and postage

meter slugs, spot announcements,
jingles and artwork for printed ma-
terial. These will be keyed to the

theme for the month, "Radio . . . the

Best Sound Around."

Engineering Conference Set

To Run With NAB Meet in May
The Engineering Advisory Commit-
tee of the NAB has discussed plans

for the 1961 Broadcast Engineering

Conference.

The annual conference will be
held in Washington May 7-10 in or-

der to coincide with the NAB's 30th

annual convention. Topics sched-

uled for discussion include technical

papers on new designs and tech-

niques in broadcasting. In addition

a number of exhibits of the latest de-

velopments in broadcast equipment
will be shown.

At its meeting, the advisory com-
mittee discussed a number of tech-

nical problems from automation to

space communication. • • •

ITA\... proudly announces

a COMPLETE line ofINCORPORATED

BROADCAST EQUIPMENT

AM
All Powers—250 Watts

to 50KW. Dependable

High Level Modula-

tion. High Efficiency

Circuitry. Automatic
recycling. Remote Con-

trol, Power Cutback,

Conelrad.

FM
10 Watts to 35KW. Su-

perior Phase Modula-

tor. No Neutralization

Controls Required.
Modern Long Life Ce-

ramic Tubes. Multiplex

and Remote Control.

AUDIO

Consoles — Single,

Double, Triple Chan-

nel; Stereo; Turn-
tables; Transcription

Equipment; Amplifiers

—Limiting, AGC, Line,

Remote and Monitor-

ing; Microphones; Ter-

minal Equipment; Test

Equipment.

AUTOMATION
Guaranteed to be the most practical radio

automation system ever devised. De-

signed and manufactured entirely by

ITA, Inc.

All ITA Products Feature the Following:

Economically Priced Free installation Supervision Silicon Power Supplies

Conservatively Rated Instantaneous Field Service

Field Proven Conventional Circuitry Standard Parts

Accessibility of all Components Flexibility of Application

BROADCAST DIVISION
130 EAST BALTIMORE AVE., LANSDOWNE, PENNSYLVANIA

CLearbrook 9-8200
Offices—Dallas • Los Angeles • Sacramento • Cincinnati • Chicago

• New York • Philadelphia • Atlanta

"A Complete Broadcasting Service"
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ACCEPTANCE
...greatest ever!

Now more than ever, WCCO Radio delivers more

listeners than all other Minneapolis-St. Paul stations combined!

A record-shattering 62.1% share of audience in the latest

Nielsen Station Index. This is the greatest share ever recorded

since Nielsen began measuring the market. Dramatic

proof that WCCO Radio's acceptance is now the greatest ever!

Capturing the loyalty of 1,022,610 radio families in a

114-county basic service area, WCCO Radio also

delivers the lowest cost per thousand . . . less than one-third

the average cost of all other Twin Cities stations.

It's a solid mark of solid acceptance . . . the powerful way to

dominate this major market in 1961.

WCCO RADIO delivers far more listeners than all

other Minneapolis-St. Paul stations combined!

WCCO Radio 62.1%

Station B 10.1%

Station C 7.6%

Station D 5.4%

Station E 3.9%

Five other stations 10.9%

Source: Nielsen Station Index, November-December, 1960 16 AMMidmght, 7-day week.
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1

SHARE

AUDIENCE

cc
Northwest's Only

50,000-Watt

1-A Clear

Channel Station

RADIO
Minneapolis • St. Paul

Represented by CBS RADIO SPOT SALES
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NEGRO
Community Programming

SPANISH/PUERTO RICAN
Programming

of Whirl-Wind sales action

WWRL
NEW YORK DE 5-1 600
4 10:00AM-5:30PM
*-5:30PM-T 0:00AM

the

THIS MONTH:

ROBERT E. DUNVILLE

President

Crosley Broadcasting Corporation

WLW Radio Is First to Receive

Broadcast Pioneers' 'Mike Award'

Last month, Broadcast Pioneers con-

ferred its first "Mike Award" on

WLW Cincinnati for its contribu-

tions to broadcasting. A plaque with

a gold-plated microphone eulogizes:

"For distinguished contribution to

the art of broadcasting, and in recog-

nition of pioneering in development

of the field of entertainment, leader-

ship in engineering development and

advancement of the careers of per-

forming artists."

The award came as WLW pre-

pared to celebrate its 39th anniver-

sary. This year marks, too, the 23rd

year of association between WLW
and Crosley Broadcasting Corp.'s

president, Robert E. Dunville.

Mr. Dunville, who has been presi-

dent since 1949, joined the exec-

utive staff of WLW in 1937. Within

a month he was named general man-

ager of the then Crosley-owned

WSAI Cincinnati. In less than a year,

Mr. Dunville became general man-

ager for both WLW and WSAI. By

1944, he was promoted to vice presi-

dent and general manager of WLW.
He was born in St. Louis, Mo., on

November 24, 1906. It was there that

he received his early education and

first entered broadcasting. He was

graduated from the University of

Missouri, Columbia, Mo., where he

studied journalism. At 22, he became

known as one of the youngest adver-

tising managers in the automotive

industry in St. Louis.

Entering radio in 1931, he joined

the sales department of KMOX St.

Louis. He soon became assistant

general manager and stayed with

KMOX until his appointment to

WLW.
For many years, Mr. Dunville has

been interested in aviation, and is a

qualified civilian pilot. He also is a

skilled amateur "tinkerer" and main-

tains an extensive wood and metal

workshop at his home, Willow Hill,

near Cincinnati. • • •
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LETTERS TO THE EDITOR

Farm Radio

I Eree-lance my radio farm pro-

grams on KGBX, here in Springfield.

I enjoyed reading your fine January

issue, reporting on the trends in farm

programs. Would it be possible to

receive two copies of that issue, or

maybe tear-sheets of the farm radio

report?

Loyd Evans
Public Relations for Agriculture

Springfield, Mo.

Congratulations on the compre-

hensiveness of the farm radio section

of the January issue.

Charles B. Brakefield
WREC Memphis

Your article in the January issue

concerning farm broadcasting has

been brought to my attention.

It looks like you deserted the num-
ber one agricultural state in the

nation. Except for a mention of

KFRE, which richly deserves it, you
didn't have much to say about Cali-

fornia.

There's no end to the work being

done in California in the farm

broadcasting field, and right in the

middle of all this is the California

Farm Network. For more than 10

years it has been feeding a 15-minute

farm show to farm-minded stations

in California. At the present time,

10 stations from Sacramento to El

Centro are releasing this program.

Regardless, we enjoyed your arti-

cle. You are to be complimented on
the time, space and effort that went
into this coverage of farm broadcast-

ing.

Milton L. Levy
Manager
California Farm Network
Berkeley

Wins Subscription

At the Texas Broadcasters meet-

ing I had the good fortune to win a

subscription to your magazine.

This has been a favorite of mine
since you began publishing and I

certainly want to thank you for the

one year subscription.

This past month I have heaid a

number of stations speak about the

article that you carried in the Decem-

ber issue concerning the various

radio programming services. Since I

have been unable to secure a copy, 1

would appreciate a reprint if such is

available.

John J. Alves
Southwestern Representative

Recorded Program Services

Radio Corporation of America
Dallas

Real Estate

Please send me a copy of the help-

ful information on radio advertising

as mentioned in Real Estate Oppor-

tunities issue of February I960.

A local realtor passed the article

on to me with the suggestion that I

write for the information suggested.

G. W. Gomel
Manager
WSDR Dixon, III.

Requests

We have seen by way of the RFD
Letter to radio farm directors from

the United States Department of

Agriculture that the January issue

of U.S. radio carried the third annual

report on farm radio developments.

We are very interested in the de-

velopments and would like to obtain

a copy of the January issue.

Thurman W. Worthington
Smith-Douglass Co.
Norfolk, Va.

Silver Mike

Gosh, I didn't know there was a

real "Silver Mike" on an attractive

ashtray involved in the recognition

you accorded me in the January issue

of u.s. radio. I was swept off my feet

by this attractive and useful gift. I

am afraid I am more honored than

deserving, but I accept your thought-

fulness with heartfelt thanks.

Lewis H. Avery
President

Avery-Knodel Inc.

New York

3
LOCAL RADIO

STATIONS IN 1
That's what you get

when you buy time on

BIG 5,000 -WATT

WFHR
WISCONSIN RAPIDS

with full time studios in

MARSHFIELD AND

STEVENS POINT
BIG Coverage at Lowest Cost-

Per-Thousand ... 20 Years of

Local Radio Service

WFHR
WISCONSIN RAPIDS, WISC

Phone HA-3-7200
Represented by Devney, Inc.

HOW we can offer you

PROVEN
RESULTS*

with these

TELE-BROADCASTER STATIONS

\in Hartford
(CONNECTICUT)

I'n Kansas City-

\iN Los Angeles-
(SPANISH LANGUAGE
MARKET)

I'n San Francisco
(SAN MATEO)

*T0P RATINGS IN

AUDIENCE

* MORE LISTENERS

PER DOLLAR

+ SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
STATIONS

For facts & figures CALL

A TELE-BROADCASTER STATION

WPOP
KUDL
KALI
KOFY
BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES
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Here's why

50,000 -watt

WHO RADIO
belongs on any list

of 14 or more

largest radio markets!

RETAIL spending in Metropolitan Des Moines

. accounts for only 11% of Iowa's total. All

eight of Iowa's Metro Areas, combined, account for

only 36% of retail sales.

IOWA POPULATION-DOLLAR DISTRIBUTION

Population

% of State

Population CSI

% of

State's

CSI

Retail

Sales

($000)

% of

State's

Sales

Des Moines

Metro Areas 284,200 9% 581,160 12% 401,903 11%

Iowa's 8 Leading

Metro Areas in-

cluding Des Moines 943,600 33% 1,832,792 38% 1,259,097 36%

Remainder
of Iowa 1,904,400 67% 2,975,489 62% 2,286,754 64%

75% of Iowa's total retail spending is done in

areas in which WHO Radio has an NCS No. 2

circulation of more than 10%.

This circulation covers 800.000 Iowa homes.

There are only 13 markets in America in which any

radio station gives you larger circulation. Or more

buying power.

We know you know these facts. What about the

less experienced people who may help (or hurt)

your station-selections? We would be delighted to

have the name of anybody who should know the

realities about radio-listening in Iowa. Write us,

or PGW!

WHO
for Iowa PLUS!

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

Peters, Griffin, Woodward, Inc., Representatives
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Program

Unprecedented expansion in this area

is marked by growth of new services that

aim for individual station identity;

for directory of services see p. 20

In the broad expanse of

radio broadcasting, there is

no area that is undergoing
greater transformation than "pro-

gram services." The quotation marks

are intended only to point up the

large variety of services that now
come under this heading.

The field of program services, ac-

cording to its practitioners, include

not only syndicated radio program-

ming, but also jingles for local ad-

vertisers and on-air promotion, com-

mercial recording facilities and serv-

ices, specialized music packaging and
counseling and a host of related

items.

Developments in the field have ac-

celerated at a quickening pace. It

was only about two years ago that

the suppliers of these aids, for the

most part, were quietly going about

a very quiet business. Up to that

time, the chief activity was provid-

ing commercial mats for local ac-

counts.

But today the complexion has

changed completely. Program serv-

ices is no longer a quiet business.

For one thing, the word "program"
has been put back in the name. For
another, a stream of new blood has

been flowing into the field, adding

force to the mixture.

Although there are many facets to

program services, they all share a

common objective: To make a radio

station's sound (programming and
commercials) more individual and
more professional.

"Stations realize that if they are

to compete effectively with other ra-
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program services

clio outlets in i tic- market, they must

develop a sound programming struc-

ture to win listeners and to offer to

advertisers," states Alan Sands, presi-

dent of Alan Sands Productions,

New York. "\l.m\ station managers

are finding that they can gain a dis-

tinctive image in their listening area

In offering transcribed programs that

are broadcast exclusively by them in

their markets."

And Peter Frank, head of Peter

Frank Organization Inc., whose
Richard Ullman Inc. (New York)

division distributes various aids to

radio stations, says, "There is a

steadily increasing accent on indi-

vidual station sound together with

markedly increased activity in the

jingle and merchandising fields."

Talk & Information

Among the most discernible trends

in radio programming has been the

integration of talk and information-

al fare into schedules. This has

opened up new horizons for sup-

pliers of syndicated material.

"We consider the most significant

trend in radio programming the ad-

dition of capsule talk programs by
music and news stations," declares

Charles Basch Jr. of Basch Radio &:

Tv Productions, New York. "These
programs run from one minute to

five minutes and cover practical 1\

every kind of programming—come-

dy, romance, mystery, how to do it,

sports, advice column, etiquette and
other subjects."

With the emphasis today on tight

production in programming, most
stations across the country require

shorter segments of talk and infor-

mation fare. Or stated another way,

"The most important development
is the growing use of 'quickie' pro-

gramming," says Janis Grayson, syn-

dication manager, WICH-Syndica-
tion, Norwich, Conn.

"Feature program production is

diminishing," states John Gainford,

assistant to the executive vice presi-

dent of S. W. Caldwell Ltd., To-

ronto. "There is a significant in-

crease in featurettes (three minutes

or less)
"

And Douglas Cramer, president of

Cramer Productions, Los Angeles,

asserts, "The trend is away from

quarter-hour or half-hour programs.

There is a demand for five-minute

programs of quality for local sta-

tions to sell."

News programming has similarly

seen an awakening. And specialized

services have been developed to meet
new demands by stations. Among
the many outfits in the field now are

such firms as Radio Press Interna-

tional Inc. and Broadcast Editorial

Reports Inc., both New York.

RPI has been operating as an in-

dependent voiced news service for

three years and the number of sub-

scribing stations now totals 60.

It maintains a string of overseas

reporters in 26 news centers from

Algiers to Toronto as well as the

United Nations, New York, Wash-
ington, Atlanta, Cape Canaveral,

Miami and San Francisco. RPI trans-

mits to its subscribing stations a

minimum of 90 international and
national voiced reports from their

origination points every week.

Each report runs approximately

45 seconds with the emphasis on
actuality, on-the-spot reporting.

With a growing number of sta-

tions editorializing, Broadcast Edi-

torial Reports has set itself up to

supply broadcasters with editorial

opinion and background services.

"Editorializing is a new broadcast

operation," states Leslie Phillips,

vice president, "and we are servicing

stations to augment their communi-
ty editoriali/in^ with opinion and
material by famous names on na-

tional and international issues."

The accent on news has led to the

creation of Washington news set-ups

by many group ownerships as well

as the formation of independent

services. It also has led to the devel-

opment of special regional coverage,

like Resort Radio Productions, At-

lantic City, N.
J.,

and Radio Pulse-

beat News, New York.

"The great flexibility of radio due
to such devices as the beeper tele-

phone and portable tape recorder

has enabled radio to achieve its full

role as a communications medium,"
states Len Antell, director, Resort

Radio Productions. "News and in-

formation can be disseminated with

great speed."

Blanketing the New York area,

Radio Pulsebeat News offers full

news-gathering activities including

on-the-spot interview recordings,

transmissions from news scenes and
reproduction.

Music Still Staple

The staple of radio programming,

of course, is music. And many
changes are taking place as stations

attempt to keep pace with the tastes

of their publics.

Charles Scully, station relations

for SESAC Inc., explains one change.

"There has been an increased in-

dustry-wide trend toward specialized

LP programming. SESAC in 1959

began producing all recordings on
hi fidelity 33% rpm long-playing

microgroove discs, packaged and

color-coded for ease in programming
by station personnel. These record-

ings may be purchased on an out-

right sale basis in any quantity from

10 to 100 at prices ranging from

1

8
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$2.80 to $1.90 each, depending upon

the number ordered."

Broadcast Music Inc. lias just cele-

brated its 20th anniversary of pro-

viding music services to the broad-

cast business. In addition to its

licensing arrangements, BMI also

has other programming services and

aids. It publishes a yearly brochure,

"Concert Music Hall," an outline of

concert music activity, and brochures

on jazz figures and a series of book

review programs. A script program

on historical events, Milestones, has

been changed from a quarter-hour

format to one- and two-minute cap-

sules.

One recent development in the

music programming field that bears

watching is the formation of Record

Source Inc. The firm, headed by vet-

eran record executive Hal Cook, of-

fers records of every major label in

a package arrangement for stations

that are not on the mailing lists of

manufacturers. RSI has a variety of

packages, with the records for each

unit selected by the music staff of

The Billboard.

"To many stations across the

country," explains Mr. Cook, "get-

ting fresh and appropriate records

is a major problem. The questions

management has to answer are:

Which of the new releases will win
popular favor? Who makes them?
How can we get them?
"At the same time, many record

makers have the parallel problem of

getting their releases to stations

quickly and economically. RSI was
conceived as a catalyst to bring sta-

tions and record manufacturers to-

gether." The company offers album
products as well as singles.

Jingle Production

Production of jingles for audience

promotion and commercials is a

burgeoning area of program services.

And there are no geographical

boundaries for the firms creating

these services. New York, Dallas,

Los Angeles, Chicago and many

medium-sized cities house produc-

tion organizations.

"We believe the most significant

trend," states Frank Knight, vice

president, World liroadcasting Sys-

tem, New York, "is in providing sta-

tions with two things. First, com-
mercial jingles that are expertly pro-

duced to meet 1961 marketing

needs. These must have a profes-

sional sound and persuasiveness. Sec-

ond, production aids to fit many sta-

tion needs, both commercial and

service, with the accent on newness

and finesse."

A. B. Sambrook, manager of RCA
Recorded Program Services, New
York, comments, "The production

of local sponsor selling promotions

and merchandising materials for

subscriber sale to local advertisers

as well as materials for a station's

own promotion are among the most

important developments in the field

of program services."

Production firms emphasize that

there is a definite movement in the

direction of customized material of

professional quality.

"There is a trend away from 'all-

purpose jingles' and to specific call

letters and features made especially

(even though more expensively) for

individual stations, individuals and
their programs and titles," declares

Edward Truman, owner, Crane

Publications, Los Angeles.

And Gordon Day, president of

Gordon M. Day Productions, New
York, states, "The most significant

trend in jingles and commercials is

the new realization among agem ies

that broadcast advertising must be

good advertising. Through painful

trial and error with the facile, the

over-clever and the ' pretty-pretty,'

knowledgeable advertisers are com-
ing back to the first class profes-

sional selling commercial.

"Why?" he asks. "Because the sell-

ing commercial moves the merchan-
dise off the shelves."

Dallas Center

Dallas is making a name for itself

in the commercial recording field.

Among its leaders are Futursonic

Productions Inc., Commercial Re-
cording Corp. and Pams Produc-

tions.

Futursonic estimates that these

three firms add "about $250,000 to

the income of the Dallas area vocal-

ists and musicians each year."

Individualized station service is

stressed by these firms.

"In the past, the jingle industry

has been primarily concerned with

station I.D.'s," states Jerry Whit-
man, advertising and promotion di-

rector of Futursonic. "However, we
have come to realize a definite need
for more varied and complete pro-

gramming and promotion services.

To satisfy this need, we have devel-

oped a consultation department to

handle matters of programming,
spot production and use of musical

jingles together with other produc-

tion aids to insure maximum effec-

tiveness for each station."

The use of musical commercials is

growing, according to the U.S. radio

survey. This is true both on the local

and national levels.

"A recent national survey of 223

major advertising agencies," states

Phil Davis, president, Phil Davis

Musical Enterprises Inc., New York,

"has indicated that 82.6 percent now
employ the specialized services of

professional creative musical com-
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mercial producers. Some agencies

formerly originated music in their

own shops, but have discontinued

that practice in favor ol professional

assistance, which is billable, cuts

down overhead costs and provides a

wider field of creative talent."

The creation of packaged com-

mercials for local advertisers is gain-

ing in acceptance, too. In the past

year, the number of firms that spe-

cialize in this area have grown con-

siderably.

'Excitement'

"More and more local advertisers

are going to produc tion commercials

on E.T.'s for excitement," declares

Jim Maxwell, president and general

manager of Globe Recording Studio

Inc., Nashville.

And Charles Fuller, who heads

Charles Fuller Productions, Tampa,
Fla., states, "There is a greater use

by lot .1 1 advertisers of packaged com-

mercials. Advertisers seem to feel

that they place themselves in a much

more advantageous position by es-

tablishing an on-air salesman as

their representative wherever and

whenever their message is broad-

cast."

An effort to link the creative as-

pects of a recorded singing commer-

i i.il to the development of local sales

has been instituted by Ad-image

Inc., New York.

Working with one station in a

market, this firm will produce an

original, custom-tailored singing
commercial for a specific account

that agrees in advance to buy a

specified amount of time on the sta-

tion.

This advertiser then is entitled to

three audition jingles. If he does

not care for these, he is under no
obligation to buy the time.

Ad-image provides complete sales

aid for the station during the opera-

tion of this project. An account

supervisor of the firm works with

the local station sales force in pre-

senting the concept to a prospective

advertiser. Generally, the target ac-

counts selected by the station are

those that have been tough to land

for a variety of reasons.

Ad-image, owned by Harold

Raphael and Adele Purcell, believes

that new local accounts can be won
over to radio by offering these ad-

vertisers custom-tailored commer-

cials.

Predicated on a radio station's de-

sire to achieve individual and sepa-

rate identity, the many suppliers of

program services are undergoing

considerable change and expansion

in an effort to meet the need. • • •

iiiiihiiih

Services Directory

Here's a directory of firms responding to the

program services questionnaire survey;

it includes the firm's names and addresses

as well as the services offered
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Ad-image Inc.

527 Madison Ave., New York

Services

:

Produces and distributes custom-made singing commercials

to aid local broadcasters in gaining new advertisers.

Associated Radio & Television Studios Inc.

1409-11 Fourth St. South, St. Petersburg, Fla.

Services :

Metromodern Radio Series offering custom production of

complete station formats including news, sports, weather,

show openings, station promos and commercials; recording

services for such activities as public relations, conventions

and grand openings; operates a radio announcers school.

Audio Duplication Services

239 E. Church St., Marion, O.

Services :

Background music and background music playback equip-

ment; high speed tape duplication.

Basch Radio & Television Productions

17 E. 45th St., New York

Services

:

Produces radio programs, jingles commercials both live

and transcription.

Broadcast Editorial Reports Inc.

33 E. 39th St., New York

Services

:

Provides editorial opinion and background services developed

by well-known newsmen; short features on public affairs

and the commentary series Imperial Press Club.

Broadcast Music Inc.

589 Fifth Ave., New York

Services

:

Acquires performing rights from independent writers and

collects license fees from organizations which perform music

for profit and makes payment to the creators of the music.

Publishes a yearly brochure. "Concert Music Hall," an out-

line of concert music activity. Prepares and distributes bro-

chures on jazz composers and a series of book review pro-

grams. The format of Milestones a quarter-hour script on

historical events that coincide with a present date (i.e. Pearl

Harbor Day—Dec. 7) has been changed to one- and two-

minute capsules.

S. W. Caldwell Ltd.

447 Jam's St., Toronto, Canada

Services

:

Produces custom programs and jingle recordings: Canadian

representatives for Lang-Worth "Radio Hucksters" and "Air

Lifts."

C/Hear Services

210 E. 47th St., New York

Services

:

Produces and distributes comedy introductions to standard

and popular records for use by station disc jockeys. Pro-

grams run from 20 seconds to one minute.

Capitol Transcriptions Inc.

620 11th St., N.W., Washington, D. C.

Services :

Tapes of news conferences including. Presidential, Sec. of

State, Cabinet .Member-. ( !ongre--men and Pentagon; jingle

production and other sales aids with full orchestra facilities;

"Talking Postcards" for direct mail program promotions;

message repeater cartridges for all makes (clients: Toledo

"Talking" Scales, Mcintosh "Lectour," and others I : tape

duplication and studio services (clients American Forum
of the Air, Youth Wants to Know, World Views, and oth' i

-
1 :

ET's, LP's, 45's—custom cut acetates or vinyl pressings.

Commercial Recording Corporation

P.O. Box 6726, Dallas, Tex.

Services

:

Produces jingles, musical commercials, underscoring and

effects for advertising and station promotion.

Contemporary Productions

8332 Sagamore, Kansas City, Mo.

Services:

Provides programming aids for fm and am programming
such as: classical music in half-hour blocks for fm; produc-

tion ID's, 20-, 30- and 60-second announcements, aimed at

creating station image: fm production aids; jingle series for

am stations in small markets.

Corelli-Jacobs Film Music Inc.

723 Seventh Ave., New York

Services

:

Background music library on disc and tape; editing of

music and sound effects.

Cramer Productions

P. O. Box 75872 Sanford Station, Los Angeles

Services

:

Produces and syndicates programs including, Moments in

History, a five-minute, five-day a week program using orig-

inal voice tracks of famous people and events, 260 units

available.

Crane Publications

1826 Jewett Dr., Los Angeles

Services

:

Provides cue music for commercials or entire shows; com-

poses spots and themes; maintains a tape library of sound

effects.

Creative Services Inc.

75 E. Wacker Dr., Chicago

Services

:

Produces and acts as distributors for producers of capsule

and longer features including: Guidance Message in the

Stars, a daily 30-second horoscope with a package total of

84 a week, Jonathan Price, one-minute family problems cap-

sule package of 20 a week. The Man In Your House, five-

minute open end show for women, package of five a week.

Medal of Honor, five-minute, open end dramatic series on

civilian and military heroes. All these packages are available

in combinations of two or more contracted under the title

of Radio Orbit and available to broadcasters with supple-

mentary promotional material. Several new shows include:

It Happened in Sports with champion bowler Joe Wilson,

You Can Be Beautiful with beauty specialist Sid Simons
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and Kitchens Around the World. All of preceeding are one-

minute capsules. A new 15-minute feature entitled Star

Interviews is being made available.

Alfred Davidson Fashion and Merchandising Consultant Inc.

8 W. 56th St., New York

Services

:

Produces and syndicates The World of Fashion, a one-

minute capsule interview with fashion personalities.

Phil Davis Musical Enterprises Inc.

59 E. 54th St., New York

Sen il es

:

Produces custom-made musical commercials for transcrip-

tions; acts as musical consultant to agencies: composes

original music and copy approaches for spot campaigns.

Gordon M. Day Productions

15 W. 44th St., New York

Services

:

Produces jingles and spots for advertisers; produces station

ID's.

Charles Fuller Productions

P.O. Box 10513, Tampa, Flo.

Services

:

Provides commercial jingles, comedy station breaks and

other special introductions; package program services in-

clude: Playback a daily five-minute feature on historical

events; Pinpoint, a daily commentary on national and inter-

national affairs; Our Community, a weekly half-hour "com-

munity booster" format featuring important guests and inter-

views of interest to the particular community (tape) ; This

is Their Music, weekly educational feature on music, 13

units available; Tht Ed Bray Show, daily 60-minute disc

jockey show; Coffee Time, every-other-day interviews with

interesting persons.

Futursonic Productions Inc.

3103 Routh St., Dallas

Services:

Produces musical station ID's: provides "Customcraft" serv-

ice, a complete package of jingles directed toward creating

station's image; musical productions and sound effects for

special programs and promotions: musical productions for

advertisers; syndicated sales aid for marketing radio time.

Georgetown University

37th & O streets, Washington, D. C.

Services :

Produces and distributes a 28-minute 45-second panel dis-

cussion program entitled Georgetown University Radio
Forum; program is non-commercial, educational and is

recorded weekly.

Globe Recording Studio Inc.

420 Broad St., Nashville, Tenn.

Services

:

Produces recorded commercials, jingles, taped programs,
electrical transcriptions, air checks, recording tape masters
and custom pressings.

Harry S. Goodman Productions Inc.

19 E. 53rd St., New York
Services :

Distributes Allen Funt's Candid Mike, a five-minute comedy
feature. 200 units available; under heading of "Listener's

Digest Concept." distributes 14 features running less than
a minute. Features are on such topics as child care, health,

personal money management, home improvement, gardening,

boating, odd -port- facts, advice to the lovelorn. Hollywood
interviews and two humor -how-. Pardon My /Hooper and
the Cal Pinney Show. These features are available in pack-

ages with 260 to 1.040 units in each with custom openings

and closings using personality in show. Also distributes half-

hour dramatic shows including, Let George Do It, Moment
of Peril, Arm Chair Theatre, Doctor's Story, Murder at Mid-
night, T-men Confidential and others. These shows are avail-

able on a 26-week contract. Also produces and distributes

station ID jingles.

H-R Productions Inc.

17 E. 45th St., New York

Services'

Produces one- and three-minute stories on stamp collecting;

background music, production numbers and sound effects.

International Good Music Inc.

1151 Ellis St., Bellingham, Wash.

Services:

Provides "Heritage Music" programming and automation for

fm stations.

Frederick Jacky Productions

230 N. Michigan Ave., Chicago

Services

:

Produces production aids, commercials, jingles and radio

station aids.

Kay-Tee Productions Inc.

5035 Brookfield Lane, Clarence, N. Y.

Services

:

Programs and produces a monthly radio continuity service

including sales aids, special features syndicated for radio

and recorded features for individual stations.

Lang-Worth Feature Programs Inc.

1755 Broadway, New York

Services

:

Produces and distributes "Radio Hucksters" and "Air Lift"

musical commercials and airlifts for station image and indi-

viduality; tailor-made commercials; local station promotions;

syndicates "Radio Vignettes," one-minute capsules.

M-J Productions

2899 Templeton Rd., Columbus, 0.

Services

:

Produces a five-minute, open end feature. The Two of Us
and a special order Christmas program. Holiday Magic as

well as production radio spots (no jingles).

Modern Sound Inc.

312 W. 58th St., New York

Services

:

Provides "original sounds" and music for commercials.

Music is furnished by Sonny Lester.

George Logan Price Inc.

20828 Pacific Coast Hwy., Malibu, Calif.

Services

:

Offers 52 half-hour transcriptions that are episodes from

the Bible, entitled Living Pages.

Programatic Broadcasting Service

229 Park Ave. South, New York

Services

:

Provides automated equipment and taped music programs

plus special taped features for fm and am stations.
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Program Development & Research

33 W. 60th St., New York

Services:

Provides researched scripts, under the title of "Informacast,"

on various subjects. Basic library has 250 scripts with SO

new ones added each month.

Public Affairs Radio Inc.

150 Broadway, New York

Services:

Produces and distributes Dateline: Wall Street, a taped 15-

niinute weekly summary of finance, shipped air mail/special

delivery and This is Wall Street, a daily two and a half-

minute summary of stock market closings with a commen-
tary by a financial expert. Latter is sent out over telephone

lines.

R.C.A. Recorded Program Services

155 E. 24th St., New York

Services

:

In addition to the RCA Thesaurus Music Library and the

RCA Thesaurus Commercial Library the RCA syndicated

radio programs include: The Playhouse of Favorites, a half-

hour series of the classics, with 52 available episodes; The
Haunting Hour, a half-hour series of famous mysteries, also

52 available episodes; A House in the Country, 52 half-hours

of comedy; The Weird Circle, 78 half-hour episodes of sus-

pense; Aunt Mary, 605 serials, five a week series; Dr. Paul,

over 520 episodes of this 15-minute, five a week series;

Betty and Bob, another 15-minute serial of a typical young
American couple with 390 episodes available; The Magic
Christmas Windoiv, this is a quarter-hour show for children

with 25 episodes available; Come and Get It is a quiz on food

facts, 15 minute units are available on a 3-or-more a week
basis, 156 units; Five Minute Mysteries, a series of mystery

episodes, offers 260 episodes; Getting the Most Out of Life,

a five-minute, inspirational program with 117 available

episodes; The Name You Will Remember, a personality show
running five minutes with 250 available units. In addition

RCA offers The Joy We Share, Automotive Sales Library,

and Jackie Robinson s Sport Show.

Radio Press International Inc.

18 E. 50th St., New York
Services :

Provides international news service by subscription. Main-

tains national and overseas news bureaus and provides to

subscribers a minimum of 90 reports a week; each report

runs approximately 45 seconds and is edited and ready for

broadcast.

Radio Press News Services

B-8 Hillside Manor, New Hyde Park, N.Y.

Services

:

Provides coverage of news events through special mobile

service plus special features from five to 12 and a half minutes

in length.

Radio Programming Service

38 E. 57th St., New York
Services

:

Offers two features entitled "Minit Mats," a daily stock

market report on economic trends running one minute, 260

programs available for 52 weeks and 260 one-minute capsules

on marriage counseling.

Radio Pulscbcat News
153-27 Hillside Ave., Jamaica, N. Y.

Services

:

Provides a mobile news service to broadcasters; covers New
York area news breaks. Covers other events such as the

Presidential news conference hy tape.

Radio & TV Roundup Productions

111 Maplewood Ave., Maplewood, N. J.

Services

:

Produces and syndicates one-, five- and 15-minute features

on the following subjects: agriculture, religion, safety,

women's interest, fashion, business trends, medicine, science,

education, travel and interview programs; syndicates the

following productions; Radio USA Newsreel, Farm Digest,

Focus on Fashion. Family Communion Crusade, It's a Funny
World and National Hostess Council.

RadiOzark Enterprises Inc.

Radio-TV Bldg., Springfield, Mo.

Services

:

Produces quarter-hour open end shows to be run three or

five days per week. Shows are: The Tennessee Ernie Ford

Show with 260 episodes. The Red Foley Show with 156 epi-

sodes and The Smiley Burnette Show with 292 episodes.

Recorded Publications Mfg. Co., Inc.

1558-1570 Pierce Ave., New York

Services

:

Produces commercials, jingles, tape and record reproduc-

tions of station programming.

Record Source Inc.

333 E. 46th St., New York

Services

:

Provides recordings such as: "Hot 100," the top ten records

of the week, shipped weekly; "Easy Listening," six of the

top non rock 'n roll records each week; "Country Music";

"Popular Album," 10 new monthly albums each month
featuring new popular LP releases; "Classical Album,"

5 new albums each month; "Catalog Album Service" pro-

vides albums in 16 different categories.

Resort Radio Productions

7 S. Cambridge Ave., Atlantic City, N. J.

Services

:

Produces and distributes the Miss America Pageant each

year; covers conventions in Atlantic City, plus other special

news events.

Richard H. Roffman Assoc.

675 West End Ave., New York

Services

:

Produces programming and production aids, audience pro-

motions, contest ideas and provides talent representation.

Jack Russell & Assoc.

203 N. Wabash Ave., Chicago

Services

:

Produces commercials and jingles, and provides talent

consultation.

Alan Sands Productions

565 Fifth Ave., New York

Services

:

Produces the following transcribed radio series: Minute Tips

on Your Child and You, on baby and child care with 260
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capsule programs available; 1 our Guide to Good Health

with Dr. Lester Coleman, 390 capsules on better health;

The Right Thing To Do with Amy Vanderbilt.

Sesac Inc.

10 Columbus Circle, New York

Services:

Provides an Li' allium service featuring top artists: the

"] hummers," a series of programming production and sales

aids; Country and Western "Drummers," sales and pro-

gramming aids for Country and Western broadcasters;

scrip! service for various national holiday observances.

Show-Biz Comedy Service

65 Parkway Court, Brooklyn, N. Y.

Services:

Provides comedy programming ideas for disc jockeys, gags

for commercials and ideas for audience promotions.

Signal Productions Inc.

6223 Selma Ave., Hollywood

Services

:

Produces and syndicates the following open end programs:

Point of Law, a five-minute daily capsule series on actual

court cases. 760 episodes; Almanac, a five-minute daily

series on weather and the seasons, 260 episodes; Doctor's

House Call, five-minute report on health, and medicine, 260

episodes; Don't You Believe it, five-minute daily series docu-

menting true-life incidents that debunk popular misconcep-

tions, 260 episodes.

George Skinner Radio Featurettes

1755 Broadway, New York

Services

:

Produces under-a-minute talk programs; Strictly for Men,

Tips to Mother, Wonderful World of the Automobile. The

Glamour Point, Tasty Tips on Feed, Candy Jones' Beauty,

Man's Best Friend and a new health feature. Distributes

through Lang-Worth Feature Programs at above address.

Sigmund Spaeth

400 E. 58th St., New York

Services

:

Provides programs dealing with music, both serious and

popular, such as The Tune Detective.

Hal Tate Productions

192 N. Clark St., Chicago

Services

:

Syndicates Who's Talking, a nationally transcribed feature

in which celebrities give poetic clues about themselves;

geared for telephone quizzes.

Tele-Sound Productions Inc.

1026 Pennsylvania Bldg., Washington, D. C.

Services

:

Offers such program services as: custom tailored sponsor

jingles, station ID and promotion jingles, weather jingles,

"zany" sound effects, quality sound effects, record introduc-

tions and gimmick voices.

Television, Radio & Film Commission of the Methodist Church

1525 McGavock St., Nashville, Tenn.

Services

:

Produces and distributes religious programs.

Trand Assoc.

13 E. 53rd St., New York

Services

:

Packages and distributes these features: At Home with

Virginia Graham, a daily five-minute feature on general

topics; Celebrity Talk, a ten-minute interview program;
Weekly News Analysis with John Cameron Swayze, a ten-

minute weekly news shows with two openings for local com-

mercials.

Richard H. Ullman Inc.

(div. of The Peter Frank Organization Inc.)

1271 Sixth Ave., New York

Services

:

In addition to the "Big Sound" lihrary of program aids for

commercials, music, news, sportscasts and special events,

this distribution division of The Peter Frank Organization

will soon introduce a new package. It is geared for "high-

speed" stations, and includes special station ID's, separators,

pows, stings; programming aids such as comedy "wild

tracks" to be used as separators; news and sports promos;

commercial beds and a nation-wide monitoring service.

Other specialties include: "Golden Era Jingles." based on

song hits of the past, produced by IMN; "Jet Jingles,"

produced for Negro stations; "Soundsational Jingles," pro-

duced by IMN for "high-speed" stations; "Swinging Radio"

ami "Swing-Western" jingles, the latter produced by IMN
and the development of commercial jingles for "The Big

Sound."

Upper Room Radio-Tv Parish

1908 Grand Ave., Nashville, Tenn.

Services

:

Produces 15-minute devotional programs on a seasonal basis

and Thought for the Day scripts for daily use.

WGN Syndication Sales

2501 Bradley Place, Chicago

Services

:

Produces International Showroom with If ally Phillips, a 40-

segment series of 15-minute programs purchased by Inter-

nationa! Harvester for national distribution.

WICH-Syndication

P. O. Box 551, Norwich, Conn.

Services

:

Productions include: The Otto Graham Show in two versions

(quarter hour or six 60-second's) , offering a weekly football

forecast; Your Income Tax, a weekly set of 12 half-minute

income tax tips; Tommy Armour's Golf Tips, five weekly

30-45 second spots: The Insurance Answer Man, a 39-week

script series with each segment running 20-30 seconds;

Margaret Thompson, 30-second units on food preparation,

packaged at ten-a-week; and a commercial jingle service.

World Broadcasting System Inc.

Suburban Station Bldg., Philadelphia

Services

:

Produces: commercial jingles; station service features in-

cluding multiple ID's. weather, news, time, introductions,

traffic and road conditions and so forth; production aids

such as. fanfares, interludes, mood effects; station promo-

tions; Christmas features; commercial lead-ins: back-

grounds; dramatic and humorous readings and other fea-

tures and effects.
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How Mi Inot Spreads
The Word
Words without music pave the

soft-spoken road to selling

housewives a milk compound

in 25 regional markets

"If you can't fight 'em, join

'em" is the old slogan. It's

also the old archaic slogan,

according to account and copy peo-

ple at D'Arcy Advertising Co., St.

Louis.

D'Arcy and client Milnot Co., pro-

ducer and packager of Milnot, a

milk compound for consumer con-

sumption, discarded the time-worn

slogan for their radio advertising

campaign this year.

Milnot, a four-state regional mar-

keter, wanted to attract listener in-

terest with its campaign through a

commercial approach that differed

from adjacent programs and com-
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MEDIA SPECIALIST, J. Dolan Walsh doubles

as account executive and assistant manager of

D'Arcy media department. He is assigned to

Milnot because of client's large use of radio.

ACCOUNT EXECUTIVE, Robert P. Ogle spe-

cializes in food accounts. "Milnot spots meet
the change of pace requirement . in

sharp contrast to the fare on 'music' stations."

mercials. The company worked out,

with D'Arcy, a soft-sell, no jingle

campaign voiced by "natural people

in natural circumstances."

The result, the agency says, has

justified the premise.

One-Year Contract

The coalition between Milnot and
D'Arcy began late in 1959 when the

St. Louis agency acquired the ac-

count from McCann-Erickson, Chi-

cago. The D'Arcy decision to align

Milnot advertising with spot radio

was not a new one. Milnot has been

a radio advertiser for no less than 20

years, according to Robert Ogle, ac-

count executive.

Radio plans for 1961 encompass

27 stations in Illinois, Indiana, Mis-

souri and Oklahoma. The contracts

run for 52 weeks on all stations,

buying time in a minimum of 20

weeks. Heaviest concentration of

spots is toward the weekend—Thurs-
day. Frida\ , Sal uida\—w hen grocery

shopping is at its peak.

But Milnot's association with the

sound medium was not always so

close. During D'Arcy's first year on
the account, Milnot was on the air

in four markets only: Chicago, St.

Louis, Oklahoma City, Tulsa. In

each of these cities two leading sta-

tions were used.

$125,000 in Radio

By 1961, the agency had decided

to go ahead with more radio, espe-

cially in non-metropolitan centers.

Purpose was to broaden , the reach,

drum in the slogan, "If cows could,

they'd give Milnot." According to

Account Executive Ogle, Milnot

now puts one-fourth of its adver-

tising budget into radio, u. s. radio

estimates that the radio figure may
reach $125,000. Milnot puts the rest

of its money into newspaper and
outdoor.

Milnot's campaign is a departure

from the practice of most national

or regional radio advertisers in that

the commercials are narrative with

no music or jingle. The narrative

commercial was chosen by the agen-

cy after much thought and research.

Considerably strong judgments back

up this choice.

D'Arcy discussions on copy brought

to light some of the facts of radio

life. Some questions that evolved:

• What's more rare today than a

radio spot without a jingle, music
and hard-sell ... an old time,

solil) spoken, listenable commer-
cial?

• What stands out more than a

straight radio spot on a station

airing the standard pattern of

musical programming and hard

selling commercials to which

we've become accustomed in re-

cent years?

Naturalism

"A point well taken," concluded

a D'Arcy creative team as its mem-
bers reached for a new format for

the radio spot series for Milnot.

"We'll get attention, particularly on
'music' stations, if we use natural

people in natural situations, react-

ing normally on learning for the

first time about Milnot and its qual-

ities and uses. Change of pace spots

—unadulterated conversation," some
one suggested. "Let's try it." Agree-

ment was unanimous.

Both the account supervisor, Mar-

vin D. McQueen, and the account

executive, Mr. Ogle, supported the

idea. The spots for radio had to be

integrated with the campaign's copy

theme, "If cows could, they'd give

Milnot." And spots were to be
beamed to homemakers in the mid-

dle and upper income brackets.

The goal of the campaign, accord-

ing to Mr. Ogle, was to upgrade the

image of Milnot by pointing out its

many uses in cooking and baking,

whipped for desserts and in coffee

—

for any daily milk needs at home,

for that matter.
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If cows
could...

f̂
theytf give

MILNOT
Rich IT WHl pS I

Use as cream or milk

GIANT OUTDOOR billboard complements radio copy, delivers impressions of campaign theme:

"If cows could, they'd give Milnot." Billboards appear in Chicago, Indianapolis, St. Louis,

Kansas City, Tulsa and Oklahoma City. Radio campaign intensifies preceding holiday weekends.

Walter A. Armbruster, D'Arcy

•copy director, called on a radio-tv

specialty writer, Elinor Ohrn, to de-

velop the idea. When she had com-

pleted the commercials—a long se-

ries of them—the copy experts, the

account men, Dolan Walsh and Mr.

Ogle, and John J.
Weber of the ra-

dio-tv department chose the most

suitable. The commercials were

then presented to the client on tape,

as part of D'Arcy's 1961 advertising

presentation. According to Mr. Ogle,

approval was immediate.

Retail Scene

Why was approval so fast? Mr.

Ogle thinks the commercials were a

hit because "Using the grocery, the

retail outlet, as the scene for each of

the situations portrayed was so

natural. The situations themselves

were typical, completely unforced.

The reactions of the people were so

normal. There's the man searching

the store shelves for Milnot, aided

by a clerk who explains what it is,

and the housewife relating Milnot's

uses to her husband while shop-

ping."

Here is an example:

WOMAN: I've got to get the
potatoes and stuff . . .

you go over there and get
three cans of Milnot.

MAN: Milnot? What do you do
with that ?

WOMAN: I just make all your
favorite dishes with it,

that's all.
MAN: (Indignant) My favor-

ite dish is pumpkin pie
with whipped cream. You
don ' t make that with Mil-
not !

WOMAN: (Chuckles) Oh, d on't
I? Go get the Milnot,
George.

MAN: So maybe the pumpkin
pie ! But you don't make
whipped cream with Mil-
not !

WOMAN: George, Milnot whips
. . . you've been eating
it on puddings for the
last 10 years.

MAN: Really? Does Milnot
cost less than cream?

WOMAN: Costs even less than
milk. Now please go get
the Milnot, honey.

MAN: Is that Milnot you use
on our cereal?

WOMAN: And in ice cream
sauces, cookies, waf-
fles, cakes, candies,
omelets and meat loaf.
And . . .

MAN: (Interrupting) So I'll
go and get the Milnot.
You always use it in place
of milk and cream?

WOMAN: You know what their
slogan is: "If cows
could , they'd give Mil-
not."

MAN: Hey, that's a good
one ! (Going off) "If cows
could , they'd give MIL-
NOT. "

Pleasant Soft-sell

These are straight, conversational

commercials, no musical back-

ground, no jingle, delivering a plea-

sant, soft-sell message. They're lis-

tenable, the agency thinks, and have

maximum impact and appeal. And
using the grocery as a setting gives

the client the greatest possible mer-

chandising potential.
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milnot

Six commercials are in the origi-

nal package for the client, including

three 60-second dialogues and ihree

30-second monologues, all extolling

the uses of Milnot. The campaign
went on the air on 27 stations in 23

markets in Milnot's loin-state mar-

keting area the week of January 16

to 21. Additional commercials will

he added as die campaign progresses.

Media Coordination

This schedule will he co-ordinated

closely with the newspaper cam-

paign. Twelve air weeks coincide

with the appearance of Milnot's 200-

line recipe ads. The remaining radio

will be heard in the weeks preceding

holidays. Milnot's print ads appear

in roughly 130 newspapers in Illi-

nois, Indiana, Missouri and Okla-

homa. Outdoor posters are placed

in metropolitan areas only.

Radio is used to amplify the same
copy line that appears in the news-

paper ads and outdoor posters. The
spots are aired in daytime only,

9 a.m. to 5 p.m. Mr. Ogle explains

that the agency selects stations on a

high rating basis. The markets cho-

sen are based on the need for more

exposure in non-metropolitan mar-

kets. Working in a four-state area,

Milnot (,m get deep penetration with

i adio.

Merchandising

"Milnot's regional distribution

does not ailed radio use except

where radio has an over lap into

states where the company has no
distribution," Mi. Ogle explains.

"For example, we do not use radio

in Kansas City, Mo., because Milnot

is not sold in Kansas. Any radio buy

in Kansas Oily would be more than

50 percent wasted. To a slight de-

gree, this is the case in Chicago,

where there is an over-lapping with

Wisconsin.

"Milnot takes full advantage of

radio station merchandising facili-

ties. Basically, Milnot does not use

station personalities, since we're

using ET's and there can be no di-

rect promotion tie-in between them
and Milnot salesmen. In-store pro-

motions do tie in with radio com-

mercials," he continues, "because all

the point-of-sale material is directed

to the new theme—'If cows could,

they'd give Milnot.'

"Considerable research and testing

was done to determine the accept-

ability of the radio campaign, as well

as the copy line for the three-media

schedule," Mr. Ogle points out.

The result? The client is happy

with the campaign, and listener re-

sponse to commercials has been

highly favorable. It is too earl) to

tell whether sales have taken a jump.

Milnot insists that it is not thinking

about expanding its marketing ter-

ritory; thus it is a moot question

whether the company's use of radio

will he enlarged. But if the present

campaign pays big dividends, the

agency does not consider the possi-

bility of hiking the size of its radio

s< hedule completely out of the ques-

tion.

Full Distribution

The Milnot Co. was founded near-

ly 26 years ago, and is headquartered

in Litchfield, 111. It started as a

dairy, gradually switched to produc-

ing Milnot, its only product. Milnot

is a milk compound that is packaged

nad sold in cans. It has 100 percent

distribution in four states. • • •

MILNOT RADIO FACTS

1. Milnot spends $125,000 in regional spot radio each year

2. Spot schedules run on 27 stations in midwestern markets

3. Concentration is on housewives, heavy daytime listeners

4. Thursday, Friday and Saturday are peak shopping,
peak spot days

5. D'Arcy holds 52-week radio contracts with 20-week spot base

fniiiiiii
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How Good
Is Your Trade
Vocabiliary*?

This glossary of radio terms, compiled by

Ohio Stations Representatives, Cleveland,

is intended as a guide of most-used

or most-referred-to terms in radio advertising

Any Questions or Comments?

Additions, changes or even

deletions are encouraged

by those readers finding

pause to question or

comment on any of the

terms appearing in

the adjoining glossary.

A
AM—Audio modulation. Am radio is what is listened to

on the normal broadcast band. Position on the dial

spoken of in kilocycles.

ADJACENCY—Announcements adjacent to programs. For

example: After world news or before sports roundup.

This information is usually used by agencies in selecting

from a list of "avails" or availabilities the times that an

advertiser wants to use for his announcements.

AFFIDAVIT—Newspapers and magazines enclose tear

sheets of ads with their invoices. Broadcasting stations

include affidavits with their invoices to verify that the

announcements were on the air.

AGENCY COMMISSION—Fifteen percent commission usu-

ally allowed by advertising media to accredited advertis-

ing agencies.

ANNOUNCEMENT—A broadcast commercial or advertise-

ment. Sometimes referred to as a spot or a spot an-

nouncement.

AUDIENCE BREAKDOWN—Part of an audience survey

showing the relative share of the total audience with

which each station is credited.

AUDIENCE COMPOSITION—Information which accom-

panies some audience surveys. It usually shows men.

women, teenagers and children listening to each program

or station in every 100 homes.

AUDIENCE SURVEY—Study of estimated listening to vari-

ous stations in a market. Usually shows the percentage

of the radio homes in the area which are listening

(homes using radio or sets in use) ; the percentage of

the total listeners who are listening to each station (share

of audience), and the total number of homes tuned to each

station (rating). Some surveys provide additional infor-

mation such as the age and sex of listeners to each station,

the cumulative audience and other desired data.
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radio glossary

AVAII See availability.

AVAILABILITY—Time open or available for sale on a

station.

B
BTA—Short for best times available. Used by many sta-

tions instead of the phrase "run of station" because it

provides a feeling of greater effort on the part of the

station to provide just what the term implies.

BUDGET—An allocated amount to be spent on an adver-

tising campaign or in a given medium, market or station.

c

CALL LETTERS—A station's method of identity. With a

few exceptions, those stations located east of the Missis-

sippi start with "W" and those west of the Mississippi

with a "K."
CAMPAIGN—Planned advertising drive.

CHAIN BREAK—Refers to the times during or between

network programs when a station announces its call let-

ters and gives one or more commercial announcements.
Normally, the announcements are referred to as chain

breaks.

COINCIDENTAL SURVEY An audience survey in which
telephone inquiries are made to determine what the re-

spondent is listening to at that time.

COMBINATION RATE—Sometimes stations with the same
ownership or the same representative or with a geo-

graphical tie-in offer a reduced rate if they are bought
together.

COMMERCIAL MANAGER—Same as the sales manager.
Newspapers or magazines use the title advertising man-
ager.

COMMERCIAL PROGRAM—A program that is sponsored

(paid for by an advertiser)—in contrast to a "sustaining

program" whch is not sponsored by any advertiser.

COMMERCIAL PROTECTION—A specific amount of time

allowed by a station or demanded by an advertiser be-

tween competitive commercials or programs.
COMMISSIONABLE—Some stations do not allow commis-
sions to advertising agencies on all of their rates. A cora-

missionable rate is one that does provide for agency
commission.
CONTINUITY—Advertising copy in a commercial. Some-
times refers to the writing of a program.
CONTRACT YEAR—The 12-month period during which a

contract is in effect. This is important in arriving at the

frequency discount. If an advertiser agrees to use 312
announcements within a year, this refers to "contract

year" determined by the 12-month period beginning with

the first announcement. If he uses 500 during the con-

tract year and there is a 500-time rate, he is entitled to

that rate and to a rebate for those announcements used

at the higher rate. Similarly, if only 100 announcements
are used during the contract year, the advertiser is "short

rated"' (charged back) to the rate actually earned.

COPY—As in all advertising, it is the set of words used

to sell: also called continuity.

COST-PER-THOUSAND l)cii\iil from survey data and

station rates. The cost—on a given station or network

—

for each thousand homes or listeners at a given time.

Although it usually refers to homes, it is sometimes con-

verted to listeners. 5,000 homes at a $5 rate means a

c-p-t of SI.

COVERAGE AREA—Geographical area covered by a given

station, based on the strength and pattern of its signal.

COVERAGE MAP—A map showing coverage provided by

a given station.

CUME—See cumulative audience.
CUMULATIVE AUDIENCE—Total audience which listens

to a given station or program over an extended period

of time, rather than at any one time.

D
DAYTIME STATION—A station whose license from the

Federal Communications Commission only allows it to

be on the air during daylight hours. Such a station

changes its broadcast hours almost every month, depend-

ing upon the daylight hours for the month. It is some-

times called a daytimer. Also see "floating sign-on" and

"permanent sign-on."
DIAL POSITION—A station's position on the radio dial.

All other things being equal, the lower a station's posi-

tion on the am dial, the better its signal is expected to

be; also known as frequency.
DIRECTIONAI—When a station cannot send its signal

out with equal strength in all directions because of limi-

tations in its license from the FCC. It is directional in

that there are directions in which it does not send out

as strong a signal as it does in other directions.

DISC—A record. Although a regular record can be re-

ferred to this way, the term disc normally refers to a

transcribed (recorded) commercial.
DRIVE TIMES—Also known as traffic times. The times

when there are usually more cars on the road and you

can therefore expect greater radio listening from the

drivers of those cars. Although it varies from market to

market, these times are usually 6 to 9 a.m. and 3 to 6
p.m. or 4 to 7 p.m.

E
ET—See electrical transcription.

ELECTRICAL TRANSCRIPTION—An electrically recorded

message. Usually refers to a recorded commercial.

F
FM—Frequency modulation, transmitted on a part of the

broadcast band different from am. An fm radio or tuner

is needed to pick up the fm signal, considered to be

static-free. Position on the dial is given in megacycles.

FIXED POSITION—Usually refers to commercial an-

nouncements where the station promises an advertiser

that his announcements will be given at a specific time.

FLIGHT—The period during which an advertiser runs his

campaign, such as a December flight or an early March
flight.
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FLOATING ANNOUNCEMENT—One that can run at any

time between specific hours.

FLOATING SIGN-ON—Where a daytime station must sign

on the air at different times in the morning each month,

based on the time of sunrise that month.
FREQUENCY—A station's position on I he radio dial; also

called dial position.

FREQUENCY DISCOUNT—Most rate cards provide for pro-

gressively lower rates for advertisers as they buy more
time on the station. Or, as they buy with greater fre-

quency, their rate goes down. As an example, some sta-

tions have one rate for one announcement (the same
applies to time segments of five minutes. 15 minutes,

etc.). other rates for 52, 104. 156 and 260 announce-
ments. These are known as the one-time rate, the 52-

time rate. etc. If an advertiser buys 260 announcements
in a year, then he is entitled to the 260-time rate—if the

station happens to have such a rate. These 260 announce-
ments are to be used within a year from the date of the

first broadcast.
FULL-TIME STATION—A station which has a license from
the FCC to broadcast for an unlimited number of hours
each day. Such a station mav be permitted to broadcast

24 hours a day. but does not have to stay on the air for

the full time.

G
GENERAL RATE—This rate usually applies to those adver-

tisers whose products have general distribution (beer,

soft drinks, meats, foods) because such an advertiser re-

ceives a greater potential benefit from the advertising

than a local retailer might. A station with a general rate

usuallv has a retail rate, too.

GROSS RATE—Normally refers to agency commission,
particularly on a station which charges a net rate (one
which does not provide for agency commission). The
gross rate is arrived at when the agency commission is

added to a net rate.

H
H.U.R—See homes using radio.
HIATUS—A temporary period during which an advertiser

goes off the air.

HOMES USING RADIO—Used in conjunction with audi-

ence surveys. It is a figure based on the number of

homes whose radios are in use at a given time. It is

expressed as a percentage of the total homes in the area

being surveyed.
HOOPER—A radio audience survey firm that uses the tele-

phone coincidental technique.
HOUSEWIFE TIMES—Refers to the times of day when
housewives are presumed to be the major part of the

audience. It is usually a period starting at 9 a.m. and
extending to 3 or 4 p.m., depending on the market.

I

ID—Short for identification. Can refer to 10-second an-

nouncements.

K
KC—See kilocycle.

kilocycle—Location .,i a Btation on tli<- am radio dial.

L
limited HOURS STATION \ station which La no! al

lowed to broadcast fulltimc. but which is not necessarily

limited to daylight hours.
LIVE COPY—Advertising copy that is to be read by the

announcer, in contrast to recorded commercials or jingles.

LIVE TAG—-Message delivered by the local announn r al

the end of a recorded commercial. This might give the

address of a local dealer, the price or other information.
LOCAL RATE -Another way of differentiating between

the rates charged different tvpes of advertisers. It is usu-

ally used by stations that also use a national rate and

applies to advertisers whose headquarters are in the home
city of the station—whether they be retailers or firms

with broad distribution such as meat packers.

LOG—A record kept by each station showing the times

that programs went on and off. the times that each an-

nouncement went on the air, technical difficulties and
other pertinent data. It is required by the FCC.

M
MC—See megacycle.
MV/M—See millivolt.

MAKE-GOOD—A program or announcement put on the

air to make up for a program or announcement that was
scheduled but did not run—possibly due to preemption,

technical difficulties or error.

MEDIA—Various ways in which to advertise—radio, tv,

magazines, outdoor, etc.

MEGACYCLE—Location of a station on the fm radio dial.

MILLIVOLT—A unit of measure to show the strength of

a station's signal in a given area. Usuallv referred to as

2 MV/M, 0.5 MV/M and sometimes 0.1 MV/M when
discussing a station's signal strength at various distances

from its transmitter.

MINUTES—60-second commercials.
MONITOR—When the programming and/or commercials

of a station are tape recorded by an agency, advertiser

or another station.

MULTI-SPOT PLAN—A special plan or package rate for

announcements. It is usually lower than the rates on the

same station using the frequency discount.

N
NATIONAL RATE—Another way of arriving at rates

charged to different types of advertisers. Normally used

on stations which also have a local rate. It usually ap-

plies to advertisers whose home base is not in the same
city as the station and whose distribution is widespread.
NATIONAL REPRESENTATIVE—A firm which sells time

for radio stations calling on advertising agencies and

accounts in the major advertising markets, like New
York. Chicago. Detroit, Los Angeles, among others.

NET RATE—This rate does not provide for the commis-

sion, so that an agency usually adds its commission to

the rate before billing the client.
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NETWORK—A group of two or more stations that are

affiliated with each other because of common program-
ming (either live, tape or transcribed) and/or because

time can be purchased on the network through one order.

I In' extent of network prograi inn rallied |i\ each

affiliated station often varies.

NIELSEN—A radio audience survey firm that uses a com-
bination of special electronic meters in a certain number
of homes plus diaries kept by listeners in other homes.

o
OFF WEEKS—Some advertising schedules call for adver-

tising to run for certain weeks and to be off the air dur-

ing other weeks. The weeks that they are not on the air

are called the olT weeks.

ON WEEKS—The opposite of off weeks, this term refers

to those weeks when the fluctuating schedules are on the

air.

OPERATING HOURS -Actual hours that a station is on
the air.

P
PACKAGE—A particular combination of announcements
that is put together to earn a special rate. Sometimes
known as a plan.

PARTICIPATING PROGRAM—A program in which com-
mercial announcements are inserted, in contrast to a

sponsored program paid for by one advertiser. A disc

jockey show is a good example of what is usually a

participating program.

PARTICIPATION—An announcement in a participating

program.

PERMANENT SIGN-ON—The time that some daytime sta-

tions go on the air—those which are licensed by the

FCC to go on the air at a specific time regardless of the

time of sunrise.

PICK-UP—The point from which a program is "picked

up." This could be a remote broadcast from a shopping
center or a pick-up of a sports program from another

station or from the place where the sporting event is

being held.

PLAN—Generally the same as a package. It is a plan

b\ which certain announcements can be purchased at

a saving.

POWER—The number of watts of power that a station

uses to transmit its signal.

PRE-EMPT—To replace a regularly scheduled program
with something of greater interest or importance at the

time. Pre-emptions often are made for political broad-

casts or for sports broadcasts.

PREMIUM PROGRAM—A program which, because of its

large number of listeners or exceptionally expensive pro-

duction cost or because of the valuable time that it is

on the air, is charged for at a premium rate—above the

regular rate card rate.

PREMIUM TIMES—Times of the day that a station con-

siders sufficiently valuable to be worthy of a higher rate

(driving times, for example).

PRIMARY COVERAGE The basic area covered by the pi i-

mary or strong signal of a station.

PULSE—A radio audience survey firm that uses the in-

home interview technique or recall method.

R
R.O.S—See run of station.

RATING—An indication of the total number of listeners

to a station based on survey data. The figure is a per-

centage of the total homes in the area covered by the

survey that are listening to a given station.

REBATE— Amount earned bv an advertiser when he uses

more announcements than the amount for which he con-

tracted, so that he earns a better rate.

RECALL SURVEY An audience survey that asks the re-

spondents to recall what they listened to at a particular

time.

REGIONAL COVERAGE—The area covered by some sta-

tions which goes beyond its own local listening area.

REGIONAL RATE—Rate charged by some stations for ad-

vertisers whose headquarters are outside of the station's

local area but which are in some logically restricted geo-

graphical area, such as the same state.

REGIONAL REPRESENTATIVE—A representative who sells

time for a station outside of a station's own market, but

within a relatively restricted geographical area, in con-

trast to a national representative whose territory em-

braces the whole country. (An example of a regional

representative is Ohio Stations Representatives.)

REMOTE BROADCAST—A broadcast which is done from

some place outside the regular studio.

RENEWAI—The extension of an existing contract on or

before its expiration date.

REP—See national or regional representative.

RETAIL RATE—A rate that applies only to those firms

doing business on the retail level. This rate is some-

times used by stations that have a general rate for those

firms whose products are available for general distribu-

tion in many outlets.

RIGHTS—Amount charged to a station for the right to

broadcast special events. It usually refers to charges for

sporting events. If the program is commercial, the spon-

sor usually assumes this extra expense.

RUN OF STATION—Announcements purchased on a run-

of-station basis give a station the right to place the an-

nouncements wherever they please in a given broadcast

day.

s
SATURATION—Use of a heavy schedule of announce-

ments to get the advertiser's message across to as many
listeners as possible as often as possible.

SCHEDULE—The actual advertising run by an advertiser

during a specific campaign.

SECONDARY COVERAGE—Additional outlying area cov-

ered bv a station beyond its primary coverage.

SEPARATION—See commercial protection.

SETS IN USE—This refers to figures determined through
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audience surveys which estimate the percentage of homes
that are using their radios at a given time. This figure

is synonymous with homes using radio.

SHARE OF AUDIENCE -This term used in audience sur-

veys refers to the percentage of the total audience at anv

particular time that is listening to a given station. That

is a relative figure which shows a station s importance

in comparison with other stations in the area, in contrast

to a rating which is an absolute figure showing the total

audience listening to a given station.

SHORT RATE— A charge made hack to an advertiser who
does not use a sufficient amount of advertising to earn

the rate at which his advertising was purchased.

SIGN-OFF The lime that a station goes off the air. This

can be compulsory, as in the case of a daytime station,

or it can be the time when a full-time station goes off

the air based on its own decision.

SIGN-ON —Time that a station signs on the air.

SINGLE RATE CARD -Refers to those stations who use

one rate for all types of business—local, retail, regional,

national, etc.

SIXTIES (60'S)—Sixty-second announcements.

SPONSOR—A radio advertiser. Normally refers to an

advertiser who pays for a specific program although it

is often used to refer to any radio advertiser.

SPOT OR SPOT ANNOUNCEMENT—An advertisement on

the air that is usually 10. 20, 30 or 60 seconds long.

SPOT RADIO—Generally refers to non-network use of ra-

dio advertising by a national or regional advertiser, ft

permits an advertiser to make a market by market, sta-

tion by station purchase. In Canada, it is called selec-

tive radio.

STATION BREAK—Those times during a program when a
radio station identifies itself by giving its call letters and
the name of the city from which it broadcasts.

STRIP—A program which is purchased on a regular basis

throughout most of the week, like Monday through Fri-

day or Monday through Saturday at the same time each
day.

SURVEY—See audience surve\

.

SUSTAINING PROGRAM— \ program whch does not carry

paid advertising.

T.F—See til forbid.

T.F.N—Til further notice. Used by some stations instead

of til forbid (T.F.). The term refers to an advertiser who
has given no termination date and, therefore, the adver-

tising will stay on at the same time or times "til further

notice."

TAG—Announcement added at the end of a regular com-
mercial. See live tag.

TALENT—A sometimes loosely used expression referring

to the performer on the air.

TALENT FEE—Some programs require an additional

charge beyond the regular rate card to reimburse the

talent who does the program.

TENS (10'S)—Ten-second announcements.

THIRTIES GO'S) Thirty-second announcements.
TIL FORBID An advertising schedule \\lii<li does not

have a fixed expiration date. It is allowed to run til for-

bid by the advertiser.

TIME CLASSIFICATION Some stations charge different

rates for different times of the day or night and they

differentiate between these times by classifying them.
Such designations are often class AA, class A, class B,

etc.; some stations do it by extra charges for drive
times, etc.

TIME SEGMENT— Specific time period such as 9:30 to

9:45 a.m.

TRAFFIC DEPARTMENT (AGENCY)—The department in an
agency that handles the mechanics of getting commercials
to the stations with all necessary instructions.

TRAFFIC DEPARTMENT (STATION)—The department that

handles the scheduling of commercials in a radio station.

TRANSCRIBED PROGRAM—A program which is not being
broadcast directly on the air. Mechanical reproduction
(tape or a record) is used when the program is pre-

pared so that it can be broadcast at a later date.

TRANSCRIPTION—See electrical transcription.

TRANSMITTER—That part of the station's equipment that

actually sends the signal out on the air.

TUNE-IN—Another phrase used in conjunction with audi-

ence surveys similar to sets in use or homes using radio.

TWENTIES (20'S)—Twenty-second announcements.

w
WATTS—Refers to the amount of power that a station

is permitted to use in transmitting its signal. • • •

Len Auerbach, head of Ohio

Stations Representatives, Cleve-

land, undertook the compilation

of this glossary of radio terms

because he found that "to many

people, the trade phrases that

are often taken for granted are

completely foreign to them."

The representative firm is five

years old, handling large and

small Ohio stations as the representative in Ohio only. Some-

times the organization covers a complete geographical area,

I i Ice Central Ohio. Recently, OSR has been expanding its

station list by including stations in states surrounding Ohio for

Buckeye representation only.
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Trends in

ramming
l'\c been asked to describe our

afternoon talk, format At Youi Serv

ice—a program approach we believe

is I he spearhead of the current trend

to talk programming in the radio

industry.

At Your Service was a drastic

program change, made just a year

ago this week. That is, it was drastic

lillHIIIIIIIillllllll Illllll!lllllllll;l:lllllli;:ill!l!ll|lllllllllilllllll|llllllllll!llllll!llllil!lll

Robert Hyland, general

manager of KMOX St. Louis,

details At Your Service pro-

gramming, seven hours of talk

and information fare.

Gordon McLendon, owner

of KLIF Dallas, explains why

he emphasizes news remotes

throughout daily schedule. He
believes that news is both pro-

motion and programming.

In 1953, KLIP" in Dallas was one

ol the first radio stations to discover

the rating dominance which could

be achieved by a new type of musi<

and news formula. That formula

was music and news phis razzle-daz-

zle promotion.

KLIF was the first radio station in

America to stage a $50,000 Treasure

Hunt in which the $50,000 was

found. KLIF originated a copy-

righted "Rear Window" game
through which we were able to put

stickers on the rear windows of over

50,000 Dallas automobiles. KLIF
brought the flagpole sitter back to

Our programming activity covers

a wide field. We take the FCC re-

quirements literally and offer pro-

grams in all categories.

But we do it in a modern, stream-

lined manner, and with a unified ap-

proach that ties everything together

into a single package every day.

We feel this is a vital new trend in

broadcasting — the concept of a

closely-coordinated, easy-to-recognize

radio. A personal companion-type of

radio that is versatile, dependable

and operates like clockwork in pro-

viding information, entertainment

and services.

Our "distinctive" sound comes

from: (1) A unified music policy con-

Frank Gairher, general man-

ager of WSB Atlanta, under-

scores the need in today's radio

for a station to have an easily

recognized sound that is dis-

tinctive.
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News, talk and achieving identifiable

sound are highlights of programming changes

as revealed by these executives

at RTES Roundtable session in New York

on the surface wilh its complete

elimination of all recorded music for

seven full hours daily. But such a

change was less sweeping on KMOX
than it might have been on many
other stations.

For the past six years, "The Voice

Of St. Louis" has broadcast what we
regard as the widest range of pro-

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM

gramming. liven with the coming <>l

television, we did not abandon oui

creative approach to radio. We con-

tinued to schedule lull-scale docu-

mentaries on local problems. We
proposed and won approval for the

plan now used nationally to employ
Conelrad warning signals in weather

emergencies.

Illl!!lllll!llllllllll!!llllllllllllllllllllllli

We were (he In si siaiion lo broad-

cast during a heart operation; the

first in the Midwest to broadcasl

stereophonically; the first commer-
cial station in the nation to carry a

college credit course; the first in St.

Louis to editorialize. To amplify a

bit on this last point, we have broad-

cast forty editorials . . . fully-re-

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^

prominence, then staged a world-

record breaking marathon airplane

llight in which our pilots stayed aloft

50 clays and nights.

The station staged the provocative

"Star of Anakie" contest, in which

we gave away to a lucky housewife

the world's second largest star sap-

phire—437 carats—to wear for one

week at Christinas time. The insur-

ance alone on the sapphire cost us

$3000 for the week.

But with all our good fortune, it

always seemed to us that our leader-

ship might rest on shifting sand. The
formula was hardly a secret in a few

months. What was to prevent imita-

tion? What would happen when the

public was surfeited with stunts and
ballyhoo and giveaways and the frill

of promotion? What happened when
all the music and news stations

sounded the same—pop music with

disc jockeys and scores of gimmicky
promotions?

We thought that we had the an-

swer—and we did. While we made
the most of giveaways and other

flashy promotions, KLIF earlier de-

cided that there was another type of

promotion that would endure, was

largely not copyable, and repre-

sented a concept that most competi-

tors would not figure out. The con-

cept was that promotion by means of

giveaways or stunts was merely one

way of bringing excitement and vi-

vacity to a radio station—and that

news, properly done, could lend the

same sort of sparkle. Colorful cover-

age of a continuing news story could

produce more stimulation among
listeners than the biggest contest or

stunts.

Thus, KLIF built its real promo-

tional foundation upon news—on-

the-spot mobile news, with a fleet ol

mobile reporters, more than 12,000

illllllllllllllllllllllllllll^

v i trolling the quality and variety of all

! songs played. (2) A closely-coordi-

nated news operation on a minute-

by-minute basis, and a plan of pro-

i

I

cedure that alloics integration of

i-

j
news reports into any program at any

time. (3) A programming concept

that requires every program to be

n developed as a public-service vehicle.

a
Every show must be more than mere

e j

entertainment. (4) And finally, each

program should involve a degree of

|e
audience participation.

We feel that this matter of audi-

ence participation is most important

because our station's relationship

with our listeners is uniquely inti-

mate. And they do think of WSB

;
!
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as a real-live person. The "station"

gets far more daily fan mail than any

personality on our staff.

As you might imagine, a proud

and possessive audience like this is

quick to praise and just as quick to

criticize. And they are eager to give

us helpful advice, opinions, criticisms

and suggestions.

We call on this audience in many
ways to help maintain wJiat we con-

sider a partnership-in-programming:

(a) We have a Family Fair party line

where they can voice their opinions

each day. (b) We have daily mailbag

features where their letters are read

on the air. And we offer modest

prizes for riddles, jokes and mem-

ories, embarrassing moments, poems
and other such material which our

ingenious listeners supply in copious

amounts, (c) We have programs such

as Public Opinion on Parade, Pop

Call and Nightbeat that travel all

over greater Atlanta—into homes,

business houses, social and special

events — carrying our live micro-

phones to the people.

(d) We have Witness, Audio and

Music Man that bring the audience

to our studios, (e) We have a daily

two-hour quest ion-and-answer pro-

gram called Contact that gives any

listener a quick reference service

available with just a phone call, (f)

We Jiave three hours of daily musical

35



programming

"We're learned that

meaningful programming

can attract ratings."

searched pieces a minimum of five

minutes in length. In the opinion

of local civic leaders, several have

helped to change the course of po-

litical events in our area.

W e continued to carry a variety of

service programming . . . from a com-

plete farm information series to a

morning prime-time feature saluting

various health and welfare agencies.

Our microphone was the most mo-
bile in the Midwest . . . Moving
from court room, to school room, to

police station, wherever news was

being made or special events of local

significance were taking place. We
also carried a variety of music from

popular to symphonic and opera,

and play-by-play sports including

baseball, professional basketball and
football, and high school and college

hasekeiball and football. Oui audi

ence expected exciting, different,

more rewarding programming from
our station, and we gave it to them.

At Your Service was programmed in

an ideal setting of full-range radio.

At Your Service in itself has cap-

tured the imagination and won the

acceptance of our audience in a man-
ner un matched in my eighteen years

of experience in the radio business.

Despite the fact that much of our

program falls in so-called housewife

"Colorful coverage of a

continuing news story

could produce more

than the biggest contest."

remote news broadcasts every year,

nearly two an liour. We told Dallas,

and correctly, that if you lived in

Dallas, you dared not turn off KLIF
il you wanted to know what was

going on. We advertised ourselves

as tomorrow's newspaper now, and
we were and are. Our managing
editor's job is in jeopardy if there is

any story in the newspapers which

hasn't been On KLIF hours or a full

day before.

Our radio station, for one, has be-

gun to do battle with newspapers.

We have the advantage of radio's

electronic news plant—far more eco-

nomic than the bulky, unwieldy, un-

economic newspaper plant. Our

radio stations need no linotypers, no
proof readers, no headline writers,

no endless supply of newsprint, no
delivery boys nor circulation staff.

We have in addition the warmth and

emphasis of the human voice. In our

towns, radio is assuming its rightful

place as a competitive news medium
and one day we will be dominant.

We localize most of our news

stories. We have a list of 500 top

citizens in our cities. We subdivide

that list into top oil leaders, top

banking and industrial leaders, top

society women, educators, etc. When
a wire story arrives about a develop-

ment in the cotton market, we im-

mediately call a top local cotton
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"We are a vital, active

participant in the life

of our community."

programs, where listeners actually

fill the role of program director and

supply lists of songs to be played.

(And I might just add here that in

many songs—listeners exhibit not

only good taste but excellent show-

manship.)

And speaking of being smart, we
are constantly amazed at the wit and

wisdom displayed by thousands of

people who take part in our numer-

ous games and contests. The public

has an uncanny ability to come up
with winning answers and clever sug-

gestions—regardless of the subject

matter. We don't offer expensive

prizes or golden inducements. As a

matter of fact, most of our games of-

fer a top prize of seven dollars and

a half. We're 750 on the dial—so a

prize of 7-50 cash is a "natural."

And if you wonder what people

will do for 7-50 cash, I might tell you

that more than 1,500 listeners re-

sponded when we asked who could

write the call-letters, "WSB," the

most times on the back of a simple

postcard. And guess how many times

the winner was able to accomplish

this task? A young man in LaGrange,

Ga., spent three days and three

nights working on this project and

ended up putting our call letters on

the back of an ordinary postcard 56
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time, our producers inform me that

nearly half of those who call to our

early-afternoon telephone feature are

men in their cars. In fact, these

gentlemen ask our producers to

"hold the answers" until they can

rush back to their cars from a pay

phone booth. This is concrete evi-

dence of a new broader, audience

base for our programming.

Let's analyze the program. The
first hour from noon to 1 p.m. is

called Your World Today. It fea-

tures our news editor as coordinator,

who calls in correspondents from all

parts of our listening area and re-

ceives special reports from our

KMOX Washington correspondents.

The topics range from a local gas

price war to an interview with the

St. Louis policeman who was part of

the special security precautions at

the inauguration. Listeners have a
chance to express then opinions in a

"mail bag" on topics of the day. The
CBS network features are integrated

into this hour . . . as they are

throughout the entire seven hours.

The next hour from 1 to 2 p.m.

is one of the most popular of the

afternoon, the guest of the day is

either a physician (we ask doctors in

all specialties) or a qualified mar-

riage counselor. The guest is inter-

viewed by a staff member to set forth

the topic . . . then the phone lines

are opened to listener questions. We
get hundreds of phone questions

daily. They jam our switchboard

and spill over into the exchange. We
assure you our listeners ask frank

questions . . . and they receive frank

answers. This segment is as adult and
provocative as a hard-hitting maga-
zine article. The topics have ranged

from such delicate medical problems

as uterine cancer to such delicate

marital problems as the "eternal

triangle."

The first segment of our next hour

(Cont'd on p. 52)

llllllllllllllllllllll

leader, from our list, record his com-

ments and localize the national story

around him. We get hundreds of

these local names on the air each

day.

Thus, this KLIF "newspaper of

the air" has proved that there is a

new type of promotion in radio

—

and that is news, vivid, exciting news.

And there is a collateral advantage

of a fine news department which has

benefited us—and our sponsors—ma-
terially. That advantage is in the

prestige and believability which com-

petent news coverage lends to a radio

station.

In 1961, we plan to have 11 men
on our news staff—our managing

editor, and three other desk men, a

crime and violence editor, a sports

editor, a business and political news
editor, a society editor, an editorial

writer, an entertainment editor and
a local and civic events editor. When
this is done, we will offer even more
effective competition to the daily

newspapers of our cities.

In our cities, whenever there's a

fne, a murder, an important City

Council vote, the announcement of

a new building development, when-
ever the jury is coming in—KLIF's

mobile news units are on the spot to

report that news directly, and we
break into all programs—as we've

said, on an average of almost twice

an hour. This is fast, exciting radio.

We editorialize constantly — and
hard. Not against sin and dope and
motherhood—but editorials of de-

cisive position on controversial is-

sues. Our most recent editorial calls

American labor unions to task for

beginning to price us out of the for-

eign market and points up the in-

herent dangers to our economy in a

loss of our international market

place. Our radio editorials are far

more effective than newspaper edi-

torials, for we reach John Q. Pub-

lic—the guy that just never reads the

editorial page.

Thus, our radio stations reveal

(Cont'd on p. 53)
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hundred times. We checked it with

a microscope and proved it to be

true.

Earlier I mentioned our round-

the-clock, mobile news service. Per-

haps I'm immodest but I consider it

the best in the South and one of the

best in the nation. Our station pro-

grams seven 15-minute newscasts a

day, 40 five-minute newscasts a day,

a daily news-in-depth program, nu-

merous daily special reports and in-

terviews and on-the-spot news cover-

age at any moment. Our reporters

are constantly on the go, and our

microphones are on hand wherever

local news is being made. We are a

vital, active participant in the life of

our community.

Thanks to our flexible program-

ming policy, we can—on a moment's
notice—integrate a news-or-traffic re-

port into any program we are broad-

casting. Sometimes they come thick

and fast, from our helicopter, our ra-

dio cars, by telephone—especially

when our reporters are scattered at

critical points around Atlanta and
across the State of Georgia.

But we fit the unexpected reports

into place neatly and briefly—as sim-

ply as if they were all planned in

advance.

I also mentioned earlier our uni-

fied music policy. Every musical re-

cording that arrives at our station

clears through the office of our pro-

gramming manager. He and a small

committee of assistants must approve

a new record before it goes into our

library and similar care is taken in

selecting these "approved" records

for us on individual programs.

Our music varies from brand-new

45s to albums of Broadway show

tunes, semi-classical and classical

melodies. We are concerned not

with the classification of a song, but

merely how it sounds. If it is me-

lodic, tuneful, produced and per-

(Cont'd on p. 54)
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question
and answer

THE QUESTION: What is the relationship between the advertising agency and the expanding

independent program and commercial producer?

llllllllllllllllllllllllllllllllllllll llllllll!lll!!!!lll!!!llllll!lllllllll||||ll!IIIIIIIIIIIIIIM Illllllllll.llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

Mr. Ratcliff is director of radio and tele-

vision production at N. W. Ayer & Son

Inc., New York. "Certainly," he says,

"we take advantage of the creative assets

of the facilities supplier, but the respon-

sibility for such creativity is not dele-

gated or relinquished to that supplier."
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WILLIAM RATCLIFF ANSWERS

:

The development of good

advertising salesmanship is

at best a most complex un-

dertaking with the multiplicity of

inter-related client problems of dis-

tribution, marketing, merchandising,

public relations, corporate image,

competitive products—all to be con-

sidered, evaluated and related to

both the program structure anil the

commercial concept and its ex-

ecution.

In examining this question there-

fore, we must separate the program

production and the commercial pro-

duction, for N. W. Ayer's philosophy

of these two relationships is different

one from the other.

Our program department has two

alternatives in establishing broadcast

programming for our clients.

In some instances, to answer these

multiple advertising problems, our

program department creates a pro-

gram from the initial idea to the

polished format and carefully selects

an independent outside organization

to physically produce the program

series. Here, our program supervisor

guides, counsels and directly assists

the producing organization in all

program details, never relinquishing

creative responsibility to that pro-

ducing organization.

In other instances, we buy a pro-

gram which answers clients' needs

and which has been created by an

independent producer who retains

program control subject only to our

guidance in the area of protecting

the clients' interests.

Our commercial production depart-

ment, however, consistently main-

tains all creative responsibility for

broadcast commercial production. In

this area we select a production fa-

cility on the basis of physical qualifi-

cations for the particular assignment

and our creative people (copy, art,

production) are held responsible for

both the technical excellence and the

creativity of the commercial.

Certainly, we take advantage of

the creative assets of the facilities

supplier, but the responsibility for

such creativity is not delegated or

relinquished to that supplier.

This then is the philosophy of

N. W. Ayer's working relationship

with production suppliers and one

which has worked well for us and for

our clients. • • •
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they like -m -

talk
in Detroit

(and fine music, too)

We were sure of it all along—and now Nielsen confirms it! WWJ's four-

hour week night block of good talk and fine music attracts more listeners

than any other programming in the time period.*

HOUR OF INFORMATION
6:00 WWJ News-Dick Westerkamp

6:1 5 Sports— Budd Lynch

6:25 Our Changing World— Earl Nightingale

6:30 Business News— Britton Temby

6:40 Weather- Sonny Eliot

6:45 Three Star Extra— Ray Henle

PHONE- OPINION
"7:05 Following NBC News on the Hour, Bob Maxwell
presides over WWJ's open forum of the air, literally the talk of the town.

FAYE ELIZABETH
8:30 Detroit's First Lady of Fine Music provides the
finishing touch with a feast of melodic masterpieces.

Here's the programming, the audience, the station that spell exceptional

sales opportunities. Call your PGW Colonel or your WWJ-Radio local

sales representative for availabilities.

*Source: Nielsen Station Index, Detroit, November-December 1960

W WJ RADIO
Detroit's Basic Radio Station

NBC Affiliate

NATIONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS
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focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land

CELEBRATING 25 years of "togetherness" are Frank M. Headley and Dwight Reed,

co-founders of H-R Representatives Inc. On a 23-day Caribbean cruise are (I. to r.)

Bud Finch, of WELI New Haven, Mr. Reed, Capt. Hugh L. Switzer, Mr. Headley
and Dick Davis, WELI president. The station is celebrating 25 years with H-R.

HOMETOWN HERO, Jack Dempsey returns to

his birthplace, Salt Lake City for "Jack Dempsey
Day." As part of the celebration, Will Lucas of

KALL interviews former heavyweight champion.

THE BUFFALO BILLS are joined by Al Ross of
WRC Washington, D. O, during intermission of

a barbershop concert in the Capital City. The
song festival was part of the Barbershop Soci-

ety's all out effort to "Keep America Singing."

HEARTS AND FLOWERS at KFRC San Francisco. Promotion manager Bill Sweeney

(r.) explains to a passerby that the oversize valentine on the sidewalk was the win-

ning entry in station's Valentine Contest. Those are real stuffed birds on a gilt tree.
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WINNER of four tickets to the movie "Where the Boys FOOD AND CLOTHING for the needy in Welch, W. Va. is being provided by the

Are" is Patty Jackson. Contest was a promotion on Dan listeners of WAVA Arlington, Va. The station ran a four-day apeal for warm

Sorkin's (pictured) morning show over WCFL Chicago. clothes and food supplies for the stricken area. Loading van are station personnel.

ACCEPTING the first annual "Mike Award" presented by the New York

chapter of Broadcast Pioneers is James D. Shouse, chairman of the board

of the Crosley Broadcasting Corporation. He accepts for WLW Cincin-

nati. Commentator H. V. Kaltenborn makes the presentation while Arthur

Simon, chapter president, looks on. Ceremony was at the Latin 0"arfer.

SHORT WAVE is the method now employed by

WXLW Indianapolis for getting remote inter-

views and covering news conferences. Shown try-

ing out the equipment on Hoosier Governor

Matthew Welsh is Bob Rutherford, WXLW News.

FARM DIRECTOR Hugh Ferguson (c.) of

WCAU Philadelphia explains his farm program-

ming to the visiting inspection team of agri-

cultural information specialists from Japan.

To Mr. Ferguson's left are Thomas J. Swafford,

general manager of WCAU and agriculture

expert on broadcasting Wallace Kadderly.
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hometown USA
• Commercial Clinic

• Station Log

• BPA Memo
(Local Promotion)

• Radio Registers

Building
Ventures

How two stations

using different approaches

score listener reaction

AS A PART of his "Operation Round-Up, " Big Wilson, KYW Cleveland personality invites

a group of local Boy Scouts to examine the station's facilities. The membership drive

netted an additional 200 new Scouts into the Cleveland chapters over previous year's drive.

Whether it's the Boy Scouts

or Big Bands, radio stations

across the country continue

to devote their energies to the never-

ending task of having the audience

participate in the listening ex-

perience.

• In 1959, new enrollment in the

Greater Cleveland Chapter of

the Boy Scouts of America was

4,039. 1960's drive netted 6,198

Tenderfoots. A major share of

the credit for this 2,000-plus in-

crease goes to KYW and its

morning personality Big Wil-

son. A three-week drive for the

BSA was run on Mr. Wilson's

show as a public service effort.

• In Philadelphia, WRCV at-

tempted to take the pulse of

listener reaction to a year-old

programming concept by asking

for write-in comments that of-

fered no prize incentives. Lis-

teners responded with 11,624

pieces of mail, the station re-

ports.
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GETTING THE LOWDOWN on the "Big Band
Sound is this group of Philadelphia teenagers.

They contacted WRCV's Pat Landon and
aslced for a chance to learn about the new
concept. So he called them in for a "session."

The KYVV promotion was entitled

"Operation Ronnd-Up."

John M. Clarehout, assistant Scout

executive for the Greater Cleveland

Council, wanted to find a way to in-

crease enrollment in the annual

drive for new Boy Scouts.

Mr. Claerhout hit upon the idea

of tying the whole drive to Big Wil-

son and his morning show. This was

a new concept in creating public in-

terest in the drive and the national

BSA was watching closely for results.

The three-week schedule involved

48 weekly announcements either 30-

seconds or one minute in length.

"Air time," says the station, "worth

36,500 was donated by KYW to the

project.

"Each spot was tailor-made for the

specific time period, with some aimed
at the boys and others at parents.

Each contained a direct appeal to

'send a card or letter to me, Big Wil-

son, and I'll see that you get a per-

sonal invitation to join the Scout

troop nearest you."

The heavy mail response was
turned over to the Scout office, which
in turn sent the names and addresses

to neighborhood leaders. Personal

calls were then made by the leaders

to each youngster and his family.

The direct and indirect results of

this campaign proved beneficial both

to the BSA and KYW. The national

BSA advised other units throughout
the country of the workings of "Op-
eration Round-Up" for possible use

elsewhere.

In Philadelphia, WRCV was cele-

brating its "Big Band First Anni-
versary."

(Cont'd on p. 48)

Tighten Up Your Programming Format with the

GATES SPOT TAPE RECORDER

A tight, on-the-nose format means more sales appeal for your station.

With the Gates Spot Tape Recorder, control room operations are greatly

simplified and perfect program continuity is maintained. You stop toasted

motion! Operation is simple and exact . . . you simply move the index lever to

the spot your log calls for, push the play button and let Spot Tape do the rest.

On one tape 13" wide are 101 announcements, jingles, themes, station breaks or

any other program content up to 90 seconds duration each. This is versatility

!

Through planned rehearsals using multiple voices, background effects and themes,

each announcement is aired with professional perfection. When complete, the

tape automatically reverses and then cues up for split-second airing of the

next spot. Erase any track not needed and record a new one as schedules

change. The adjacent track is not affected.

Spot Tape Recorders are now available for immediate delivery.

Place your order today.

GATES RADIO COMPANY Bin NIBGATES Subsidiary oj Harris-lntertype Corporation

QUINCY, ILLINOIS
Offices in : HOUSTON, WASHINGTON, D C. In Conodo: CANADIAN MARCONI COMPANY

Export Soles: ROCKE INTERNATIONAL CO , 13 EAST 40th STREET, NEW YORK CITY
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commercial
clinic

Informal, Live Commercials Picked to

Establish Confidence in New Coffee

When the Manger Hotel chain de-

cided late in 1960 to put its hotel

coffee on the consumer market in

competition with established brands,

it picked one of the toughest markets

in the country to crack. Marketeers,

distributors and others advised,

"Start anywhere but New York
City."

But by January 9, Manger had

formed its own distributing com-

pany, Park Avenue Foods Inc. Since

that date, Manger Hotels Coffee has

found its way to New York's super-

market shelves in more than 10 chain

operations.

T aking a plunge into the coun-

try's most complex market is not an

easy thing, Park Avenue's agency,

The Wexton Co., New York, admits.

The challenge to the company and
the agency is no small one, but the

rewards are high if the gamble pays.

Radio and television are the media
picked to put Manger Hotels Coffee

in New York kitchens. The copy line

is a direct follow through on the

campaign of the National Federation

of Colombian Coffee Growers which
emphasizes coffee's quality.

MEETING BEFORE campaign are (I to r)

Allen Gray, WCBS New York, Dr. William
Manger, Julius Manger, Jack Sterling, WCBS.

"We don't think any other coffee

blend has followed the lead of the

coffee growers in emphasizing Colom-

bian content," remarks William

Muser, president of Park Avenue
Foods. The high Colombian coffee

content of the Manger Hotels brand
is, therefore, the pivot around which
commercial copy revolves. Exact ra-

tio of Colombian coffee to others in

the blend is a "secret," but Manger
is advertised as having "the highest

Colombian content of any coffee

blend."

"New Yorkers have been 'beaned'

to death by the commercials of other

coffee advertisers," comments Adrian
Price, account supervisor at Wexton.
"We simply explain the fact that our
blend is better, richer for its Colom-
bian content. And as far as price is

concerned, we try to put across the

idea that you 'get only what you pay
for.'

"

The agency has started its radio

advertising with the premise that an
informal, "ad-libed" commercial is

the best. Its spots on WCBS New
York are done by Jack Sterling on
his morning show and Allen Gray
on the Allen Gray Show from 12:20

to 1 p.m. Both ad-lib their own
spots from a fact sheet prepared by
Wexton.

The fact sheet is the most flexible

from the advertiser's point of view

and gives an opportunity to fre-

quently vary copy. For instance, Mr.
Muser recalls he got the idea to in-

sert some background on the devel-

opment of the coffee by Manger Ho-
tels for exclusive use in its hotels.

So the facts were assembled for a new
fact sheet and the following week
the copy dwelled on the coffee's his-

tory.

The announcers told that a special

blend was developed by the Manger

Hotels before they first opened back

in 1908. Later, the coffee came to be

so cherished by diners that the hotel

started packaging freshly ground

coffee in bags which were sold in the

hotel. And now, of course, 53 years

later, Manger Hotels is so convinced

of the quality and popularity of their

blend that it is being actively mar-

keted in tins for the first time.

In picking the radio personalities

for the spots, Mr. Price remembers
that he and his client met them per-

sonally before the contract was
signed. "We genuinely liked the peo-

ple, and felt that they could deliver

sincere, convincing commercials for

the product."

The strong personality identifica-

tion that radio announcers enjoy is

one of the reasons Wexton chose ra-

dio for its daytime advertising. "Lis-

tener loyalty gives us strong 'play-

back' from our radio advertising,"

comments Martin Brucker, account

executive for Park Avenue Foods.

The distribution pattern for the

coffee further supported the choice

of radio. "Radio is an answer to the

problem of how to follow our distri-

bution," Mr. Price explains. "It

blankets and pin-points listeners in

Manhattan, Brooklyn, Queens and
Long Island. With radio we can defi-

nitely reach the housewife, who is,

after all, our most important cus-

tomer."

The future depends on progress in

establishing the brand in New York.

Mr. Muser hopes for a gradual,

steady rise in demand for Manger
Hotels Coffee there before going to

other markets. As the product grows

in acceptance, merchandising and
advertising will expand. • • •
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Station log

News:

KRAK Sacramento, Calif., has intro-

duced a new programming scheme

entitled Continuous Neios Service.

Rather than scheduling its news pro-

grams at regular intervals during

drive times, the station will offer

short news items between 7 and 9

a.m. and 4 and 6 p.m. The news

breaks will be inserted into the pro-

gramming of music, time signals,

weather and traffic checks.

In addition to the coverage WCSH
gives to the activities of the Port-

land, Me., city council every two

months, the station has added a new
program, City Report. The station

states that "City Report," broadcast

directly from city hall by Howard
Nielsen each weekday at 12:30 p.m.,

covers subjects of interest going on
at the city hall, activities of the mu-
nicipal court, police and fire depart-

ments, and currently the subject of

urban renewal. The station reports

everything possible has been done by

city officials, especially the city man-
ager, to make this a smoothly func-

tioning broadcast. Space and equip-

ment have been provided to the sta-

tion and council members and city

officials have given freely of their

time and information.

As the annual Mardi Gras got un-

der way for its week of fun and mer-

riment, WSMB New Orleans discov-

CHECKING the ticker tape are O. Wayne Rollins (r.), the presi-

dent of Rollins Broadcasting Inc., and Edward T. McCormick,

president of American Stock Exchange where Rollins is now listed.

ered that crowd attendance was slip-

ping. To help alleviate the prob-

lem, the station went on the air with

an editorial decrying the violent at-

titude expressed by some of the local

citizenry during the recent school

desegregation activity. WSMB ex-

pressed the hope that agreement

could be reached on both sides, so

that everyone could participate in

the fun and joy of the holiday.

Programming:

With spring comes baseball and with

baseball comes new and renewed

schedules. WBAL Baltimore reports

that it will continue to broadcast all

the regularly scheduled games of the

Baltimore Orioles. In addition, the

station will air 12 pre-season exhibi-

tion games from Miami, Daytona
Beach and Richmond, Va.

The world champion Pittsburgh

Pirates will be covered by KDKA
again this season. The station re-

ports that coverage will be extended

to a lineup of stations in Pennsyl-

vania, Ohio, West Virginia and
Maryland. Sponsors for the games
include the Atlantic Refining Co.,

the Iron City Brewery and the Ford
Dealers of Western Pennsylvania.

Utilizing the format of its Phone-

Opinion show, WWJ Detroit has in-

augurated a similar program for

teen-agers. Teen-Opinion is an hour-

long Saturday afternoon phone-in

program hosted by 15-year-old high

schooler, Nat Keller.

Public Service:

In a special effort to promote the Na-

tional Heart Fund, KPHO Phoenix

has created a Heart Fund contest.

The station states, "Listeners are

asked to complete the sentence, I

will contribute to the Heart Fund
because . .

.' Writer of the winning

letter will receive a dinner for two

at one of the Valley's leading restau-

rants, plus tickets to a movie and a

corsage." The contest is conducted

over the Bob Furry Show since Mr.

Furry is a member of the National

Disc Jockey's Committee for Heart

Fund.

Another fund raising activity was

sponsored by WCHB Detroit. An
all day broadcast emanating from a

downtown Detroit department store

was named the Dollars For Democ-
racy radiothon. The money was

raised to aid the Negro sharecrop-

pers evicted from their homes in

Fayette and Haywood counties in

Tennessee. • • •

TESTING recently installed equipment to facilitate school closing

reports and other essential data sent to WHIL Hempstead, N.Y.,

are John T. Clayton of WHLI and Earl Nelson of the New York

Telephone Co. Device permits calls when station is unattended.
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Station Helps Hometown
To Win Nationwide Award
Lawrence, Mass., was recently named
winner of the "National Downtown
Week" competition held last fall. In

an effort to aid the Chamber of

Commerce in running the operation,

WCCM programmed 10 one-minute

spots, a 10-minute interview from a

downtown site, additional remotes of

promotional activities, pins five-and-

a-half hours of record spinning from

the headquarters located in a vacant

stoic in the downtown area. The

station then supplied the local Retail

Trade Board with copies ol its log

listing all broadcasts pertaining n>

'"National Downtown Week."

"WCCM was an integral part of

our 'National Downtown Week' pro-

motion last October," said the direc-

tor of the Chamber of Commerce.
"The daily impact made on the

thousands ol residents in our trading

area by radio resulted in larger

crowds coming to downtown Law-
rence daily to participate in and en-

joy the events."

Mozart Birthday Promotion
Creates Heavy Response

What started out to he a "fun" pro-

motion with low value prizes result-

ed in an unusually heavy mail re-

sponse. In just three weeks the

WDOK Cleveland, "Happy Birthday

Mo/; ii t" i ontest netted ovei I 1 ,000

mail pieces.

The contest was neither heavih

promoted (six spots a day), nor were

the prizes outstanding (WDOK pro-

gram guides, theatre tickets and rec-

ord albums), but when 750 responses

were turned in after only six an-

nouncements had been aired the sta-

tion knew it had a real promotion in

the making. Questions that prompt-

ed listeners to write in included,

"When was Mozart born? Whom did

he marry?" and others.

Time Sell-Out Made on Civic

Public Service Promotion
An all-day public service broadcast

honoring the opening of a new air-

port in Asheville, N. C, resulted in

a complete sell-out of available time

for the 10-and-a-hall hour show, re-

ports WISE* Asheville, Featuring

taped interviews with local digni-

taries, plus on-the-scene reports of

the various ceremonies, the program

attracted 4] advertisers. Rather than

sell spot announcements, the station

sold three-fourths oi the time in one-

hour segments and the remaining in

15-minute blocks. The station feels

thai "the trend will be to more pro-

gram sponsorship as opposed to an-

nouncement-onl) campaigns and thai

radio volume will, in this way, be in-

creased proportionately to match its

value as an advertising medium."

Dealers' Parade Honored By
Mayor, Promoted by Station

Saturday, February 1. was "Wheels

Awa\ on WJBK" day in Detroit as

150 new Mercurys, Comets and Lin-

coln Continentals passed in review

for Detroit citizens. The day was of-

dcialh proclaimed "Wheels Away
Day" by Mayor Louis C. Miriani. In

his official proclamation urging citi-

zens to join him in commending the

cavalcade, the mayor said, "The Lin-

coln-Merc un Dealers Association of

( iic.it er Dei toil base purchased ev-

ery available spot announcement
and program on WJBK* from Mon-
day, J.mii.iiv 23, through Sunday,

February 5, 1961, for a radio blitz-

krieg designed to sell Dynamic De-

troit—the c itv that put the world on
wheels . .

."

The station reports that its "Traf-

fic Copter" hovered above the parade

giving on-the-scene reports of the ac-

tivities below.

Beardless Beard Contest
Sparks Sing-Along Day
The Sing-Along fever now sweeping

the country has caught on in Akron,

O., where WCUE, in promoting its

second "Sing-Along-Athon," ran a

beard contest. This, howrever, was

not a beard-growing contest. All the

entrants had to do was give novel

reasons why other people should

grow a beard. Many suggested that

President Kennedy might do well to

don the facial ornament in order

to enhance his already distinguished

appearance. According to the sta-

tion, "The cause for chin-whisker ex-

pansion is being given a real boost

in northern Ohio b\ this contest

which has been presided over by the

'Mr. Heard' of music, Mitch Miller.

I op prize is a \cai's subset iption to

all Columbia pop albums and a hi-fi

set."

Station Prepares for Third
Annual Gospel Singing Fete

WWRL New York has begun audi-

tions for its third annual "Aunt Je-

mima Self-Rising Flour Gospel Sing-

ing Contest." The station reports,

"
I he contestants are heard Monday

through Friday on 'Doc' Wheeler's

Gospel Caravan, and Fred Barr's

Gospel Time. Listeners are invited

to vote for their favorites, but each

vote must be accompanied by the

guarantee label from an Aunt Je-

mima Self-Rising Flour package."

( ontcstants are di\ ided into three

categories: Soloists, groups and

choirs. According to the station, the

lop five audition winners in each

category will assemble April 27 for

the final competition. Admission for

that program is two guarantee labels.

I he- station added thai over 3,000

were in attendance last year.

Supermarket Chain Contracts
Mobile Unit for One Year

As a result of a 13-week trial contiai t,

the Great Atlantic and Pacific super-

markets within the coverage area of

WFBL Syracuse, N.Y., have con-

tacted the station's privately owned
mobile trailer unit for a period of

52 weeks. A plan has been made
whereby the trailer will be parked

in front of a different A&P during

alternate weeks. According to the

station, the trailer is a self-sustaining

unit with complete broadcast equip-

ment in the front half and consider-

able room in the rear for a special

merchandising area. The sponsor

may use this additional space for

such merchandising as couponing,

sampling and displaying. • • •

*Denotes stations who are members of the

BPA (Broadcasters' Promotion Association)
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REAL ESTATE

It took only ten weekend spot announcements over CKGM
Montreal for Mr. E. A. Wright of Realmont Realties
to accomplish the sale of six houses that ranged in
price from $9,000 to $15,000. The station reports that
the houses were advertised over CKGM and nowhere
else, and as a result of the sales, the Realmont Real-
ties have signed a long-term contract with the station.

RESTAURANT

When he first opened the Exposition Fish Grotto on
San Francisco's Fisherman's Wharf, owner Sil Oliva
installed 175 seats. Today he has 350. Much of the
credit goes to radio, says Mr. Oliva, who recently
signed his yearly contract with KYA San Francisco. And
little wonder, for the Grotto has been advertising on
radio for 34 years. "KYA helped me build what I have
today," he said, "and so long as there's a Grotto,
it'll be advertised on KYA."

STATIONERY

The Zac Smith Stationery store of Birmingham, Ala.,
began sponsorship of a newscast over WATV in 1959. The
program runs Monday through Saturday at 8:05 a.m.
The president of the firm reports that the commercials
"discuss office problems with business men." He
attributes many actual sales to this long term
association with radio.

SUPERMARKET

Using WRAP Norfolk, Va. , the Giant Open Air Super-
Markets increased their Negro trade by around a
"quarter of a million dollars" in just nine weeks. To
do this, the chain used 48 spots a week and one of the
station's top personalities, Jack Holmes. The cam-
paign featured an in-store appearance once a week.

THE TRUTH
WILL OUT!

According to two September

1960 Audience Surveys

in the Kalamazoo Area

W K > I I

• In Pulse No. 1

(6 am to 6 pm

)

• In Hooper No. 1

f 7 am to 6 pm

)

Call our BTS Rep. for the Scoop

W K M I
5,000 Watts

Indie—24 Hours a Day

Pu'se Metro Area, Sept. I960: Hooper. Sept. 1960.

In Rochester, N.Y.J

People Are
Switching

FROM

"r/flfO" RadioJ

WVET
1280 KC

• FOR MUSIC THEY LOVE
• NEWS NAMES THEY KNOW

•J• COMPLETE NEWS COVERAGE

BASIC NBC AFFILIATE

WVET RADIO, Rochester 4, N.Y.

. Nat'l Rep.: Robert E. Eastman & Co., Inc.9
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report from RAB
Radio Builds 20 Percent More Sales Per Dollar

Than Newspaper for Department Stores

The results of Radio Advertising

Bureau's "department store chal-

lenge"—which RAH president Kevin

B. Sweeney hailed as "the largest

measurement of sales results stem-

ming from advertising in the 75-

year history of advertising in the

U. S.—are being studied extensively

in RAB's annual area sales clinics,

being held this month and next in

key cities across the U. S.

Radio sales executives attending

any of the series of one-day shirt-

sleeves sessions are getting an earful

of results of the year-long "chal-

lenge" experiment financed by RAB
and conducted at the Higbee Co., a

major Cleveland department store.

They are hearing facts like these:

(1) Radio produced from six per-

cent to 20 percent for sales per

dollar than newspaper. This

was in the face of the fact that

newspapers were at their best

in the test. Reason: Department
stores buy the most and best po-

sitions at the lowest price, and

because studies have shown that

the nature of their goods gets

the highest readership.

(2) There is no reason to equate

blindly either circulation and

dollar return per dollar ol ad-

vertising investment. In many
hundreds of instances, RAB dis-

covered the quality of the audi-

ence was more important than

the quantity for both news-

papers and radio.

(3) Radio documented its effective-

ness in the selling of all types

of products—fashion, big ticket,

men's clothing, basement.

(4) It is possible to pack a lot of

sell into a minute commercial
and still have adequate time for

image projection.

(5) All too frequently, advertising

produces nothing—or next to

nothing—for its dollar. Whether
your advertising be as dominant
as a seven-column ad or a 40-

spot schedule, there are still

times when your ads will pull

less than their average.

(6) Surprisingly, Sunday advertis-

ing, special positioning and col-

or sometimes seems to be no
more productive than the aver-

age weekday, black-and-white

newspaper ad. Radio, too, had
its surprises. Many non-premi-

um times out-pulled the higher-

cost peiiods for a wide variety

of merchandise.

Together with the session cover-

ing the "challenge," salesmen are

learning how to close a sale. RAB
executives giving the clinics are

analyzing some of the techniques

successfully employed to expedite

that most important act—the cli-

ent's signature on the contract.

The most basic close, according to

Patrick E. Rheaume, RAB's direc-

tor of member service, is the "five

desision." The first decision estab-

lishes the need for advertising, the

second the need lor radio advertis-

ing, the third step narrows the de-

cision to the salesman's own station.

Price and time schedule are the last

two steps on the way to the "five

decision close."

Other "close" techniques covered

include the double question close:

"Do you want drive-time or mid-

morning hours?" "Will you start

right away or the first of the

month?"

The other sections of the clinics

include a basic radio sales presenta-

tion, incorporating many new radio

facts, and a collection of money-
making ideas used by station sales-

men to make difficult sales.

For the first time in the history of

the event, the meetings are split on
an agency-advertiser basis. Salesmen

who make most of their sales

through agencies will go to one type

of clinic, while those who rely on
selling directly to retailers will hear

material keyed directly to their

needs.

In addition to Mr. Rheaume, the

following RAB executives are par-

ticipating in the clinics: Manager
Maurice E. "Doc" Fidler, Division

Manager Dale Woods, and Regional

Managers Keith Andre, Nick Barry

and Arthur Jost. • • •

HOMETOWN (Cont'd from p. 43)

This 24-hour programming policy

of all big band music went into ef-

fect on January 4, 1960. As a part

of its celebration, listeners were asked

to write in their reactions to the sta-

tion's efforts. During an eight-day

pel iod, the station aired the requests,

offering no prizes and indicating that

incentive must come from interest

alone.

VVRCV felt that though its overall

sales were up 20 percent with a na-

tional increase of 30 percent and

local business up 12 percent, perhaps

the new policy was not entirely ful-

filling the station's responsibility to

the listeners.

In eight days, 11,624 letters and
cards were received. Replies were

overwhelmingly in the station's fa-

vor, it declares.

Steps were then taken to gauge
listener profile. "Preliminary tabula-

tions indicated that the mail came
from huge purchasing power seg-

ments—adult, high income individ-

uals, families and groups. A large

number were from teenagers who
"discovered" big band music," adds
the station.

Following are a few examples of

the nature and variety of mail re-

ceived: (In most cases, letters were
addressed to the various station per-

sonalities)

Norman H. Flores, county commis-
sioner: "Permit me to take this

means of expressing my appreciation

for your "Big Band Program" which
I enjoy whenever I have the chance

to listen in. It's a real pleasure to

hear the big bands with their fine

musicianship, styling and teamwork.

I want to thank you for making this

program possible."

Post Office Superintendent Morris

L. Paul: ".
. . you have the heartfelt

gratitude of everyone at this office

where the radio provides us with

music while we work. Please don't

change."

Agency manager for the Equitable

Life Assurance Society of the United

States, William T. Walsh: "Please

let me join the many who have ex-

pressed their appreciation to you and

WRCV on the type of music which

you play on your program. My wife

and I greatly enjoy it." • • •
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report from

Creative Programming Talent Looms

More Important for Stations in '60s

In programming, the trends of today

may become the established plat-

forms of tomorrow. As the unilateral

music policy gives way to diversifica-

tion, qualitative research will no
longer be wished for, but a reality.

As creative people begin to receive

top managerial positions, radio will

demand more creative talent. And,

as stations begin to assume the re-

sponsibility of editorializing, they

will, in turn, take a more definitive

role in the community.

These are a few of the thoughts of

George Skinner, director of radio

programming services for The Katz

Agency Inc., New York, as he reflects

on radio's place in the sixties.

Mr. Skinner feels that people tend

to evaluate radio subjectively, that

their own personal preferences nat-

urally invalidate all other types of

programming for which they have no
affinity. "It's not unusual," he points

out, "for a listener who can get good
music from two or more stations to

complain about a station that plays

the currently popular tunes. Oddly
enough, it is more unusual for a lis-

tener to one of the modern, fast-

paced stations to advocate forcing a

good music station to play their kind

of records. As a rule, they simply

don't listen to the good music sta-

tion."

But even more damaging, notes

Mr. Skinner, is the misguided judg-

ment of what is and what is not good
public service programming. "They
complain that abbreviated public

service announcements cannot be as

good as half-hour interviews with

the good ladies of the charity bazaar.

They can't comprehend that a well-

produced one-minute announcement,
heard frequently enough, reaches

more people effectively than a dull

half-hour one-shot.

"In the sixties," he continues, "I

believe we can look forward to more
diversification, less preoccupation

with any one kind of music and the

eventual separation of the men from

the boys. As stations become more
diversified in their programming ap-

proach, each will attract a different

kind of audience. This will necessi-

tate something more than the quan-

titative research that is so important

today.

"Already, there have been inroads.

Specialized stations have been succes-

ful in selling the kind of audience

they have, even though the numbers
in the rating books might not be im-

pressive. More and more agencies

are beginning to direct their com-
mercials to a certain caliber audi-

ence, rather than determine their

buys strictly on mass impressions."

Creative talent will play an impor-

tant role in helping radio to meet

the challenge of the new decade, Mr.

Skinner points out. "There has been

a loud cry in the broadcasting field

for more of this commodity, and
many people have expressed ideas

about developing it. But while oth-

ers approach the problem from an

academic point of view, radio has

already started encouraging people

to think beyond the confines of con-

vention. In some cases, creative

people already have been taken out

of their usual vacuum, and have been

promoted to top managerial posi-

tions. The premium on new ideas

has opened new avenues to creative

people who have been stifled in an

atmosphere of conformity."

As editorializing finds its way into

more programming policies, Mr.

Skinner feels that "Its influence will

wield considerable power in the

formulation of community image.

Editorializing has been the tradi-

tional activity of newspapers, but in

too many cases the newspapers have

abdicated this field. Because of its

unique flexibility, this leaves radio

as the heir apparent. Radio will as-

sume this responsibility in the future

and the daily editorial will become a

standard commodity on many more

progressive stations." • • •

CONSIDER

THESE
PROGRAM SERVICES . . ,

"TOMMY ARMOUR'S GOLF TIPS"

"MARGARET THOMPSON'S
FOOD FEATURES"

"THE INSURANCE QUESTION BOX'

"SWEET SOUNDS AND HARMONIES"
—poetry

—

"THE OTTO GRAHAM SHOW"
—football predictions

Popular new feature!

Custom Sponsor I.D.'s

Auditions and rates on request

WICH SYNDICATION
Don Lasser, Pres., Janice Grayson, Mgr.

Radio Station WICH, Norwich, Conn.

P.O. Box 551 TUrner 7-1613

KFAL RADIO
FULTON, MISSOURI

DOMINANT FARM RADIO SERVICE

76 hours of farm radio a week
. . . Interesting, pertinent and
factual information and pro-

gramming for farmers.

"Smack in The Middle" of the Cross-

roads of the Nation! Dominating a

vast moving audience, travelers, and

vacationers going everywhere all year

long ... On U.S. 40, and U.S. 50—
both transcontinental highways, and on

U.S. 54 Chicago to the Southwest.

From Border to Border in Missouri,

KFAL RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and entertain-

ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts

lllllililliliililiiliillliilllllllllllllllllllllliiilllillllill
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THE TRUTH
WILL OUT!

According to two September

1960 Audience Surveys

in the Kalamazoo Area

WKMI
• In Pulse No. 1

(6 am to 6 pm)

• In Hooper No. 1

(7 am to 6 pm)

Call our BTS Rep. tor the Scoop

WKMI
5,000 Watts

Indie—24 Hours a Day

Pulse Metro Area. Sept. 19U0; Hiioper. Sept. 19G0.

Cuisine Exquise . . . Dans

Une Atmosphere Elegante

RESTAURANT

\?oiyiN

575 Park Avenue at 63rd St.

NEW YORK

Lunch and Dinner Reservations

Michel : TEmpleton 8-6<490

report from

Account Man Speaks Out On

Need for Local Broadcaster Unity

l oo often the local station becomes

so engiossed iii ringing up a sale for

its own (ash lcgisici dial ii docs this

with disparagement to the neighbor-

ing stations. ,ind the resultant cost is

the weakening ol confidence in die

medium."
These words, delivered by Robert

L. Whitehead, account executive

and vice president of Guild, Bascom

& Bonfigli Int ., San Francisco, to the

San Francisco Radio Broadcasters

Assoc, indicate his feeling of a need

for greater unity among the local

broad* astei s.

The public, Mr. Whitehead not-

ed, is not so concerned over what

si, 1 1 ion leads the area as they are in

the programming image of that, and

the other stations: "I think you hold

listeners to your station because you

give them what they want—and

there are enough different formats

available to satisfy everyone."

From the age nt \ viewpoint, he Felt

there was much that could be done

to provide agencies with overall me-

dia information. "It is helpful to

have certain up-to-date information,

both local and national, on the me-

dium as a whole. It is our experi-

ence that not enough of this infor-

mation is supplied us directly by the

sales bureau of your industry, and

practically nothing from them seeps

through to us from their member
siations.

"Realizing the sales potential of

radio time in the San Francisco area,

it might be well worth your associ-

ation's efforts to investigate the pos-

sibility of establishing a Radio Ad-

vertising Bureau. This would bring

radio closer to other media that al-

ready have industry representation

here.

"Surely this prospect in itself

would help local media buyers sell

more radio not only in this impor-

tant market, but in other areas

throughout the country where, due

to lack of current radio information,

potential sales can be lost."

Turning to the subject of mer-
chandising, Mr. Whitehead stated

that while this is an important phase
of the sales pic lure, it should not be
overdone.

"The media buyer today," he
pointed out, "buys a station for its

advertising coverage and not because
ol merchandising promises. At the

same time I am not recommending
(he abandonment of merchandising.

Bui a perspective must be main-
tained. Merchandising can make a
si long station stronger, but it won't

make a weak one strong."

Using a Guild, Bascom & Bonfigli

client as an example, Mr. Whitehead
pointed to the effectiveness of mer-
chandising when it is properly used.

The client referred to was Mary El-

len's Jams and Jellies (for complete
story, sec v. s. radio, September

1960, p. 32), a regional grocery prod-

uct advertiser that realized a sizeable

sales increase when it turned to the

sound medium:
"In one important California city

caiiying Mary Ellen's radio adver-

tising," saitl Mi. White head, "a
leading chain outlet stocked only

one-half dozen of their 33 different

\arieties. The client asked us if we
could help get more shelf space, pos-

sibly adding several other varieties

to the six carried.

"Looking to radio for assistance,

we called upon both the station rep-

resentative and station management
to help us. By enlisting their first-

hand knowledge of the individual in-

volved, we were able to spot the

Achilles Heel in the armor of a rath-

er tough chain owner.

"Together we prepared a promo-
tion that excited this important mer-

chant.

"He was so enthusiastic that eight

weeks prior to its start he instructed

his buyers to increase their Mary
Ellen's line, and by now they are

handling 29 varieties." • • •
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NEW LIGHT on the direction
media-selling strategy
is taking
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Year-end I960 totals confirm it no advertising publication

carries as much media advertising as SRDS

SRDS PERCENTAGE OF FIELD T0TALS-1960

4 72.84

ACCOUNTS INSERTIONS PAGES

NUMBER ADVERTISING PAGES BY MEDIA- 1960

8,101

SRDS, the media-buying directory

3,529

ADVERTISING AGE, 2nd ranking trade publication

Where did media advertising go in 1960? The trendlines

are clear. Media sellers, as a group, continue to be more
advertising-minded than ever. In the trade press and
SRDS, advertising pages were up 4.6%— advertising
insertions up 1.9%.

Within this continuing growth trend is the suggestion of

a significant development, new light on the direction
media-selling strategy is taking.

Based on the record it would seem that media owners
are clearly placing more and more emphasis on a unified,

tighter-knit marketing approach . . . linking all their

selling efforts to the known way advertising people buy
(their habitual use of SRDS and constant need for

quickly accessible media and market information).

Charts based on activity in 21 advertising trade publications

SRDS Advertising Checking Service

This keying of selling actions to the special buying
practices of advertising is suggested in other ways— the
number of media sellers who use SRDS exclusively

among those who limit their advertising to a single

publication (roughly, 2 out of 3). And also by the
growing preponderance of dominant Service-ads, carry-
ing thorough "tell-all" information on a regular basis in

the media-buying directory of advertising.

Apparently, a growing percentage of publishers and
station owners consider their advertising in SRDS the

keystone about which an effective selling program is

built . . . and are making sure their Service-ads in SRDS
are as competent as possible—filled with good media
information on their market, their audience, their

medium . . . well-planned and thoroughly useful.

Standard Rate & Data Service, Inc.
the national authority serving the media-buying function

C. Laury Botthof, President and Publisher

5201 Old Orchard Road, Skokie, Illinois

SALES OFFICES: SKOKIE • NEW YORK • ATLANTA • LOS ANGELES
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report from
networks

NBC:

The new face of Monitor, NBC's
weekend radio service, is Monitor
'61. Additional features, a selected

group of top personalities and an ad-

justed time schedule are the major

ingredients of the new format. Ac-

cording to William K. McDaniel, ex-

ecutive vice president in charge of

NBC Radio, special features covering

comedy, news, sports, music and re-

motes will be hosted by Mel Allen,

Hugh Downs, Betty Furness, Dave

Garroway, Wayne Howell, Lindsey

Nelson, Bert Parks and Gene Ray-

burn. However, he noted that Moni-

tor "regulars" such as Nichols and

May, Bob Hope and Bob and Ray

will still be carried.

Though the Friday night segment

of Monitor has been cancelled, Mr.

McDaniel states that some of the

regular weekend features such as On
the Line with Bob Considine and

Youth Forum will be heard Fridays.

The new Saturday and Sunday sched-

ule will consist of five three-hour

blocks, three of which will run on

Saturdays in the morning, afternoon

and evening. The two Sunday blocks

will run an hour apart during the

afternoon and evening.

ABC:

The new regional radio network,

ABC Radio West, will serve 10 west-

ern states through the facilities of 104

stations of the ABC Pacific Network,

the Arizona Network and the Inter-

mountain Network. Robert R. Pau-

ley, ABC vice president in charge of

the radio network, announced that

"ABC Radio West will have a cover-

age area encompassing more than 1

1

million radio homes and almost 26

million people. This total market is

. . . more productive, shows a greater

rate of growth and a higher degree of

prosperity than any other area." He
noted that these westerners will be

offered regional programming com-

bined with the regular services of the

ABC Radio.

CBS:

"Radio stations have a dual respon-

sibility in our society: survival and
stature. The broadcasters must strike

a delicate and difficult balance in or-

der to maintain both positions."

These words are part of a recent ad-

dress by Arthur Hull Hayes, presi-

dent of CBS Radio. Mr. Hayes feels

that not everyone connected with the

industry is fully cognizant of radio's

stature: "Many station managers nec-

essarily belong to what might be

called radio's 'second generation.'

They are not the oldtimers who par-

ticipated in the beginnings of the

medium. And so, with no direct ex-

perience of the power and excite-

ment of radio when it ruled the elec-

tronic roost, some of them do not

have a real sense of its continuing

potential and importance."

Mr. Hayes feels that no matter

what kind of programming a station

has, survival comes first, then quality.

"Broadcasting cannot create the pub-

lic taste. But we can lift and broaden

it by exposing people to things they

might not have experienced at all."

MBS:

Came of the Day, aired over Mu-
tual every season since 1950, will not

return to the air this year. With the

ever increasing prevalence of the in-

dividual ball club's own networks,

plus more night games, plus more
teams being formed in various cities,

the network feels it cannot adequate-

ly broadcast The Game of the Day,
under the provisions it established

for the program back in 1949. At
that time, it was determined that

only daytime games would be aired

and at the same time, no station with-

in a fifty-mile radius of a major
league game could air that day's pro-

gram. The network feels these limi-

tations are no longer feasible today

with the above changes in baseball

activities. • • •

HYLAND (Co nt'd from p. 37)

is made up of poetry and dramatic

readings ... a complete change of

pace from the hard news of earlier

segments. This is followed by the

KMOX version of the "housewives

protective league" . . . with some At
Your Service innovations— appear,

ances each week by a leading woman
psychologist specializing in family
relations, plus regular interviews on
the spot with home economists,

homemakcrs and a representative of
the Better Business Bureau. We also

feature reports on the public schools

. . . one of our most meaningful fea-

tures in our opinion.

The 3 to 4 p.m. period also pro-

vides for a telephone question peri-

od. But the guest of the day is a

spokesman from government, busi-

ness, the arts, education, science,

labor or other fields of interest.

We've had such guests as Martin
Luther King, Senator Stuart Syming-

ton and in one memorable after-

noon, Charles Taft, son of the presi-

dent, followed by Mrs. Eleanor

Roosevelt. Just before the election,

we devoted two full hours to a de-

bate between a Jesuit priest and a

Baptist minister on the separation of

church and state. And to show you
the range of our program, we have
even included telephone question

periods with such down-to-earth ex-

perts as a garage mechanic and a

plumber.

Our 4 to 5 p.m. segment of At
Your Service can take the listener

anywhere. We have been at a hous-

ing project during a racial disturb-

ance; on a train that was taking

Harry Truman from St. Louis to the

Kennedy inauguration; in a bank
lobby a few moments after a day-

light robbery. We have our light

moments, too . . . in the complaint

department of a downtown store and
in the baby animal nursery at our St.

Louis Zoo. We also feature science

reports for the layman, theater re-

views, vignettes on show business

personalities, concert criticism, and
fashion features.

We have recently instituted a job-

hunters guide—a timely service un-

der current conditions. We even air

gourmet recipes. One for ham cooked

in sherry drew several hundred re-

sponses.
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From 5 to 7 p.m. with the shilling

rush-hour audience in mind, At

Your Service consists of news, busi-

ness news, sports and weathercasts of

varying length and subject matter.

This segment also includes the CBS
network feature, "In Person," with

its interviews with unusual and < olor-

ful persons in and out of the news,

a program format that ideally com-

plements our At Your Service.

Many of our advertisers tell us

that they have found an unexpected

bonus in this type of programming.

Their commercial messages, partic-

ularly those of a musical variety,

stand out with greater impact. One
client . . . a national advertiser based

in St. Louis . . . was so impressed

with the effectiveness of our new for-

mat, that he changed his 16-minute

sports digest to fit the At Your Serv-

ice pattern by adding reports from
correspondents from coast to coast.

We've learned a lot from our new
programming. We've learned that a

local staff can rise to heights of crea-

tivity and inventiveness when a chal-

lenge is presented and backing of

management is freely given. We've
learned that programming of sub-

stance can move merchandise.

We've learned that meaningful

programming can attract ratings. In

fact, our At Your Service ratings

average 26 percent higher than pre-

vious music programming. We've
learned we can no longer underesti-

mate the listening public, with its

higher educational level and its

growing demand for information

and enlightenment. And we've

learned the most important lesson of

all: that radio, properly pro-

grammed, can be as exciting, as pro-

vocative and as influential as any
medium. • • •

McLENDON (Cont'd)

here their secret weapon, their

hitherto clandestine formula—music
plus news, and news and news. With
us, on-the-spot news is the exciting

promotion while contests and stunts

are for some stations and sports for

others. The potential of radio news
is awesome. Radio, in its high noon,

has proved that there are sounds

(Cont'd on p. 54)

report from
Canada

Radio Sales Bureau Becomes
Reality, Offices in Toronto

The Canadian counterpart of the

Radio Advertising Bureau will be

taking its first steps in the near fu-

ture, according to Mr. Donald Jame-
son, provisional chairman of the in-

fant organization.

"The title for the association will

probably be the Radio Sales Bu-

reau," states Mr. Jameson. "There
had been mention of calling it the

Canadian Radio Advertising Bureau,

but since there is no official alliance

with the American RAB, we felt

that title could prove misleading."

Groundwork toward the creation

of the RAB was laid at last year's

annual convention of the Canadian
Association of Broadcasters. At that

time an interim board was chosen

from the ranks of the CAB to study

the purpose and organization of the

RSB. Mr. Jameson was selected to

pilot the interim board through the

inception of the new association. He
has done just this and is now ready

to hand over the reigns to RSB's first

president as soon as one is selected.

(Mr. Jameson has announced that

the CAB is casting about for the

right man to fill the ,$20,000-a-year

job.)

At the time of last year's conven-

tion, the CAB read the specially pre-

pared Woods Gordon Report, a

study that indicated the need for

Canadian broadcasters to band to-

gether in an effort to further the

interests of radio. The idea was re-

ceived by CAB membership with in-

terest and enthusiasm. The interim

board was established and prepara-

tory work was begun.

"We determined that the purpose

of the new organization should be

to exert a concentrated effort to sell

radio as a medium," says Mr. Jame-

son. "The prime goal will be to get

more business into radio. We have

just completed the organizational

charter along with all the odds and

ends, SO that at the March 12 meet-

ing of the CAB in Vancouver we
will be able to present our members
with a complete wrap-up of our

task."

Discussing the various procedures

followed by the committee, Mr.

Jameson points out that it investi-

gated the American RAB in order to

understand the workings of that or-

ganization. "We studied many al-

ternatives to the organization in

hopes that at the outset, the work-

load could be as smooth as possible.

"The CAB financed the operation

of our interim committee and will

continue to defray expenses until the

organization can support itself. Basi-

cally, subscription rates in the RSB
would be in direct proportion to the

size of the station and of its market.

This is similar to the subscription

plan used by RAB."

Fall Campaign

Based on the fact that 81 percent

of all stations in Canada are mem-
bers of the CAB, Mr. Jameson sees

every indication that the new Radio

Sales Bureau will certainly have

strength in numbers.

"In a matter of weeks, probably

sometime in April, we expect to have

an office established, equipped and
running in Toronto," adds Mr.

Jameson. "Our goal is to have the

RSB operating at full steam in time

for a major fall campaign."

Because Toronto is considered the

hub of Canadian broadcasting ac-

tivity, this city is the logical seat for

the RSB central office. But Mr.

Jameson notes that if expansion

proves desirable, and he expects that

it will, branch offices will undoubted-

ly be established. Ottawa, Montreal

and one of the major cities in the

West may well be designated as re-

gional centers to handle expanded
activities. • • •

U. S. RADIO • March 1961 55



radio
research

Radio's importance in I lie country's

major markets as a powerful mass

medium reaching millions of people

has gained si nngth as the result of

findings of the (. Walter Thompson
Co., New York, study of the 1960

census. Preliminary findings of the

agency's comprehensive marketing

study reveal that the population gain

of 28 million over the past 10 vcars

is concentrated in 199 major market-
ing areas. I hc.se ai eas at < ount for

about 70 percent of the nation's total

retail sales.

In 1950, the findings reveal, 59

percent of the population was cen-

tered in the ke\ markets. Bui b\

I960, 64 percent lived in the major
markets. The so-called "cream of

the markets"—the 199 areas with

centra] cities of 50.000 people or

more—absorbed nine out of 10 of the

population increases, the Thompson
siud\ shows.

Beat National Rate

The study also indicates that the

22 major metropolitan markets of

over a million people grew 25.6 per-

cent compared with the national

growth rate of 18.5 percent. Yet there

were seven metropolitan markets

that were smaller in 1960 than in

1950. "This points up the necessity

of examining each market individ-

ually." according to Norman H.
Stri »use, president of Thompson, who
announced the study.

The 22 major markets showing a

growth rate of 25.6 percent were:

New York City—northeastern New
Jersey, Chicago—northern Indiana,

Los Angeles-Long Beach, Philadel-

phia, Detroit, Boston, San Francisco-

Oakland, Pittsburgh, St. Louis,

Washington, D.C., Cleveland, Balti-

more, Minneapolis-St. Paul, Buffalo,

Houston, Milwaukee. Seattle, Dallas,

Cincinnati, Kansas City, San Diego

and Atlanta.

The seven markets showing a de-

dine in population were: Wilkes-

Barre, Johnstown, Seranton, Pa.;

Wheeling, W. Va.; Altoona, Pa.;

Texarkana, Tex., and St. Joseph,

Mo.

The Wesl was the fastest growing
set i ion of the country, the report

said, increasing by 7.9 percent. This
was double the rate ol growth in the

nation as a whole.

Strides in South

I he South showed significant

gains, adding 7.8 million people in

the 50's. Growth was concentrated

in the western and eastern sections

of the South.

Population sliilis account for five

million more Californians today

than 10 years ago. Florida increased

in absolute terms more than New
York, and had the fastest growth

rate in the country. The increase in

the number ol Texans since 1950

equals combined populations of

Houston and Forth Worth.

The total 28 million growth is by

far the largest gain in any previous

10-year period, the findings indicate.

In fact, the growth almost equals the

total gain achieved for the preceding

20 years.

Retail Sales

Thompson will publish its com-

plete report on all markets in the

United States in the summer. Final

census figures of the decade 1950-60

will be combined with retail sales

statistics and organized to give a pic-

ture of the current marketing situa-

tion in the United States. The
agency has performed the study on a

continuing basis since 1912.

The agency's study is titled, "Popu-

lation and Its Distribution." Pre-

liminary findings were recently pub-

lished in a 16-page brochure, "Cream
of Your markets." • • •

(Cont'd from p. 53)

1 1 1,1 1 aie worth a thousand pictures

tilt- bombast ol Benito Mussolini

from the great square in Rome, the

stuttering delivery ol a king abdi-

cating his throne. . . .

/// llir.se days to come, as we chase

the sun, radio will seize the news

leadership of this nation. And tohat

a period of service faces radio in this

amazing day when our East Coast is

ll/e li es/ Coast of the Rhine, and the

defense of Portland begins in Shang-

hai. • • •

GAITHER (Cont'd)

formed with quality—we offer it to

our listeners, whether it is Pat Boone
or Ludwig Beethoven!

Musically, our 3-Bs are Big, Bright

and Beautiful.

Now a word of explanation about

our "Special Days." Each 24-hour

dail) schedule at WSB carries out a

single theme. It may be "Advertising

Day" or "March of Dimes Day" or

"Minstrel Day." Every program is

then punctuated by a related feature.

And here I should mention that I

iliink we are exercising positive lead-

ership in the move to re-establish the

importance of individual programs.

Let me cite two examples: We are

presently embarked on a series of

hour-long medical forums, in cooper-

ation with the Fulton County Medi-

cal Society. Listeners are invited to

phone their medical questions, which

are answered by a panel of outstand-

ing doctors in our studio. Another

example: Coming up in about 10

days, WSB is cooperating with The-

ater Atlanta to present a complete

two and a half-hour production of

Shakespeare's "The Merry Wives of

Windsor."

Two other segments of our pro-

gramming that deserve mention are

Nightbeat and the Clock Watcher.

Nightbeat runs from 9:05 to mid-

night. It is an ambitious sound-mir-

ror of Atlanta by night . . . the music,

the voices, the activities of a city of

a million.

The Clock Watcher runs from

midnight to 5 a.m. and is designed to

provide a complete late-night show

for the multitude of people who live

and work the late-trick. • • •

Three-Quarters of Retail Sales

Concentrated in 199 Market Areas
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names and faces
Noting the Changes Among

The People o/ the Industry

ACENCIES

Steve Aubre and John R. Rockwell, vice presidents oi

Doherty, Cliilord, Suns ,V Slienfield, New York, have
joined the agency's board of directors.

Alfred S. Moss, formerly with Don Kemper & Co., New
York, joins Kastor Hilton Chesley Cliilord & Atherton,
New York, as senior v. p.

Robert H. Lundin, formerly with Pillsbury Co., takes

over Pet Milk account for Gardner Advertising Co., St.

Louis.

George Oswald joint Gc\c-i, \Iorey, Madden ft Ballard,
New York, as senior v. p. He was with Kenyon and Eck-
hardt, New York, as v.p.

Marvin Antonowsky and S) Lieberman promoted to \i<e

presidents at Kenyon & Eckhardt, New York.
Bruce M. Stern .mil William K. Brusman elected via
presidents at Nelson Stern Advertising, Cleveland.

Grant Hipwell elected v.p. and directoi ol arl ai |. M.
Mathes, New York.
William A. Murphy chosen \ .\>.. media, at Papert, Koi

niij, I ois. New Yoi k.

STATIONS
Robert Monnty, WIP Philadelphia account executive,

designated local sales manager.
Pat Hodges, previously with Franklin Mieuli Assoc.. San
Francisco production firm, named national sales service-

representative for KSFO San Francisco.

Robert L. Krieger promoted from account executive to

sales manager of WQXR New York.

John Struckell appointed general manager of WFPG At-

lantic City. He formerly served in same capacitv with
WOND Pleasantville, N.

J.
Broaddus Johnson promoted from account executive to

sales manager at WNBC New York.
Raymond G. Hard, former WMMW Meriden, Conn.,
sales manager, appointed general manager, WBMI
Meriden.
Prank E. Fitzsimonds, former owner of KABR, Aberdeen,
S. D., joins KBOM Bismarck-Mandan, N. D., as execu-
tive v.p.

James G. Wells, KRUX Phoenix, promoted to assistant

general manager of Leland Bisbee Broadcasting Co., sta-

tion's parent company.
Perry Bascom leaves position of national radio sales man-
ager for Westinghouse Broadcasting Co., New York, to

become general manager, KYW Cleveland. Former KYW
manager Carl Vandagrift appointed staff coordinator for

special corporate projects at Westinghouse.
Roy M. Schwartz, former program manager of WIBG
Philadelphia, named operations manager.
W. B. Steis, former general manager of WJER Dover,
O., named general manager WKJF-FM Pittsburgh. Sta-

tion's new sales manager is former account executive Rob-
ert G. Clarke.

Larry Buskett appointed general sales manager of KRAK
Sacramento. He was formerly executive v.p. with KRAM
Las Vegas.

Gordon Potter, previously sales manager of WPCA-TV
Philadelphia, named station manager and director of
sales, WQAL-FM Philadelphia.

REPRESENTATIVES
Paul L. Kinsley joins Bernard Howard, New York, as

director of market research and sales development; he

was formerly with Broadcast l ime Sales, New York.
Robert Bell, forme) Iv with WM< A. New Yoi k, joins ( In

cago oflice of Bernard Howard as account executive.

Dick Quaas moves into sales department ol Adam Young,
Chicago. He is a former account executive with Kll|
TV Los Angeles.

Joseph Friedman joins H-R Representatives as manage]
of the San Francisco oflice. He was with Headley-Reed
in San Francisco as an account executive.

Jack Kabateck, former account executive with Headley-
Reed, Los Angeles, joins sales Force of Torbet, Allen &
Crane, Los Angeles.

Guy Capper, formerly with Headley-Reed, joins Venaicl.

Rintoul 8c McConnell, New York, as an account ex-

ecutive.

In opening new offices in Atlanta and Philadelphia, The
Boiling Co. has appointed Frank A. Cason, Jr., to man-
age the Atlanta office and Robert S. Dome to run the

Philadelphia branch. Mr. Cason was formerly with WSB
Atlanta. Mr. Dome was with Headley-Reed, Phila-

delphia.

Fred von Hofen has been named manager of Heritage

Stations Representatives. He was with KOL Seattle.

NETWORKS
Russell G. Stoneham has been named director, program
development, West Coast, for NBC.
David S. Proctor promoted to manager of radio station

clearance for ABC Radio. He was account service repre-

sentative in that department.
William H. Cochran appointed ABC's West Coast rep-

resentative. He was station clearance sales service assist-

ant for the West Coast. Bob Bagley named manager of

advertising and promotion for the western division. He
was formerly a literary agent.

INDUSTRY-WIDE
The Collins Radio Co., Dallas, has announced the ap-

pointment of A. Prose Walker to head up development
activities at the company's Cedar Rapids division. Mr.
Walker was formerly with the National Association of

Broadcasters. Also at the Cedar Rapids division, Glenn
M. Bergman, former sales director of the eastern region,

lias been named director of marketing.

Johnson
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EDITORIAL

a welcome and a pledge

Reprinted from SPONSOR, March 6, 1961 I

Radio is a medium of MOO voices heard via

156 million sets. Soon this 1 100 will become 5000,

for more am and fin stations are going on the air

almost daily. Its universality and ability to move

people to act are unique, yet its place as a na-

tional advertising medium is being questioned on

ever) hand.

because SPONSOR feels that radio has so much

to offer as an advertising medium, and because its

firm place as a medium of character must emerge

in the '60s, Sponsor has devoted special attention

to the problems and values of radio.

Now comes an opportunity to render an even

better service. For effective with the March is-

sues the two magazines of radio advertising, u. s.

radio and u. s. fm, join the sponsor family. The

broadcast publications owned by this group now

are sponsor (weekly) , Canadian sponsor (bi-

weekly) , u. s. radio (monthly) , and u. s. fm
(monthly)

.

As in Canada, where Canadian sponsor has

become the interpretive, facts-and-figures broad-

cast guide for advertisers and agencies, we prom-

ise that u. s. radio and u. s. fm will represent the

best in business paper journalism. We have great

faith in the future of radio as a major advertis-

ing medium and will spare no effort in helping

guide that future along healthy channels. Fur-

ther, before long you will learn how the services

provided by u. s. radio and u. s. fm complement

the service provided by sponsor.

With the purchase of u. s. radio and u. s. fm

we are delighted to welcome back a dear friend

and former associate. Arnold Alpert returns as

vice president and assistant publisher. He brings

with him the full staff of the radio publications

he headed.

Publisher
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The Big

WLW
Radio World

!

...with audience among top 10 in

America!...and first in Cincinnati
WLW RADIO now commands an overwhelm-

ing 70% of the daytime total audience, more
than twice as much as the other 4 Cincinnati

Radio Stations combined! And WLW Radio

also commands 38% of the daytime metro-

politan Cincinnati audience.

WLW Radio has increased its daytime total

audience 50% in one year! And has increased

its daytime metropolitan Cincinnati audience

27% in one year!

So when you're buying Radio time, take a

good look at these figures and charts . . . and
you'll see why you should call your WLW
Representative! You'll be glad you did.

TOTAL AUDIENCE (October-November 1960 NSI)
Number of Radio Homes Reached Per Broadcast. Average Vi Hour Per 3 Hour Day Part—6 AM to 6 PM.

1,000 10,000 20,000 30,000 40,000 50,000 60,000 70,000 80,000 90,000

WLW

Station B

Station C

Station D

Station E

CINCINNATI AUDIENCE (October-November 1960 NSI)
Number of Radio Homes Reached Per Broadcast. Average '/i Hour Per 3 Hour Day Part—6 AM to 6 PM

—

projected against 320,200 radio homes in metro Cincinnati.

1,000 3,000 5,000 7,000 9,000 11,000 13,000 15,000 17,000 19,000

WLW
Station B

Station C

Station D

Station E

I I ~T i i ~

r

i i

World's Highest Fidelity Radio Station I Crosley Broadcasting Corporation, a division of Avco



SOUNDSMANSHIP
definition: Today's radio business. The business of creat-

ing that different, can't-be-copied sound-image for your

radio station. The sound-image that produces peak sales.

SOUNDSMANSHIP = RADIO SALESMANSHIP

How do you get SOUNDSMANSHIP?
easy. Call your Ullman-Man. He'll tell you the facts about

the program and

production service

that digs more

dollar$ for you

IMN JINGLES and TARGET JINGLES
the station jingles with the most ear appeal for every format

SPOTMASTER tape cartridge equipment
the complete hi-fi, low-cost recorder-playback unit

tO put SOUNDSMANSHIP
to work for you now,
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RICHARD 0ULLMAN, INC.
1271 Avenue of the Americas, New York 20, N.Y. PLaza 7-2197

THE BIG SOUND is produced

by Stars International, Inc.

and sold exclusively in the U.S.A. THE PETER FRANK ORGANIZATION, INC.
by Richard H. Ullman, Inc.,

both Divisions of Hollywood. Calif. New York, N.Y.



W Grows
12% in '60*

•(000 homes added

n5olden Sound Circle

s more than coincidence that

s great growth occurred in the

t year of WFBM-FM's oper-

Dn. Planned variety program-

ig, outstanding news-in-depth

'erage and day-in-and-day-

promotion have focused more

1 more attention on FM.

w WFBM-FM "Golden Sound
the Middle West" . . .

' Reaches a market of 237,557 select

FM Families

• Dominates a 51 county area

where retail sales total more than

$2 billion.

is is the select market for your

)duct . . . just ask Walker-

wait, Inc.

on 1960 FM set sales in WFBM-FM coverage area.

WEN SOUND OF THE MIDDLEWEST
ODD

A U.S. RADIO PUBLICATION FOR FM BROADCASTERS AND ADVERTISERS

VOL.2-N0.3 MARCH • 1961

flAB LIBRAKT*
Sheraton's Two-Pronged Fm Use m , D m

Hotel Firm Buys Fm in Major Markets

And Installs Receivers in New Units

What to Do With Daytime Fm?

Kroger-Owned Supermarket Chain in

Houston Finds All-Day Package Pays

Sales and Programming Lessons

Fm Seminars at NAB Convention to

Stress Fm Advances and Problems

Manufacturer Grows With Fm

Four-Year-Old Transmitter Outfit

Expands Into Fm Equipment Specialties

H erica's most powerful commercial FM statio

A Service of TIME-LIFE Broadcast
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a welcome and a pledge

• Reprinted from SPONSOR, M:rch 6, 1961'

Radio is a medium of 1100 voices heard via

156 million sets. Soon this 1 100 will become 5000,

[or more am and Em stations are going on the air

almost daily. Its universality and ability to move

people to act are unique, yet its place as a na-

tional advertising medium is being questioned on

every hand.

because SPONSOR leels that radio has so much

to oiler as an advei lising medium, and because its

firm place as a medium of character must emerge

in the '60s, sponsor has devoted special attention

to the problems and values of radio.

Now comes an opportunity to render an even

better service. For effective with the March is-

sues the two magazines of radio advertising, u. s.

radio and u. s. fm, join the sponsor family. The

broadcast publications owned by this group now

are sponsor (w eekly) , Canadian sponsor (bi-

weekly) , u. s. radio (monthly) , and u. s. fm
(monthly)

.

As in Canada, where Canadian sponsor has

become the interpretive, facts-ancl-figures broad-

cast guide for advertisers and agencies, we prom-

ise thai i . s. radio and i . s. r\i will represent the

best in business paper journalism. We have great

faith in the future of radio as a major advertis-

ing medium and will spare no effort in helping

guide that future along healthy channels. Fur-

ther, before long you will learn how the services

provided by u. s. radio and u. s. fm complement

the service provided by sponsor.

With the purchase of y. s. radio and u. s. fm

we ate delighted to welcome back a dear friend

and former associate. Arnold Alpert returns as

vice president and assistant publisher. He brings

with him the full staff of the radio publications

he headed.

Publisher
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Fore Most

NAB Fm Convention Agenda
To Stress Sales and Programming

Two-day fm agenda to be held in conjunction with the National Associa-

tion of Broadcasters' convention in Washington in early Ma\ will leaiinc

sales and programming activity (see full agenda, p. II). On May 6, a da)

before the convention opens, the National Association ol Fin lii oadc astei s,

will conduct an all-day program featuring a sales seminar comprising

agency, advertiser and I'm executives; presentations In the loin Im net-

works and program services, and a special Pulse fm report. On May 7, the

NAB "Fm Day" program will highlight activity reports In NAFMB
regional dircc toi s.

EIA Figures Show January Fm
Set Production Hike Over 1960

Fm set production figures for January, as announced by the Electronics

Industries Association, showed a marked increase over the production

figures for January I960. The EIA states that 50,421 sets were produced

during the first month of this year, while 40,162 were built in January

1960. Sets produced in December 1960 were 52,437.

Fm to Broadcast All Yankee
Cames for Complete Season

New Yorkers who are Yankee baseball fans with fm sets will be able to

hear all of the ball club's games this season. According to the station,

WCBS will carry all Yankee road games, all home night games, as well as

all Saturday, Sunday and holiday games, live, over WCBS-AM-FM. In

addition, the Monday through Friday afternoon home games will be heard

over WCBS-FM only. In the pre-season exhibition schedule, the fm facility

will carry all the games while the am will carry only the weekend games.

Broadcasts will be sponsored by P. Ballantine 8c Sons and the R.
J.

Rey-

nolds Tobacco Co.

Over 260 Markets Represented

In US. FM's Station Key

At the time of its inception, last September, u. s. fm compiled a listing of

fm stations as an aid to broadcasters and advertisers. A total of 256 sta-

tions in 180 markets responded to the questionnaire sent to fm broad-

casters. With the current issue that figure has risen to 413 stations repre-

senting over 260 markets. Nearly one half of the operating fm stations

are now in the listing, with an average of 25 stations sending in listing

data each month.

Week of April 17 Designated

"Fm Week" in San Diego

As a tribute to dealers, distributors and fm set owners, San Diego's fm
broadcasters have formulated plans for an "FM Week" running April

17 through 22. The stations plan heavy spot schedules promoting the

affair, according to Jim Fox, manager of KFMB-FM. while dealers have

been asked to participate by announcing the event in local newspapers.

The San Diego Advertising & Sales Club will honor "Fm Week" with a

program devoted to the industry. Ray Baker of KFSD-FM states that

there are eight commercial and two educational stations in the area.

U. S. FM March 1961
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LETTERS
Article Request

We wish to enquire re copyright

permission for an article entitled

Fm: Today's Radio which appeared

in the February 1961 issue.

Our client, a Toronto fm station

owner, wishes to distribute copies of

this article in a direct mail campaign.

Susan Semevan
Librarian

Foster Advertising Ltd.

Toronto, Canada

Togetherness

Enjoying your u.s. fm magazine

very much ... it establishes the feel-

ing of "togetherness," i.e., we are not

alone in this great big beautiful fm
world, the last strong-hold of the

"seekers of relaxed listening."

Jack J. Gwyer
Director of FM Operation
KREM (FM)
Spokane, Wash.

Useful Information

We enjoy reading your publica-

tion very much and find that it con-

tains much useful information.

E. R. Higgins
Program Director

WDNC-FM
Durham, N.C.

FM Growth

Once again, congratulations on
u.s. fm. Your publication is an ex-

cellent addition to the growth of fm
radio.

Leonard Walk
General Manager
WA11 (FM)
Pittsburgh, Pa.

Great Help

We have seen our first copy of

u.s. fm, and think it is excellent and
should prove a great help to all fm.

John B. Cash
Assistant Manager
WWPB (FM)
Miami, Fla.

Informative

Your January issue was most in-

formative and enjoyable.

Colin Rossee
Program Director

WCHV (FM)
Charlottesville, Va.
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Sheraton Hotels Sign

The Fm Register

H Fm growing pains, which are

(T diminishing as the national

[\ spot picture brightens, re-

ceived a balm not long ago from a

new advertiser.

Sheraton Corporation of Amer-
ica, Boston, which owns and oper-

ates 59 hotels in 11 cities, has toyed

with the idea of using die medium
for some time. Last June, Sheraton

did some serious thinking and initi-

ated spot schedules on four fm sta-

tions. Now, 10 months later, the

hotel chain is a sponsor on 29 fm
stations in major markets.

Sheraton's association with fm is

based on company figures that indi-

cate that the Sheraton guest is also

a member of the male fm audience,

according to Gene Fitts, director of

In 10 months, Sheraton's

fm schedules jump from

four stations to 29;

fm radios go in new hotels

b. S. FM • March l<)(il 3



Sheraton

"We analyze a market to determine the travel habits. We have
learned that people in St. Louis travel frequently to New
Orleans and Chicago. Our fm spots in St. Louis promote Shera-
ton hotels in these cities."

radio and television advertising. The
figures come from a Sheraton stud)

made before the campaign in con-

junction with t lie company's agency,

BBDO Inc., Boston

First Campaign

The first fm stations to be used

were four from the Concert Net-

work: WNCN New York, WHCN
Hartford, Conn., WXCN Provi-

dence and WBCN Boston. Sheraton

plunged right in with a 52-week con-

tract for a daily program, Scores and
Encores, 15 minutes of classical mu-
sic following the 11:00-11:05 p.m.

news. The format called for open-

ing and closing announcements and
a one-minute commercial.

Sheraton is now in the process of

contracting to expand its Concert

Network programs to 55 minutes,

running from 11:05 p.m. to mid-

night. Three one-minute commer-
cials will be added to this expanded
format.

After the initial schedule proved

successful, Sheraton began looking

for more fm stations. By November
1 last year, the company had placed

13-week contracts on 25 stations in

major markets. Most contracts have

been renewed at the end of each

cycle. They call for 20 announce-

ments a week, Monday through Fri-

day. Preferred times are 7 p.m. to

10 p.m.

Sponsor Rotation

Sheraton is also one of the 14 ad-

vertisers on WNOB Cleveland. Mr.

Fitts believes that WNOB's commer-

cial Mine line is unique in that each

ol the I I spoiiMiis have one houi ol

programming each day. But a spon-

sor is constantly rotated so that his

program is never heard at the same

lime two days in succession. Shera-

ton became WNOB's 14th advertiser

in February.

Market List

Sheraton hits most of the top mar-

kets in the country with its fm sched-

ule. The fact that a Sheraton hotel

is in a market is not particularly a

requisite for placing a schedule on a

local fm station. If its travel studies

reveal patterns of overnight traffic

from one market to another, Shera-

ton will push a hotel in other cities.

Sheraton advertises also in cities

where it has only a reservation office.

For instance, Sheraton has reserva-

tion offices in Denver and Miami.

Here is a partial list of Sheraton

fm markets:

New York, Chicago, Boston, Hart-

ford, Providence, Washington, D. C,
New Orleans, St. Louis, Los An-

geles, Sacramento, Santa Barbara,

San Francisco, Omaha, Houston, In-

dianapolis, Louisville, Detroit, Cleve-

land, Pittsburgh, Birmingham, Tul-

sa and Wilkes-Barre, Pa.

Commercials are delivered live,

and there are six to nine pieces of

rotating copy. Each piece of copy

relates to various phases of Sheraton

service; for example, the Sheraton

electronic reservation system, "Reser-

vatron," Sheraton hotels in Hawaii

or on the West Coast, and Sheraton

specialty restaurants.

Each market is analyzed to deter-

mine the travel pattern of its citi-

zens. Sheraton discovered, for in-

stance, that St. Louisans travel to

New Orleans on a frequent basis.

One spot on its St. Louis station ad-

vertises the Sheraton-Jefferson in

New Orleans. Another city popular

with St. Louis travelers is Chicago,

according to Sheraton research. Con-

sequently, spots in St. Louis pro-

mote the Shcraton-Blackstone and the

Sheraton-Chicago. Sheraton spots in

other cities are written according to

the travel pictures there.

Management at Sheraton has be-

come so enthused with fm that re-

ceivers are being installed in hotel

rooms. Each time an am receiver is

discarded, it is replaced with an am-

fm set. In its new hotels, it is report-

ed that Sheraton installs am-fm re-

ceivers.

FM in Suites

Sheraton's decision to put fm sets

in hotel suites reflects its desire to

render the best possible service to its

guests. Its investment as an adver-

tiser makes Sheraton's interest in fm

two-fold. As William Morton, vice

president and director of advertising,

once put it, "Fm listeners represent

a discerning and select audience."

Mr. Fitts recalls that Sheraton

went into fm advertising on its own
initiative. "I have kept up with fm

for a long time," says Mr. Fitts,

"reading about it whenever possible.

I am personally a great believer in

fm's future." • • •
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ITA and Fm
Grow Together

Bernard Wise, president of ITA

Industrial Transmitters & Antennas Inc.,

of Lansdowne, Pa., maintains the premise

that 'service is synonymous with quality.'

The facility with which

transmitting equipment can

be installed and set into op-

eration may not be a prime requisite

for a broadcast equipment manufac-

turer, but such an ability can pay off

in a time of real necessity.

When the Tshombe government
in the Congo determined that an fm
station was needed in a hurry it

called upon American ingenuity to

get the job done. Under the difficult

conditions surrounding any work
done in that volatile area, a 10-kilo-

watt transmitter was installed and
the station was put on the air in just

six days. The company's engineer

got out of Elizabethville only a few
hours before more trouble started.

The firm that performed this and
other unusual highly specialized

feats is the Industrial Transmitters

& Antennas (ITA) Inc., of Lans-

downe, Pa.

Though still a young organization

—ITA was founded in 1957—the

firm is ever expanding its fm equip-

ment production. Starting with a

staff of four and assets barely over

$3,000, the company now states its

sales are in excess of $1 million with

better than a hundred employees on
the payroll.

"When we started in business in

late 1957," says ITA president Ber-

nard Wise, "we felt that there would
be real opportunity for important

growth in the fm market. At that

time, hi-fi was making a major im-

pact in homes, and fm broadcasting

was enjoying growth as a subsidiary

service for store-casting and indus-

trial and commercial background
music . . . anticipating that there

would be a greater need for high fre-

quency transmitters to service the fm
markets, we concentrated much of

our effort in this specific field.

The rapid growth of his firm, Mr.

Wise points out, is only relative to

the equally rapid growth of the fm
medium.

In a recent expansion the firm has

gone into the promising area of auto-

mation systems. With this addition,

the company's line of fm equipment

includes transmitters ranging in pow-

er from 10 watts to 35 kilowatts that

require no neutralization controls.

The company states that the fm line

uses ceramic tubes, utilizes phase

modulation and can be multiplexed

for remote control operation. Test-

ing on the new automation system is

now under way, utilizing various

kinds of broadcast applications.

The speed with which transmitters

can be installed, as noted in the Con-

ITA's new devlopment for impedance matching

is the Broad Band Balun. Device requires no

tuning, less than one-half cubic feet of space.

go order, can also be applied to state-

side "rush jobs." Within 24 hours ol

receipt of the order ITA states that

it installed a one-kilowatt fm trans-

mitter at WDJR-FM Oil Citw, Pa.

Oil City is located more than 300

miles from the ITA plant in Lans-

downe.

As the company expands (it is now
involved in the engineering and pro-

duction of am equipment as well) , it

has placed a great deal of emphasis

on product research and develop-

ment. One product, a result of ex-

tensive research by company engi-

neers, is the Broad Band Balun, an

instrument that they feel will make
a substantial contribution to the

broadcast industry.

"ITA's Broad Band Balun," says

a company spokesman, "is an im-

pedance matching device designed

for operation in the high frequency

band. Uniquely designed to trans-

form unbalanced output of hf trans-

mitters to balanced antennas, the

Broad Band Balun occupies only

one-half cubic foot of space and re-

quires no tuning. It will handle, con-

servatively, 80 kilowatts peak power."

To facilitate the development of

this and other equipment break-

throughs, Mr. Wise has announced
the creation of three new divisions

for the firm's sales and marketing

operations: the Broadcast Division,

the Industrial and Governmental Di-

vision and the Export Division. In

addition, the firm has acquired new
plant facilities which more than

double production capacity. It has

enlarged its engineering and research

staffs and increased its field sales en-

gineer department. • • •
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ON A TOUR through one of the 24 Henke & Pillot stores, owned by the Kroger Co., are

(I. to r.): Harold Hajovsky, advertising manager; Miss Jo Moore, Aylin Advertising Agency,

and Paul Taft, owner of KHGM Houston. Supermarket chain sponsors daytime Thursdays.

Kroger Chain Finds
All-Day Fm Buy Pays

Experiment in all-day sponsorship

by Houston supermarket chain results

in sales and regular fm account;

Thursday, big shopping time, is used

(/. S. FM « March 1!»61



'7* >n has provided ns with an opportunity

to reach completely this minority

group with its extra buying power."

What stalled out as an ex-

periment in attracting spon-

sorship during the tough-to-

sell daytime hours has proved to be

the key in gaining a regular super-

market client for fm.

The sales idea that KHGM Hous-
ton came up with was in offering all-

dav sponsorship on a trial basis to

Henke &: Pillot, a chain of 24 super-

markets owned by the Kroger Co. An
eight-week experiment using Thurs-

day from 6:30 a.m. to 5:30 p.m. was
worked out with the client's agency,

Aylin Advertising Agency, Houston.

'Foreground'

The programming that was devel-

oped for Henke k Pillot was called

Foreground, an 1 1 and a half-hour

schedule. It consisted of light popu-
lar and semi-classical music, six 5-

minute newscasts, 12 locally-pro-

duced two-minute talk features and
12 complete weather capsules from
the Houston Weather Bureau.

Three station personnel were as-

signed to the show. Ron Schmidt,

program director, served as musical

director selecting the appropriate

music for each hour and coordinat-

ing it with the time of day and the

particular features and commercials

assigned to specific hourly segments

by Don LeBlanc, production direc-

tor. Jerry Dale, staff announcer,

handled on-the-air hosting, along

with Messrs. Schmidt and LeBlanc.

The eight-week trial that started

January 5, 1961, was considered a

success. Henke fe Pillot and KHGM
have negotiated a renewal for the

continuation of the Thursday Fore-

ground program each week.

Harold 1 la jo\ sky, advertising man-
ager ol Henke & Pillot, believes that

fm is now creating proper sales im-

pressions and that it can move con-

sumer products. He says it "has pro-

vided us with an opportunity each

Thursday to reach completely this

minority group with its extra buy-

ing power. And by falling on a big

shopping day, it is a fine backstop to

our other and varied forms of week I v

advertising."

Lynn Christian, manager of

KHGM, explains why he believes fm
has been able to help the Kroger-

owned chain:

"Every sales approach we use is

founded on the premise that nearly

all business firms have a similar prob-

lem: How to reach effectively that

growing strata of society that has a

constantly increasing income, a high-

er education and a quality-conscious

taste. This minority of people is not

easily reached by other media. But

in fm we can honestly claim this

group as 'our people.'

Quality Image

"Kroger wanted to reach 'our peo-

ple.' The quality image of the old-

line Houston food chain was not

clear to the thousands of new fam-

ilies moving into the rapidly expand-

ing city each month. And Henke
sales in the area reflected this prob-

lem. So as a major broadcast buy to

reach these new homes and the esti-

mated 130,000 fm homes in Houston,

the all-day Foreground was pur-

chased.

"Kroger promotes primarily its

brand products and runs price mer-

chandise only twice an hour. The
remaining four spots are devoted to

further development of the new
Henke quality image. The price

products are only being run every

half hour with no hard sell singing

jingles."

Mr. Christian observes that the all-

<l.i\ idea is not new in radio. As
early as Christmas Day 1958, KHGM
used the concept to sell its first all-

day special presentation to Trans-

continental Gas Pipeline Co.

Immediate Revenue?

He further declares that if the sta-

tion were to sell six participating

spots an hour every Thursday, there

would be more immediate revenue.

"But the Henke sale," he con-

tinues, "gives us secure billing month
after month with needed help in pay-

ing the burdensome bill of daytime

fm radio. We have never tried to

fool anyone. We have always stated

that our weekday daytime hours on

fm in Houston had half the audi-

ence of nighttime fm. So we have

priced it accordingly, at half our

nighttime rate.

"And the package includes the

complete merchandising that we
guarantee to our regular evening

sponsors. I believe that we should

not sell more than two full weekdays

on the station. Two days would pay

our daytime operating expenses for

the full week, yet would neither put

us in the position of being unable to

offer good run-of-station spot sched-

ules to other advertisers and agencies,

nor to fulfill our public service re-

quirements." • • •
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Favorable Mentions

Supermarket Chain — Safeway Stores

in Salt Lake City are going into their

fourth year of advertising on K.SL-

FM Salt Lake City. The commercials

are featured every 30 minutes from

9:30 a.m. to 10:00 p.m. Besides reach-

ing into the homes, 30 of the stores

provide fm storecasting. This addi-

tional impression at point of sale has

proved successful, according to Mr.

R. J. Ilutten, a Safeway spokesman.

He notes that many customers have

given comment on the service, and

that it has benefited sales in many
instances.

The station reports that the com-

mercials announce special items fea-

tured each day on the Safeway

shelves. The programming behind

the commercials is selected music, a

noon news program and a farm

show.

Savings and Loan Assoc. — Another

long-time fm user, the Talman Fed-

eral Savings and Loan Association of

Chicago, has renewed its yearly con-

tract with WFMT Chicago for the

fifth time. The savings and loan as-

sociation sponsors two and a half

hours of classical music, news, time

and weather reports seven mornings

a week.

"WFMT has been the most pro-

ductive advertising medium we've

ever used to attract new savers in

terms of traceable response and in re-

lation to cost," says Jonathan Pugh,

executive vice president of Talman.

"After four years, the station's pull

is as strong as ever, if not stronger.

Our remarkable success with WFMT
is a result of the high quality of au-

dience attracted by the station's

unique overall policies and its ex-

cellent handling of the commercial

material."

According to the station, the com-

mercials describe the functions, poli-

cies and services of the firm. Only
four or five commercials are run on
the 6:00 to 8:30 a.m. program. The
reason for these infrequent commer-
cial breaks, according to Mr. Pugh,

are that "We spend so much time in

the homes of WFMT listeners that

we don't want to wear out our wel-

come. We say all that needs to be

said, hoping to win and retain the

friendship of this excellent market."

Chamber of Commerce— Under the

sponsorship of the Detroit Board of

Commerce, the Michigan Chamber
of Commerce and the United States

Chamber of Commerce, WDTM De-

troit aired the complete taping of

the six-hour conference Aircade for

Citizenship Action presented on
March 1 by the U. S. Chamber of

Commerce. The broadcast was run

on Saturday, March 4.

The station reports that the rea-

son for the program was that it

would enable those who could not

attend to hear the various discus-

sions by nationally known panelists

on federal spending, tax reform, pos-

tal rates, depressed areas and unem-
ployment; urban renewal and com-

munity development; medical care

for the aged; minimum wage and

other labor legislation; aid to edu-

cation; defense spending and space

exploration; and the balance of pay-

ments.

Furniture —-The combined facilities

of KPAM and KPFM (the two Port-

land stations program separately) are

being utilized by the Charles Grant

Co., makers of custom furniture and

fixtures for home and industry to ad-

vertise its products. The campaign

of one-minute spots will be run on

both am and fm during the day and

on fm only at night. According to

the station, the commercials "will

emphasize the firm's flair for the orig-

inal and for craftsmanship. The copy

will be aimed at the homeowner and

architects, builders and business ex-

ecutives."

Records—Among several new and re-

newed contracts with WRFM New
York is one made by Atlantic Rec-

ords for a participating sponsor-

ship on Jazzville, U.S.A. The record

firm has taken a 13-week flight on the

Open new markets by originating programs away from

the studio with a Marti Remote Pick-Up Transmitter and

Receiver. Transmitter and associated equipment easily in-

stalled in a car. Sold exclusively by your Collins Broad-

cast Sales Engineer. Call him for a demonstration.

COLLINS RADIO COMPANY • CEDAR RAPIDS. IOWA • DALLAS. TEXAS • BURBANK, CALIFORNIA

ICOLUNS]

transmitter features: frequency response ±3 db, 75-7,500 cps • RF ouipui 75 w,« frequency 752-

172 mc • 2 audio inputs adjustable for 50, 150, 250, 600 ohms • input level —70 db • noise level

better than —45 db • distortion less than 3% • power requirement 120 v ac, 740 w • receiver

features: frequency stability ±0.0005% with crystal oven • audio output +4 dbm at 600 ohms •

sensitivity 0.6 microvolts or less for 20 db quieting • spurious response attenuated at least 100 db.

For further information contact your Collins broadcast sales engineer or write direct.
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weekly two-hour jazz show. The sta-

tion reports that the New York Tel-

ephone Co., through BBDO Inc.,

has purchased 12 spots a week for

the remainder of 1961. The Switzer-

land Cheese Assoc., through Wil-

liams and London, Newark, has re-

newed its contract for two hours of

weekly sponsorship for an additional

flight of 13 weeks.

Book Show

WABC-FM New York is inaugu-

rating a new program entitled

Words and Music. The weekly half-

hour evening format will concern it-

self with "fusing the spoken word
with music," says the station. The
basis of the program will be the dis-

cussion of a different book each

week. The talk will then be imple-

mented with music fitting to the

book's topic. An interview with

either the book's author or an au-

thority on its subject will be an addi-

tional part of the show.

As an example, the first show will

be on "African Art" my Werner
Schmalenbech. Authentic Congo and

Gold Coast music will be presented.

Stereocast

Six hours of stereophonic broadcast-

ing are now available to Omaha lis-

teners through the combined facili-

ties of KFAB and KFAB-FM. In ad-

dition to the Monday through Fri-

day schedule (6 p.m. to midnight),

the station reports that it will con-

tinue its two-hour Sunday night

broadcasts. Programming will en-

compass all forms of musical enter-

tainment.

Survey

Of the 550 coincidental phone calls

made within a 25-mile radius of Mt.

Vernon, 111., 60.72 percent of those

called reported that they owned fm
sets, while 57.78 percent of the set

owners stated that they regularly lis-

ten to fm sports and special vents

broadcasts.

These are two of the many statis-

tics uncovered by WMIX Mt. Ver-

non in an audience survey it con-

ducted. This is an additional exam-

ple of the individual broadcaster

attempting to fill the fm research

vacuum (sec Sacramento Fm l isten

ing Survey, u. s. fm, February, J96J).

More recently, (he station ran a pro-

motion io determine the extent <>l

iis reach. Running three announce-

ments a night for a week, WMIX
offered listeners a cigarette lighter

in return for a card or letter telling

when and where the announcement
was heard. Represented in the hun-

dreds of cards and letters returned

were 109 towns and dozens of rural

routes in the area, the station re-

ports.

Another Survey

Still another vacuum filler isWWMT
New Orleans. The station mailed

out 323 questionnaires to known fm
homes within a 65-mile radius of

New Orleans. Among the statistics

accumulated, the station reports

that: Two out of three fm set own-
ers listen to fm two or more hours

per day; about tin ee loin t lis ol the

respondents listen most often during
evening hours, liom f> p.m. on; pro-

fessionals and business executives

account for three-fourths ol the

homes using fm; and family incomes
among fm householders generally

run above average with over hall in

the $10,000 plus bracket.

Fm Network

By linking the programming of

WCRB Boston and WMTW Poland

Springs, Me., a new fm network has

been formed. Coverage, a WCRB
spokesman states, will reach all six

New England states.

John M. McGorril, manager of

WMTM, states, "Now we look for-

ward to enhancing our value even

further for WMTW advertisers.

WCRB has been authorized to act

as our station sales representative, as

well as network sales representative."

FOR MULTIPLEXING!
If you are looking for the multiplex receiver that provides

the greatest sensitivity ... is the most dependable . . . look

to McMartimthe standard of the industry.

Continental's advanced engineering . . . rigid quality

control . . . special manufacturing techniques assure re-

ceiving equipment that will deliver the finest in sound

over the greatest distances. What's more, McMartin

guarantees your satisfaction. Send back any unit that

does not function properly (at McMartin's expense) and

it will be repaired or replaced free of charge.

Carl Schultz and McMARTIN Receiver

Says Carl Schultz, of Business Music, Inc., Meriden,
Conn., "We have found that the McMARTIN receiver

surpasses any other in overall reliability and fringe area

reception."

CONTINENTAL MANUFACTURING, INC.
1612 California Street • Omaha, Nebr.
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of radio advertising

AND NOW!
v. s. FM
Devoted exclusively to FM Broadcasters

and advertisers

Two separate magazines that really cover the whole field of radio

One $5 subscription will bring you both magazines each month for one

year. Simply fill out subscription form below and mail to:

Subscriptions

Arnold Alpert Publications, Inc.

50 West 57th Street

New York 19, New York

For future articles that really "dig" into the depths of radio broadcasting

and advertising . . . be sure you see each monthly issue of U.S. RADIO and

U.S. FM.

Enter Your

Subscription

Today

$5 for 1 year

Includes both

U.S. RADIO

and

U.S. FM

Arnold Alpert Publications, Inc.

50 West 57th Street

New York 19, N. Y.

Subscriptions

Please see that I receive each monthly issue of U.S. RADIO
and U.S. FM—both for one year for one subscription of $5.
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Company
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Company or

Home Address
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Please Bill
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Zone State
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Fm Station Key

NAFMB Notes

The following is the two-day agenda

pf activities tO be held in conjunc-

tion with the National Association

bi Broadcasters' convention in Wash

ington.

Saturday, May 6, 1961

9:30 a.m. West Ballroom, Shoreham Hotel

Fred Rabell, President, gives official greet-

ings and conducts business meeting, includ-

ing election of officers and one Director-

at-Large.

1 p.m. Luncheon for new board of directors

and officers of NAFMB.

2 p.m. S. C. A. report by Abe J. Voron,

WQAL-FM Philadelphia

This will consist of three separate multiplex

reports from the East, Midwest and West

2:30 p.m. A message from the NAB by John

Meagher

2:40 p.m. Fm Pulse Report and Circular Slide

Rule Report by Fred Rabell

2:50 p.m. Report on Multilex Stereo

3:15 p.m. FM Network Presentations:

QXR Network, Concert Network, Heritage

Network and Programatic Service

3:45 p.m. Sales Seminar

Paul Roberts, National Sales Manager,

Concert Network

Media Director, Gallagher, Evans & Dill

Advertising, Wilmington, Del.

Sales Manager of Silo Discount House,

Philadelphia

Mitch Hastings, report on the AVCO Mfg.

Account

4:45 p.m. Open Discussion

9:30 a.m. Welcoming speech to NAB Members

Sunday, May 7, 1961
"FM DAY" at the NAB

9:30 a.m. Welcoming speech to NAB members,

by Fred Rabell

10 points of NAFMB by Frank Knorr

Financial Statement by Bill Tomberlin

9:50 a.m. The annual composite Fm National

Market Study report by Mitch Hastings,

President of the Concert Network

10 a.m. A brief report by the two fm directors

of the NAB
10:10 a.m. Report to NAB members about

NAFMB Circular Slide Rule

10:15 a.m. FM PROFILE, 1961

The important reports by the regional di-

rectors of the NAFMB, discussing in de-

tail the current activities in their region

in fm radio, with the accent on sales, pro-

gramming, promotion, research and de-

velopment.

8 Ten-Minute Reports

12 noon NAFMB meetings adjourned with

everyone invited to ciitend the NAB fm ac-

tivities planned for the afternoon.

I licse statistics and other data contained herein are taken from reports

received by us from FM stations. They are believed by us to be accurate

and reliable, but, of course, cannot be guaranteed. This issue of U.8. i U

includes returns from I I
."> Im stations. I In / in Station Key kvill b

augmented each month as information is reported l>\ additional opera-

tions. See box below for abbreviations. Stations not listed are advised

to send in the necessary information.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

gramming; where there is an am affiliate, sep.—refers to the fm being separately pro-

grammed and dup. refers to the fm station duplicating the am programming; cl—
classical; con—concert; op—opera; s-c/—semi-classical; pop—popular; st—standards;

shw—show; flk—folk; jz—jazz; nws—news; wthr—weather; dr—drama; intvw—inter-

view; cmfry—commentary; rel—religious; sprts—sports; educ—educational program-

ming; disn—discussion.

ALABAMA
Albertville

WAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Prog. (Dup.): Pop, nws, wthr, sprts

Birmingham

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23,000 w
Prog. (Dup.)

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 kw
Prog. (Sep.): St, pop, shw, cl, sprts

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ARIZONA

Phoenix

KELE
ERP: 18,000 w
Prog.: Country & Western

KITH
Counties: 7; ERP: 5,000 w
Prog.: St, s-cl, shw, nws, rel

KYEW
Prog.: Cl, shw

Tucson

KFMM
National Rep.: Good Music Broadcasters

Counties: 3; ERP: 7,200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS

Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Osceola

KOSE-FM (Am: KOSE)

Counties: 12; ERP: 2,200 w
Prog. (Sep.): Cl, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, pop

CALIFORNIA

Alameda
KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Cl, con, s-cl, op, shw

El Cajon

KUFM
Counties: I; ERP: 3.5 kw
Prog.: Cl, con, op, s-cl, nws

Fresno

KRFM (Am: KFRE)

Counties: 12; ERP: 70,000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendale

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flk, shw

Los Angeles

KBIQ (Am: KBIG)

National Rep.: Weed
Counties: 7; ERP: I 10,600 w
Market Pen.: 48.9% (Pulse 6/59)

Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations
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FM STATION KEY (Cont'd)

Counties: 3; 58 lew

Market Pen.: 31.3% (Polih I960)
Prog.: CI, con, op, nws, jz

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

KNOB
National Rep.: Modern Media Fm Sales
Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)

Prog.: jz

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcasters
Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)
Prog.: S-cl, cl, con, op, rel

KPLI

ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: I 1,000 w
Prog. (Sep.): St, pop, cl, con, shw

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,117* homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

Pulse, Inc., June, I960

KHIO
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
Prog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt
Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.

ERP: 60,000 w
KXRO
National Rep.: W. S. Grant
Counties: I I; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, -flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl, con, op

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, shw, nws

KFMX
National Rep.: Heritage Stations

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: Cl, con, op, jz

KFSD-FM (Am: KFSD)
National Rep.: OXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): Cl, con, s-cl, st, op

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, pop, s-cl, cl, shw

KITT

Counties: I; ERP: 56,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: OXR Network

ERP: 100 kw

Prog.: Cl, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, con, op, jz

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w
Prog. (Dup.): S-cl, st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120.000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw

Prog.: Cl, s-cl, op, flk, cmtry

KSJO
Counties: 16; ERP: 1,500 w
Prog.: St, shw, s-cl, con

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw
Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt
Counties: 3; ERP: 18 kw
Prog.: Educ, op, shw, st, con

COLORADO

Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)
Prog.: Cl, con, s-cl, st, nws, shw, jz, wthr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Stations

Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)
Prog. (Sep.): Cl, con, op, s-el, ji

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media
ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)
Prog. (Dup.): Shw, con, st, s-cl, j»

CONNECTICUT

Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw
Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, jz, cl

Fairfield

WJZZ
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network
Counties: 7; ERP: 6.8 kw
Prog.: Cl, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)

Prog.: Cl, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw
Prog.: Cl, con, op, s-cl, shw

(For abbreviations, see 6ox, p. 11)
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vteriden

Ibmi
ERP.: 20,000 w
'rog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
bounties: 3; ERP: 12,500 w
'rog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney

bounties: I; ERP: 650 w
vlarket Pen.: 30% (Pulse)

'rog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE

Wilmington

/VDEL-FM (Am: WDEL)
National Rep.: Meeker
Bounties: 21; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
'rog. (Sep.): CI, s-cl, pop, shw, nws
rfVJBR

National Rep.: Fine Music Hi-Fi Broadcasters

bounties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

'rog.: S-cl, st, nws, cl, wthr

DISTRICT OF COLUMBIA

WASH (Am: WDON)
National Rep.: QXR Network
bounties: 37; ERP: 15,000 w
vlarket Pen.: 41% (Pulse 12/56)

'rog. (Sep.): Cl, con, s-cl, shw, nws

A/FAN
National Rep.: United Broadcasting

!RP: 20,000 w
'rog.: Latin American music

WGAY (Am: WOMR)
National Rep.: Grant Webb
ERP: 20,000 w
'rog. (Sep.): Flk, nws, rel, disn

/VGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel
ounties: 23; ERP: 20,000 w

'rog.: Cl, con, op, s-cl, nws

/YJMD
:RP: 20,000 w
'rog.: S-cl, shw, con, nws, wthr

iVWDC-FM (Am: WWDC)
National Rep.: Blair

bounties: 12; ERP: 20 kw
Market Pen.: 40.3% (Pulse 1959)

'rog. (Sep.): S-cl, st, cl, pop, nws

M.ORIDA

Zorol Gables

/VVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

-ounties: 7; ERP: 18.5 kw
'rog. (Dup.): Con, s-cl, nws, cl, wthr

:ort Lauderdale

WFLM
National Rep.: Fine Music Hi-Fi Broadcasters
bounties: 3; ERP: 3,500 w
'rog.: St, cl, s-cl, shw, op
/VWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
bounties: 5; ERP: 31,000 w
'rog. (Sep.): St, s-cl, con, shw, jz

lacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

"ounties: 9; ERP: 40,000 w
'rog. (Sep. after 4 pm): Pop, st

i'li'jl

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)
Prog. (Sep.): Op, st, con, shw, cl

Miami

WWPB
National Rep.: QXR Network
Counties: 5; ERP: 9, 200 w
Prog.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM (Am: WMET)
Counties: 4; ERP: 13,000 w
Prog. (Dup.): Pop, st, shw, jz, nws

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollingbery

Counties: 9; ERP: 59,000 w
Prog. (Sep.): Cl, con, s-cl, st, jz, nws, wthr

Pensacola

WPEX
National Rep.: Good Music Broadcasters,

Western FM Sales

Counties: 5; ERP: 2,500 w
Prog.: Cl, s-cl. st, shw, iz

Sarastota

WYAK
National Rep.: Rejko & Mahaffey
Counties: 9; ERP: 2,730 w
Prog.: Cl, s-cl, pop, st, jz

Tampa
WDAE-FM (Am: WDAE)
National Rep.: Katz

Counties: 16; ERP: 65,000 w
Prog. (Dup.): St, shw, flk, con

WFLA-FM (Am: WFLA)
National Rep.: John Blair

Counties: 34 ERP: 46,000 w
WPKM
National Rep.: Good Music Broadcasters

Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA
Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta

WGKA-FM (Am: WGKA)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 9.4 kw
Prog. (Sep.): Cl, s-cl, shw, op, flk

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49,000 w
Prog. (Dup. & sep.): Pop, st, nws, wthr, intvw

Augusta

WAUG-FM (Am: WAUG)
ERP: 9,000 w
Prog. (Sep.): Cl, s-cl, pop

WBBQ-FM (Am: WBBQ,
Counties: 31; ERP: 19.3 kw
Prog. (Dup.): St, pop, nws, sports, intvw

Columbus

WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 lew

Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark

Counties: II; ERP: 300 w
Prog. (Dup.): Pop, nws

LaGrongc

WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: 8; ERP: 2.3 kw

Prog. (Sop.): St, nwi, sprti, shw, wthr

Marietta

WBIE FM (Am: WBIE)
Counties: 21; ERP: 3.5 kw

Prog. (Dup.): Pop, st, shw, sprts, nwi

Ncwnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: II; ERP: 330 w
Prog, (dup.): Nws, wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 kw

Prog. (Dup.)

IDAHO

Boise

KBOI-FM (Am: KBOI)
Counties: 17; ERP: 17.5 kw
Prog. LDup.)

Lewiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, s+, shw, iz, nws

ILLINOIS

Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr, sprts

Bloomington

WJBC-FM {Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: II; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, jz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, hawaiian

WDHF
Counties: 9 ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Pop, shw, s-cl, st, flk

(For abbreviations, see box, p. 11)

TWELVE YEARS OF

BETTER MUSIC IN

THE NATION'S

CAPITAL!

WASH-FM
Affiliated with QXR Network
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WFMF
National Rep.: Walker-Rawalt

Counties: 15; 33,000 w
Prog.: St, s-cl, shw, ji, nw$

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: CI, op, dr, nws, intvw

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw. nws, wthr

WNIB
Counties: 10; ERP: I I kw

Market Pen.: 42.4% (Pulse)

Prog.: CI, con, jz, op, shw

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): CI, flk, jz, dr, nws

WXFM
ERP: 32,000 w
Prog.: CI, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, S-cl, cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell

Counties: 5; ERP: 1,000 w
Prog. (Sep.): CI, con, s-cl, st, nws

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBO-FM (Am: WEBO)
Counties: I I; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 kw
Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mattoon
WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23,000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 kw

Prog.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st, nws,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 kw
Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 kw
Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel

Counties: 14; ERP: 39 kw

Prog. (Dup.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA

Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw

Prog. (Dup.): St, nws, flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-cl

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw

Prog. (Dup.)

Evansvi lie

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw

Prog. (Dup.): St, shw, s-cl, con, cl

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw

Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, s-cl, cl, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion

WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith

Counties: 10; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprt«

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw

Prog. (Sep.): Programatic

Richmond

WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney

Counties: 20; ERP: 23 000 w
Prog. (Sep.): Pop, s-cl

WGLM
Counties: 23; ERP: 32,000 w
Prog.: Cl, con, s-cl, st, jz

Terre Haute

WTHI-FM (Am: WTHI)
National Rep.: Boiling

Counties: 20; ERP: 7,400 w
Prog. (Sep.): Cl, con, op, s-cl, pop

Warsaw

WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA
Des Moines

KDMI
ERP: I 15,000 w
Prog.: Rel, sacred, nws, wthr, cl

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw
Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell

Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

KANSAS

Salinas

KAFM
Counties: 9; ERP: 3.6 kw

Prog.: Cl, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Daren McGavren
Counties: I; ERP: 3,200

Prog. (Sep.) Jz, cl, st, shw, s-cl

Wichita

KFH-FM
Counties: 12; ERP: 10.6 kw
Prog. (Dup.)

KENTUCKY
Hopkinsville

WKOF (Am: WKOA)
Counties: 10; ERP: 3.73 kw

Prog. (Sep.): Pop, st, shws, nws, sprts

Louisville

WLVL
National Rep.: Walker-Rawalt

Counties: 16; ERP: 35,000 w
Prog.: Cl, pop, s-cl, shw, flk

Owensboro

WOMI-FM (Am: WOMI)

(For abbreviations, see box, p. 11)
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National Rep.: Everett-McKinney

Counties: 14

Prog. (Dup.): CI, con, op, nws, sprts

Poducah

WKYB-FM (Am: WKYB)
National Rep.: Bollinq

Counties: 40; ERP: 32,000 w
Proq.: S-cl, pop, st, nws

LOUISIANA

Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Proq. (Dup.): CI, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 48,000 w
Proq.: St, s-cl, shw, cl, con

Shreveport

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog. (Dup.): Pop, flit, nws, sprts, wthr

MAINE

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 Irw

Prog.: CI, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w
Proq. (Sep.): Programatic

MARYLAND

Annapolis

WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): CI, con, s-cl, pop, st

Baltimore

WBAL-FM (Am: WBAL)
National Rep.: Spot Time Sales

Counties: 33; ERP: 20,000 w
Prog. (Sep.): CI, s-cl. shw, flk, jz

WFMM
National Rep.: Walker-Rawalt
Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, flk, cl, op

75 Sponsors Use

Kentucky's Largest Fm!

WLVL
LOUISVILLE

35,000 Watts Walker-Rawalt

S. A. Cisler, Manager Natl. Rep.

WITH-FM (Am: WITH)
National Rep.: QXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Proq. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Proq.: Cl, s-cl, st, nws. wthr

Havre Dc Grace

WASA-FM (Am: WASA)
Counties: 5; ERP: 3,000 w
Proq. (Dup. days, sep. nights): St, pop, shw,

nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop, nws, wthr

MASSACHUSETTS

Boston

WBCN
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: Cl, con, s-cl, op, shw

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw
Prog. (Dup.): Pop, st, nws, sprts, wthr

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shy, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

Springfield

WMAS-FM (Am: WMAS)
National Rep.: Bollinq

Counties: 3; ERP: 1.35 kw
Proq. (Dup.): Pop, st, nws, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: QXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Proq. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN

Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollinqbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WDTM
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flk, shw

WLDM
National Rep.: Walker-Rawalt
Counties: 6; ERP: 20.000 w
Prog.: St, »hw, s-cl, cl, con

WMUZ
Counties: 8; ERP: I 15,000 w
Proq.: Sacrod music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
National Rop.: Larry Gentile

Counties: 20; ERP: 61,000 w
Proq.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ

)

National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50,000 w
Proq. (Dup.): Nws, pop, st, con, s-cl

East Lansing

WSWM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 30,000 w
Prog.: S-cl, cl, nws, shw, ji

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel
Counties: 32; ERP: I 15,000 w
Prog. (Sep. after 7pm)
WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney

Counties: 7; ERP: 1750 w
Proq. (Sep. and Dup.): Cl, con, s-cl, pop, st

Inkster

WCHD (Am: WCHB)
National Rep.: Bob Dore
Counties: 6; ERP: 34,000 w
Proq. (Sep.): Cl, s-cl, pop, st, tlk

Kalamazoo

WMCR
Counties: 15; ERP: 36 kw

Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw

Prog. (Sep.): St, disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney
Counties: 6; ERP: 1,700 w
Proq. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog. (Dup.): Pop, nws

MINNESOTA

Brainerd

KLIZ-FM (Am: KLIZ)

National Rep.: Walker-Rawalt

Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl, st, nws, cl, sprts

Minneapolis

KWFM
National Rep.:Walker-Rawalt, QXR Network

ERP: 22.5 kw
Proq.: Cl, s-cl, jz, nws, st

WAYL
Counties: 8; ERP: 10 kw

Proq.: St, shw, jz, flk, spoken word

WLOL-FM (Am: WLOL)
National Rep.: Heritaqe Stations

Counties: 5; ERP: 9.7 kw

Prog. (Sep.): Cl, con, op, s-cl, jz

(For abbreviations, see box, p. 11)
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WPBC-FM (Am: WPBC)
National Rep.: H-R
ERP: 5.4 kw
Prog. (Sep. nights): CI, con, s-cl, st, shw

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 39 kw
Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

MISSOURI

Kansas City

KCMK
National Rep.: Good Music Broadcasters
Counties: 8; ERP: 35,000 w
Prog.: St, wthr, jz, shw, pop

KCMO-FM (Am: KCMO)
Counties: 54; ERP: 65,000 w
Prog. (Sep.): St, s-cl, cl, shw, nws

KXTR
National Rep.: Walker-Rawalt
Counties: 18; ERP: 58,200 w
Market Pen.: 35.2% (Pulse)

Prog.: Cl, con, nws, flk, s-cl

St. Louis

KADI (Am: KADY)

Offered Direct from
Factory to YOU

To help build

YOUR FM audience
This exceptionally fine FM Radio

only $16.95 ( Bloomingto
B
n, Ind.)

in quantity lots. Specify model

numbers when ordering from these

attractive color combinations:

Model 501 : White Cabinet, White Front

Model 502: Grey Cabinet, Charcoal Front

Model 503: Grey Cabinet, White Front

Model 504: White Cabinet, Charcoal Front

SARKES TARZIAN INC

Broadcast Equipment Division

Consumer Products Section

Bloomington, Indiana

National Rep.: Broadcast Time Sales

ERP: 24,700 w
Prog. (Sep.): St, s-cl, shw, cl, nw«

KCFM
National Rep.: Walker-Rawalt
ERP: 96 kw

KSTL-FM (Am: KSTL)

Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX
Counties: 14; ERP: 25.5 kw

Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman
ERP: 22 kw

Springfield

KTTS-FM (Am: KTTS)
National Rep.: Weed
ERP: 9.1 kw
Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA

Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMQ
National Rep.: Walker-Rawalt
Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, jz, disn

Omaha

KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)
Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters

Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: Cl

NEVADA

Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY

Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

WJLK-FM (Am: WJLK)
Counties 3; ERP: 1,000 w
Prog. (Dup.): St, pop, nws, wthr, intvw

Bridge ton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark

ERP: 9 kw

Prog. (Sep.): Cl, con, op, s-cl, pop, QXR

Long Branch

WRLB
Counties: 12; ERP: I kw

Prog.: St, s-cl, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, jz

Red Bank

WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

NEW MEXICO

Albuquerque

KHFM
National Rep.: Modern Media Fm Sales

Counties: 6; ERP: 1,500 w
Prog.: Cl, con, s-cl, st, nws

Los Alamos
KRSN-FM (Am: KRSN)
National Rep.: Bob Dore (East)

Torbet, Allan & Crane (West)
Counties: 4; ERP: 4,600 w
Prog.: Cl, s-cl, op, dr, nws

NEW YORK

Babylon

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Bmghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 kw
Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw
Prog. (Sep.): Cl, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5,000 w
Prog. (Sep. nights): Disn, s-cl

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): Cl, educ, con, s-cl, shw

Garden City

WLIR
Counties: 4; ERP: 1,000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jz, nws

Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: I 000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts, educ

Jamestown

WJTN-FM (Am: WJTN)

(For abbreviations, see box, p. 11)
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FM STATION KEY (Cont'd)

National Rep.: Venard, Rintoul & McConnell

Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nw$, con, s-cl, wthr

New Rochelle

WVOX-FM (Am: WVOX)
National Rep.: Bollinq

Counties: 7; ERP: 1,000 w
Prog. (Dup.): Shw, st, cl, nws, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw

Market Pen.: 53.4% (Pulse 7/60)

Prog. (Sep.): CI, con, s-cl, shw, flk

WNCN
Market Pen.: 53.4% (Pulse 7/60)

Prog.: CI, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: I 1,000 w
Market Pen.: 53.4% (Pulse 7/60)

Prog. (Dup.): CI, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed
ERP: 46,000 w
Prog. (Sep.): Cl, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney
Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr, educ

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Dup.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla
Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

Tremendous Pull — Telephones

never stop ringing

Check in on

ALAN GRANT'S

JAZZ NOCTURNE
•» WLIR
10:05 PM to Midnite

on weekdays; 'til

I AM on weekends

WLIR—92.7 mc—Garden City, L. I.

Pioneer 1-4700

Rochester

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, ji, rel,

disn

Syracuse

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jz, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA

Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con, s-cl, shw, wthr

Durham
WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w
Prog. (Dup.): Cl, pop, st, shw, nws

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw

Prog.: S-cl, cl, st, rel, cmtry

Leaksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell
Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt
Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-cl, st

(For abbreviations, see box, p.

pulsating

Now! The FM station with

the selective sound of music

is the select station for

New York's discriminating

FM listeners. And

discriminating time buyers

know a good buy when they

hear one. So get the PULSE

of the FM market ... get the

story of WRFM
leadership and listenership

in New York.

WRFM

105.1 MC New York

FM beamed stations only April 1960 PULSE
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GOOD THINGS HAPPEN

+ WHEN YOU HELP

RED CROSS
TIMEL

DIFFERENT »TM"ON CAR*"
m wlWMllE' BA** cleared tor TO

(13V»^-^
M

lootage on the CHJ-E 00NN ^.

, „f the MISSILE 1° E and HURRI^ Wm_ifs

AGE, the CN1L VV*
- Wm iea

t
-

on ptCture w

ANIMATED TV SPOTS
(60-20-10 seconds)

PARKER FENNELLY is loyal dog, Max
again featured as the lov-

able POSTER BILL. With

him is the well-known actor

HOWARD MORRIS-as
a roving reporter who is

left ''speechless" in a hu-

morous "bite" by Bill's

STAR STUDDED
JINGLES SONGS APPEALS
(all lengths from 05 to 60 seconds)

These spots provide the

"light*" touch to a serious

fund drive. They are avail-

able in TWO versions-

one for MARCH CAM-
PAIGN cities and one for

UNITED FUND cities.

ETHEL MERMAN with

the RUSS CASE orches-

tra-STEVE LAWRENCE
with theUNITED STATES
ARMY BAND sing SAUL
TEPPER'S greatRed Cross

Campaign Song GOOD
THINGS HAPPEN
WHEN YOU GIVE.

THE FOUR LADS with

PERCY FAITH and his

orchestra sing ARTHUR
KENT'S exciting Red
Cross jingle WHERE THE
NEED IS with voice-over

appeals by MITCH MIL-

LER and EDWARD R.

MURROW.
ALSO

COLOR SLIDES TELOPS FLIP CARDS
With voice-over copy

AND—a recording with 5 to 15 second IDs for

station breaks—voice over credits and crawls.

Straight appeals by

DAVE GARROWAY JOHN DALY
RALPH EDWARDS DON McNEILL

PLUS—A VARIETY OF SHORT IDs

All these materials available from

YOUR LOCAL RED CROSS CHAPTER

THE AMERICAN NATIONAL RED CROSS
In New York, call MUrray Hill 9-1000

In Hollywood, call Hollywood 5-5262

THE ADVERTISING COUNCIL

jgjJSt New York

?|^§7 Chicago

VSS^ Hollywood

THIS SPACE CONTRIBUTED AS A PUBLIC SERVICE
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FM STAllON KEY (Cont'd)

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw

Market Pen.: 27.2% (Pulse)

Prog. (Dup.): CI, con, op

Rocky Mount

WFMA (Am: WCEC)
National Rep.: John Pearson

Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthr

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt

ERP: 15 kw

Prog. (Dup.): St, nws, wthr, rel, sprts

Sonford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

;

Statesville

i

WFMX (Am: WSIC)
National Rep.: Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st, shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): CI, s-cl, st, shw, nws

OHIO

Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

h Alliance

v WFAH-FM (Am: WFAH)
. National Rep.: Grant Webb
{ Counties: 6; ERP: 1,000 w

j
Prog. (Dup.): Sprts, st, s-cl, con, jz

I: Canton

,,
WCNO (Am: WAND)

I National Rep.: Walker-Rawalt
Counties: 28; ERP: 27,000 w

j

Prog. (Sep.): Pop, s-cl, st, shw, cl

WHBC-FM (Am: WHBC)
i National Rep.: Venard, Rintoul & McConnell
! ERP: 15,000 w
Prog. (Dup.): St, pop, s-cl, nws, sprts

Cincinnati

WAEF
National Rep.: Walker-Rawalt
Counties: 13; ERP: 4.8 kw
Market Pen.: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15,500 w
Prog. (Sep.): Cl, s-cl, shw, con, st

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 21,500 w
•Market Pen.: 33% (Pulse)

Prog. (Sep.): Cl, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw
Prog.: Ji

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.): St, shw, cl, con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 2.8 kw
Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt

Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 26 kw

Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): Cl, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnell
Counties: 33; ERP: 52 kw

Prog. (Sep.): Nws, s-cl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)
ERP: 20,000 w
Prog. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16; ERP: 24 kw

Prog. (Sep.): Quality music

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark

Counties: 20; ERP: 8,200 w
Prog. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr

sprts

Middletown

WPFB-FM (Am: WPFB)
Prog.: (Sep.) Sprts, pop, st, nws, wthr

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rop.: Venard, Rintoul & McConnell
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprti, wthr, it

Toledo

WMHE
Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

OKLAHOMA
Oklahoma City

KEFM
National Rep.: Good Music Broadcaster*

ERP: 3.7 kw
Prog.: Pop, cl, shw, jz, wthr

KYFM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Prog.: (Sep.) St, con, jz, sprts, nws

Tulsa

KIHI
Counties: 8; ERP: 2.95 kw
Prog.: Cl, s-cl, pop, shw, jz

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1,500 w
Prog.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 kw
Prog.: Pop, st, cl, shw, s-cl

(For abbreviations, see box, p. 11)

MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

l a An adult audience in the

age of accumulation.

2« An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

U. S. FM • March 1961 19



FM STATION KEY (Cont'd)

OREGON

Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)

National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w
Prog. (Sep.): CI, con, s-cl, up, nws

KGMG
National Rep.: Heritage Stations

Counties: 15; ERP: 68,250 w
Market Pen.: 30.3% (Politz I960)

Prog.: CI, con, op, nws, jz

KPFM (Am: KPAM)
National Rep.: Weed
Counties: 22; ERP: 33,000 w
Prog. (Sep.): CI, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: II; ERP: 4.4 lew

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: I I; ERP: 17.7 kw

Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA

Allentown

WFMZ
National Rep.: QXR Network

Counties: 20; ERP: 4.8 kw

Prog.: CI, nws

Altoona

WFBG-FM (Am: WFBG)
Counties: 35; ERP: 33 kw
Prog. (Sep.): S-cl, cl, st, con, op

WVAM-FM (Am: WVAM)
National Rep.: Weed
Counties: 3; ERP: 360 w
Prog. (Sep.): S-cl, st, shw, cl, con

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw

Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w
Prog. (Dup.): St, con, nws, wthr, jz

Horrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw

Market Pen.: 13% (Pulse 5/60)
Prog. (Sep.): St, nws, cmtry, cl, disn

Hazleton

WAZL-FM (Am: WAZL)
National Rep.: Raymer
Prog. (Sep.)

Johnstown

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)
Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties: 9; ERP: 15 kw

Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed

Counties: 4; ERP: 7.2 kw

Prog. (Sep.): cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): Cl. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% (Pulse I960)

Prog. (Sep.): Con, s-cl, st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/60)
Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM (Am: WIBG)
National Rep.: Katz

ERP: 20 kw

Prog. (Dup.): Pop, nws, st, wthr, svce info

WIFI
National Rep.: Walker-Rawalt
Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw

Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WQAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) Cl, s-cl, op, shw, con

WAZZ (Am: WAMO)
ERP: 5 kw
National Rep.: Hi-Fi Music Broadcasters

Prog: Jz

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Walker-Rawalt
Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters

Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50,000 w
Prog. (Dup.): Pop, cl, s-cl, sprts, disn

Red Lion

WGCB-FM (Am: WGCB)
ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Sc ronton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw

Prog. (Dup.): St, nws, sprts, wthr, jz

Shenandoah Heights

WPPA-FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw

Prog. (Dup.)

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barre

WBRE-FM (Am: WBRE)
National Rep.: Boiling

Counties: 21; ERP: 22,000 w
Prog. (Dup.): Nws, wthr, st, shw

WYZZ
National Rep.: Walker-Rawalt

Counties: 30; ERP: 3.1 kw

Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives

Counties: 12; ERP: 1.2 kw

Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND

Providence

WLOV
Counties: 5; ERP: 3.4 kw

Prog.: Shw, st, pop, jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell

Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)

Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA

Anderson

WCAC-FM (Am: WAIM)
National Rep.: Devney-O'Connell

Counties: 20; ERP: 6,400 w
Prog.: (Dup.)

Charleston

WCSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Rep.: Meeker
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, jz, con, op, s-cl

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed

Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop

(For abbreviations, see box, p. 11)
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FM STATION KEY (Cont'd)

WMUU-FM (Am: WMUU)
National Rep.: Beattie

ERP: 840 w
Prog. (Dup. until sunset): CI, con, op, l-cl,

rel

TENNESSEE

Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw

Prog. (Dup.): Pop, nws, cl

WLOM
Counties: 53; ERP: 33,000 w

Prog.: CI, con, s-cl, jz, shw

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Prog.: Pop, st, con, sliw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham
ERP: 50.000 w
Prog. (Dup.): Nws, pop, sprts, st, rel

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w

Prog. (Sep.): St, shw, pop, s-cl, nws

Memphis

WMCF (Am: WMC)
National Rep: John Blair

ERP: 300,000 w
Prog. (Sep.): St, shw, s-cl, cl, con

Nashville

WFMB
National Rep.: Walker-Rawalt

Counties: 10; ERP: 3.4 kw

Prog.: Cl, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
ERP: 30,000 w

TEXAS

Amarillo

KGNC-FM (Am: KGNC

)

National Rep.: KATZ
Counties: 18; ERP: 14.6 kw
Prog. (Sep.): Cl, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: Cl, s-cl, op, st, shw

KTBC-FM (Am: KTBC)
National Rep.: Rayburn
Counties: 29; ERP: 94 kw
Prog. (Sep.): Pop, st, s-cl, cl, w!hr

Dallas

KCPA
National Rep.: Walker-Rawalt
Counties: 20; ERP: 4.83 kw

KIXL-FM (Am: KIXL)
National Rep.: Broadcast Time Sales

Counties: 8; ERP: 20.5 kw
Prog. (Sep. nights): St, nws, wthr, shw, pop

KRLD-FM (Am: KRLD)

National Rep.: Branham
Counties: 58; ERP: 59 kw
Prog. (Dup.): Pop, s-cl, cl, nws, dr

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)

Counties: 8; ERP: 6.5 kw

Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth

KFJZ-FM (Am: KFJZ)

National Rep.: Blair

Counties: 16; ERP: 28.1 kw
Prog. (Sep.): Shw, st, pop, nws, wthr

Gainesville

KGAF-FM (Am: KGAF)

ERP: 215 kw
Prog. (Sep.): Pop, st, nws, wthr, shw

Harlingen

KELT (Am: KGBT)

Counties: 4; ERP: 3 kw
Prog. (Sep.): St, s-cl, con, shw, jz

Houston

KFMK
Counties: 25; ERP: 10.5 kw
Market Pen.: 30.9 (Pulse 1/60)
Prog.: Pop, st, shw, jz, wthr, nws, s-cl, flk,

intvw, rel

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
Counties: 9; ERP: 15,500 w
Market Pen.: 31.2% (Pulse '60)

Prog.: Pop, st, nws, wthr, shw

KRBE

Counties: 88; ERP: 79,100 w

Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)

Counties: I 7; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw

Prog. Pop, cl, s-cl, shw, op

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw

Prog.: Pop, cl, wthr, nws, rel

Sari Antonio

KEEZ

National Rep.: Good Music Broadcasters

Counties: 5; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, $-cl, pop, cl

KISS (Am: KMAC)
National Rep.: Weed
ERP: 12.9 kw
Prog. (Sep.): Cl, jz. shw

KITY (Am: KONO)
Counties: 13: ERP: 4,400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco

KEFC

Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthr, rel

UTAH

Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

VIRGINIA

Charlottesville

WCCV-FM (Am: WCHV)
National Rep.: Thomas Clark

Counties: 23; ERP: 3.4 kw
Prog. (Sep.): Cl, con, nws, wthr

WINA-FM (Am: WINA)

Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 kw

Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: I I; ERP: 7.2 kw

Prog. (Sep.)

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore
Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Newport News

WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 20; ERP: 37,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

(For abbreviations, see box, p. 11)



FM STATION KEY (Cont'd)

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): CI, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WSLS-FM (Am: WSLS)

Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

Staunton

WAFC-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jz, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 kw
Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON

Bellinqhom

KGMI
National Rep.: Heritaqe Stations

Counties: I I; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con op, nws, jz

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)
Prog.: St, shw, nws, wthr, jz

KGFM (Am: KGDN)
Nat ional Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): Cl, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politz I960)
Prog.: Cl, con, op, nws, jz

KING-FM (Am: KING)

National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): Cl, op, jz, flk, shw

KISW

National Rep.: Hi-Fi Music Broadcasters
Counties: 13; ERP: 10.5 kw
Prog.: Cl, con, op, cmtry, dr

KLSN

Nati onal Rep.: Walker-Rawalt
Counties: 13; ERP: 19,000 w
Prcg.: Cl, con, s-cl, shw, jz

KMCS
ERP: 17.5 kw
Prog: St, wthr, flk

Spokane

KREM-FM (Am: KREM)

National Rep.: Petry

Counties: 23; ERP: 4,800 w

KXLY-FM (Am: KXLY)

National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog. (Sep.) : Cl, s-cl, jz

Tocoma

KTNT-FM (Am: KTNT)

National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

KTWR
National Rep: Fm Unlimited

Counties: 3; ERP: 10 kw

Prog.: Disn, rel, cmtry, dr, s-cl

WEST VIRGINIA

Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2 600 w
Prog. (Sep.): Cl, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)

National Rep.: Raymer

Counties: 43; ERP: 53,000 w
Frog. (Dup. and Sep.): Pop, st, jz, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w
Prog. (Sep.): St, shw, s-cl

WISCONSIN

Eau Claire

WIAL (Am: WEAQ)
National Rep.: Hollingbery

Counties: I I; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)

National Rep.: Avery-Knodel

Counties: 15; ERP: II kw
Frog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St. cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3,600 w
Ptog. (Dup.): S-cl, st, shw, wthr, nws

WMIL-FM (Am: WMIL)

Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christa!

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprt«

Wousau

WLIN-FM (Am: WSAU

)

National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl, nws, S|

Watertown

.: )-!
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WTTN-FM (Am: WTTN)
National Rep.: George Hopewell
Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell

Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nws

PUERTO RICO

San Juan

WPRM
Counties: 5; ERP: 17,500 w

Prog.: S-cl, st, cl, con, shw

(For abbreviations, see box, p. 11)
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BUILDING PROGRAMS: In October, 1960, ABC Radio made a major program change - introduced "Flair"

in the afternoon — gave "The Breakfast Club" a modern sound and put more freshness and vitality into its

News programs.

BUILDING LOCAL RATINGS: Immediate results showed in big and small markets alike with improved
ratings — KMBC, Kansas City — share increase from 23.3% to 37.5%; WWIN, Baltimore — 12 times the audi-

ence versus last year; KALB, Alexandria — led all rival stations 3 to 1 in all time periods; WNDU, South Bend —
"Flair": Share 46.3% — double the preceding program and 120% higher than the next highest station —
WMNI, Columbus — increased share from 12.0% to 26.0% with Flair and increased share from 6.0% to

15.0% in Breakfast Club.

BUH.DING NATIONAL RATINGS: As the new programming caught on in market after market, the

national Nielsen showed ABC Radio up in all program categories (Nielsen, February 1, vs. January 2). "Break-

fast Club" + 13%, "Flair" +40%, Weekend News +30%, Weekday News, +53%.
BUILDING SALES: The end result — the one that means most to stations and advertisers — SALES FOR
THE FIRST QUARTER - Breakfast Club up 11.2%; Weekday News up 11.0% Five Star Final up 23.3%.

BUILD WITH THE NETWORK THAT IS BUILDING TOWARD THE MAGIC MARKET OF THE
60's—ABC RADIO.



An encore for three of*

our "personalities."

Good sports. Attractive

people interested in

the Metropolitan

way of life.

METROPOLITAN
BROADCASTING
806 East (<7th Street,New York XJ.N. Y.

TELEVISION STATIONS

WNEW-TV New York, N.Y.

WTTG Washington, D.C.

KOVR Sacramento-
Stockton, California

WTVH Peoria, Illinois

WTVP Decatur, Illinois

RADIO STATIONS

WNEW New York, N.Y.

WHK Cleveland, Ohio

WIP Philadelphia, Pa.

A DIVISION OF METROMEDIA, INC.

other divisions are:

Foster and Kleiser, Outdoor Advertising

operating in Washington, Oregon,

Arizona and California

Worldwide Broadcasting, WRVL Radio

GOWN : LANVIN -CASTILLO, PARIS, PHOTO: PETER FINK





WQXR wins George Foster Peabodv

Award , broadcasting's highest

honor, for its musical "specials"

and its "total programming of music

...of the highest order"

In its 25th year as America's number one good

music station, WQXR has been awarded for

the second time the highest honor in radio and

television—the George Foster Peabodv Award

for distinguished achievement in broadcasting.

It is also the first Peabodv award for radio

entertainment made since 1956.

In citing WQXR, the Peabody judges said:

"During I960 the line 'For 25 years America's

Number One Good Music Station' was more

than a slogan in the case of WQXR. Its 'musical

spectaculars' and its total programming of

music were indeed of a hi<>h order. In recooni-

tion, this station has again been chosen for a

Peabody award, the first having been presented

in 1949."

• • •

Twelve years ago when they first cited WQXR,
the Peabody judges said that "no station any-

where has devoted more time or more intel-

ligent presentation to good music than has

WQXR." This year's award reaffirms this

judgment. And it underscores what nearly 400

advertisers know full well: that WQXR's fine

music compels attentive listening and active

response among 1,250,000 families who con-

sider WQXR their finest and most consistent

S. RADIO/April-May 1961 5



NowGodfrey
can sell for

you mornin^
noon^nkht
weekdays&
weekends
...with the

new Godfrey
Extension Plan
on the CBS
Radio Network



GODFREY in a variety of peak
' listening times. Godfrey when

men (and wives who work) are home!

Now you can put Arthur Godfrey's

unrivalled salesmanship to work with

full flexibility. The new Extension

Plan offers the specific audiences

you want, at strategic times, plus the

greatest salesman in broadcasting.

Advertisers who sponsor one ten-

JTjL minute segment of top-ranking

Arthur Godfrey Time can now buy

six additional program-integrated

Godfrey commercials—as only he

can deliver them—placed where they

promise to do the most good.

THIS PLAN really extends your

Godfrey Time buy. Typically,

it just about triples the number of

different people reached and gross

weekly audiences go up almost six

times. And this isn't just more people

reached. This is more people reached

—by Godfrey! It is a most impressive

new advertising opportunity. We'd

welcome your reaction to it. Call

your CBS Radio Network represen-

tative for full information.
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RATES IN CHICAGO

Latest rating figures* show:

WGN Radio has Chicago's most

favorable image!

WGN Radio reaches more people!

WGN Radio has the highest aver-

age quarter-hour audience for en-

tire week!

WGN Radio is No. 1 Chicago sta-

tion in total audience!

WGN Radio has highest average

hourly share of audience— 12 mid-

night—6 a.m.

WGN Radio delivers an adult au-

dience! More than 9 of every 10

listeners are adults!

For full facts on why adult listeners

like WGN Radio's sound, adver-

tising and programming, write to

WGN Research for a study by

Market Facts, Inc., on the images

of Chicago radio stations.

*Nielsen - Dec/Jan., 1961. Pulse -

Dec, 1960, Post-midnight study. Pulse

— 1960, Audience composition reports.

In Chicago

WGN RADIO
means quality programming

and dedicated community service

Chicago: 2501 Bradley Place,

LAkeview 8-2311

New York: 220 E. 42nd Street,

MUrray Hill 2-7545

Represented by Edward Petry & Co., Inc.,

except in Chicago, New York, Philadelphia

and Milwaukee

Member oj Quality Radio Group, Inc.

8
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SOUNDINGS
news & interpretation

There are indications that some radio advertisers are running counter to the

"flight" trend in radio. Ocean Spray Cranberry Juice, for example, had been buying spot-

tily in short flights in a limited number of markets in New England. Through BBDO Inc.,

New York, the company has just started 52-week buys in about six markets, including

New England and Philadelphia.

As part of its campaign to alert U. S. advertisers and agencies to the potential of

radio advertising in foreign markets, international shortwave station WRUL, New York, is

taking the research bull by the horns. It has launched project INTERCAP (International

Continuing Audience Profile). This will provide a continuing survey of radio audiences in

markets that WRUL reaches (described as two-thirds of the civilized world—Latin America,

Africa and parts of Europe). The reports will feature qualitative and quantitative data and

can be placed in a loose leaf binder that will be provided. First survey results are ex-

pected to the available in August.

Personal missionary on behalf Of radio. The Colorado Broadcasters Association's

new effort to stimulate the buying of radio (and tv) time is based on an intra-state public

relations and promotion program. It has retained Dean Faulkner, Denver broadcast pro-

motion man, to act as the organization's spokesman. He will attend business group con-

ventions and conferences within the state to boost the use of broadcast advertising. The

Chamber of Commerce meeting May 5 in Colorado Springs was the second effort in this

new promotion.

Targeting in on Other media, as opposed to turning the gun on one's own house, is

something radio is learning to do more of each day. CBS Radio Spot Sales research, going

after magazine money, has provided an analysis of the number of homes in the WCAU Phil-

adelphia audience compared with the homesreached by six leading consumer magazines.

The eight-county Philadelphia metropolitan area used in the analysis includes: Bucks,

Chester, Delaware, Montgomery and Philadelphia in Pennsylvania and Burlington, Camden
and Gloucester in New Jersey.

Here's what the figures look like:

% OF 8-COUNTY AREA NO. OF HOMES

WCAU Radio 76.3% 942,000

Good Housekeeping 10.9% 138,480

Ladies Home Journal 13.1% 166,669

Life 14.4% 183,530

Look 12.0% 152,930

Saturday Evening Post 11.1% 142,012

Time 6.0% 76,746

Magazine criculation applied against 1/1/HO Sales Management Homes.

(Continued)
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SOUNDINGS (Continued)

news & interpretation

And speaking Of magazines, radio came in for an unexpected boost in a special study

for Seventeen magazine, based on depth interviews with 4,532 teenage girls. It shows that

this vast market, which according to the study represents about $4.5 billion annually, has

its ears tuned to the radio. Frank Boehm, director of research, Adam Young Inc., has pre-

pared a special presentation of the study covering, among other things, the following facts:

Radio led other mass media as the choice of diversion during the day and evening. After

getting up in the morning, 16.5 percent listened to radio, 14.4 percent read newspapers and

4.5 percent watched tv. After coming home in the afternoon and until dinner time, 16.5 per-

cent listened to radio, 11 percent watched tv and 5.8 percent read. After dinner until bed-

time, 22.1 percent listened to radio, 10.2 percent watched tv and six percent read for pleasure.

May is radio month. And across the country stations are busily promoting the theme
"the best sound around." Many radio operators are using the material provided by the

National Association of Broadcasters, including custom jingles produced by Fai I lace Pro-

ductions; promotion and program ideas; special announcement copy of all lengths; bump-

er strips; news releases, and mats for newspaper promotion.

Negro-appeal radio is coming in for a big boost on the national scene. With the

appointment of public relations and research counsel by the Negro Radio Association's

board of directors, a major image-building push is expected to be launched. The objectives

of the NRA are many: to build advertiser-agency acceptance of Negro-appeal radio, to de-

velop and improve programing and to promote and disseminate news about this specialized

medium. The NRA was formed in the fall of 1960. President and chairman of the board is

Francis M. Fitzgerald, president of WGIV Charlotte, N.C.

NEXT
MONTH:

In the June issue of u.s. radio, the lead story will present

an in-depth report on radio and the auto makers. It will

tell how the Detroit giants use radio and why. A special

feature of the report will chart each car company's agencies,

account men and timebuyers. Secondly. Governor LeRoy
Collins, president of the National Association of Broad-

casters, will reply to the open letter u.s. radio sent him this

month. The letter deals with the aspirations of the sound

medium and its hopes and needs for the future. Another

feature article will delve into the burgeoning teenage mar-

ket and its implications. A highlight of this analysis covers

magazine research that shows radio is the favorite mass

media diversion for this multi-billion dollar market. An
appraisal of the new stereo development and what it means

to radio will also be presented in the June issue. The story

will sound out comment from important executives in

broadcasting, advertising and manufacturing.

U. S. RADIO/April-May 1961
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a
is only as good as the talker, and the talkers on one New York radio

station bring entertaining and articulate conversation for more than

20 hours a day to America's largest station audience. A recommen-

dation of your product by these personalities means a marked in-

crease in sales. That's why, year after year, more advertisers use

this radio station than any other in New York! The next time you

buy radio, why not make it the one station where talk gets results—

WOR-RADIO 710 lira 98.7/An RKO General Station

liis





When I was sick and lay a-bed,

I had two pillows at my head,

And all my toys beside me lay

To keep me happy all the day.

And sometimes for an hour or so

I watched my leaden soldiers go,

With different uniforms and drills

Among the bedclothes, through the hills,

And sometimes sent my ships in fleets

All up and down amid the sheets;

Or brought my trees and houses out,

And planted cities all about.

I was the giant great and still

That sits upon the pillow-hill,

And sees before him, dale and plain,

The pleasant land of counterpane.

— Robert Louis Stevenson

Maybe it's leaden soldiers ... or ships in fleets ... or little

toy cities . . . sent by the WLW Stations to children in hos-

pitals that help keep them "happy all the day."

We hope so. Over the past nineteen years, the Crosley

Broadcasting Corporation Ruth Lyons Annual Fund has

collected almost two million dollars for children in thirty-

four hospitals, with last year's record contribution of over

$315,000.00.

This is more than the policy . . . this is the spirit of the

WLW Stations — to serve their communities in every way,

especially to remember those who are forgotten . . . like

the little "giant great and still that sits upon the pillow-hill."

Naturally, we are proud of our reputation in the com-

munications industry. But we are most proud when our

ratings and statistics, when our business and technology

are pleasantly lost for priceless moments in such lands of

counterpane.

Yes, this is our pride — but also our privilege.

the
dynamic
Crosley

Stations

Crosley Broadcasting Corporation,

a division of Avco
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RADIO'S REACH APRIL-MAY 1961

AM STATIONS ON AIR* 3,561

FM STATIONS ON AMR 856

SETS MANUFACTURED* :|: 1,115,029

RADIO SETS IN USE 156,394,000

CAR RADIOSt 40,387,000

FM SETS IN USE] 15,500,000

AM STATIONS ON AIR: The number of am stations on the air at the end of March, 3,56 1

,

represents an increase of five stations over the previous month. Applications pending:

560; under construction: 150.

FM STATIONS ON AIR: The 865 fm stations on the air in March include 17 more than

the previous month. Applications pending: 71; under construction: 206.

SETS MANUFACTURED: Total radio production for February, 1,115,029, includes 307,-

973 auto radios and 50,421 fm radios. Total radio sales, excluding auto radios, is 666.228.

Total radio production exceeded that of January, the previous month, by 24,956 sets.

However, the cumulative total for 1961 lagged behind the same period last year by 593,-

054 sets. Most of this decline is attributable to a decrease of 534,224 auto radio sets com-

pared with last year.

NETWORK: Standard Brands Inc. leads network advertisers in terms of total home broad-

casts according to A. C. Nielsen Co.'s monthly index for four weeks ending March 5. There

are 220 broadcasts for a total of 118,641,000 home broadcasts delivered. Pharmaco Inc.

registers in second position with 260 broadcasts and 1 10,592,000 home broadcasts delivered.

Following in third, fourth and fifth are R. J. Reynolds Tobacco, Sylvania Electric Prod-

ucts and Time Inc. For total commercial minutes delivered, Sylvania leads with 88,694,-

000. Standard Brands follows with 87,115,000. Pharmaco, Time and International

Mineral and Chemical Corp. rank third, fourth and fifth.

LOCAL: Total sales at KRAK Sacramento for the first quarter, 1961, show an increase

of 27 percent over a comparable period last year, according to Golden Valley Broadcast-

ing Co. Local business showed the greatest gain, increasing 95 percent.

*FCC, March, "EIA. February. tRAB estimate.

14
\

U. S. RADIO/April-May 1961



Mutual coverage wraps up the buying* dollars
Mutual Radio is strongest where the buying is biggest. 70% of all

drug store sales and 66% of all food store sales are in A and B markets (ask

Nielsen)— and Mutual now wraps up 66% of its radio audience in these

markets! Mutual covers 87 of the top 100 markets with local affiliates— more
than any other radio network. Got a food or drug store account in the

house? Buy Mutual Radio— and you've got it covered at the point of sale.

MUTUAL RADIO
A Service to Independent Stations

Subsidiary of Minnesota Mining & Manufacturing Company <^||jfc

TENTION NAB CONVENTIONEERS! MUTUAL RADIO HOSPITALITY SUITE, E.420 SHERATON PARK HOTEL



in Toledo
WSPD — number one by
every audience measure-
ment - - Hooper, Pulse,

Nielsen. Alive 24 hours a

day with effective pro-

gramming and talent to

bolster your sales. More
national and local adver-

tisers than any other
Toledo station.

annual food sales in

WSPD's circulation area

Let a Katz Representative help

you select the most persuasive

times.

WSPD -Radio

NBC -TOLEDO

f i STORER station

National Sales Offices:

625 Madison Ave., N.Y. 22

230 N. Michigan Ave., Chicago 1

men
WEEKEND

eocH

"HTriME
******

TIME BUYS
AMERICAN MEDICAL ASSOCIATION

Agency: Klau-Van Pietersom-

Dnnlap Inc., Milwaukee

Fm has pic ked up a nice chunk of

business from the AMA, which is

using the "prestige" frequency to

gain support lor its opposition to

the administration's old age medical

care programs. Fm stations in 40 top

markets started carrying the spots as

of April 24 and 26. Frequencies

reach a peak of 100 spots per station

for a maximum six-week period.

Spots are transcribed and take an

unusual tack: the agency selected

professional people— a doctor and
lawyer— and a housewife, among
others, to state why they oppose the

bill and voice support for the AMA
choice, the Kerr-Mills bill.

The agency suggested fm because

the audience has a high percentage

of well-educated people who are apt

to be influential opinion leaders in

their communities. Buyer is John
Wussow.

AMERICAN TOBACCO CO.

Agency: BBDO Inc., New York
Product: LUCKY STRIKE

Placements for Luckies have been

made in 50 markets for a start the

last week in April. Frequencies num-
ber from 30 to 60 spots a week. Some
markets are major, others selected.

Transcribed minutes will be on the

air for 15 weeks. Multi-station buys

were ordered. Timebuyer is Hope
Martinez.

BRIOSCHI CO.

Agency: Ellington & Co., New York
Product: BRIOSCHI TABLETS

Brioschi kicks off another flight in

May, this one to last for 6 weeks.

Frequencies vary by markets, which
will number from 10 to 12. A maxi-

mum ol two stations in each market

will get the schedule. Minute an-

nouncements will be transcribed.

Dan Kane, media director, is making
the placements.

CITIES SERVICE CO.

Agency: Lennen ir Newell Inc.,

New York
Product: GASOLINE

On May 7, Cities Service 1961

summer driving campaign will break

in 30 markets. Drive-time is the

favorite for about 30 spots per week
per market. It's a multi-station buy.

Bob Kelly is the timebuyer.

CRANBERRY ASSOCIATION

Agency: BBDO Inc., New York
Product: OCEAN SPRAY CRANBERRY

JUICE

After months of running small

flights in a few New England mar-

kets, Ocean Spray has signed a 52-

week contract for radio spots in six

markets. Starting date: May 1. New
England is still the stronghold, but

schedules have been placed with

Philadelphia stations. The first 13

weeks mark the heavier frequencies

for this one, tapering down after

that unless the advertiser decides on
more. All spots are minutes.

E. F. DREW CO.

Agency: Donahue ir Coe Inc.,

New York
Product: TRI-NUT MARGARINE

Spots opened in 10 markets the

week of April 20 for Tri-nut for a

13-week campaign. Frequencies hit

a high of 40 spots a week. The buyer

is Harry Durando.
(Cont'd on page 74)
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Philadelphia's Strongest Selling Force To 700,000 Negroes...

m'Murn'SMsan
WHAT'S big, new 1,000 watt all-directional wallop gives you
the only sure way to reach and sell all of Philadelphia's Negro
spenders . . . America's solid third Negro Market.

Now WHAT'S prestige personalities are carrying quality
Negro Radio to thousands of new listeners. What's more, you're
looking at the "sellingest" group of air people in Philadelphia,
as scores of local advertisers will verify. Now, by a wider mar-
gin than ever, the strongest selling force you have to command
in more than 26%* of Philadelphia's homes.

WHAT

WHA T js Negro Radio in Philadelphia!
Represented by John E. Pearson Co. ^1960 u. s. census

GUARANTEEING A SINGLE EQUITABLE RATE TO ALL ADVERTISERS!
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wmca 570kc

has New York

in the bag. Proven sales

results have kept 1

out of every 5 wmca

advertisers on the air

five years or more.

11

wmca
THE VOICE OF NEW YORK

wbny
THE VOICE OF BUFFALO

rpi
THE VOICE OF NEWS

the Straus broadcasting group
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ARTHUR H. McCOY
Executive Vice President. John Blah it Co.

Winner of the May Silver Mike Award

H8K; An McCoy has been selling na

^F7~n tional spot radio for 21 years,

1 not Decause he didn't have a

gaping opportunity to shoot at

_M%m£» S l ^ie tv stars
> but because he be-

^B* I lieves that "radio today offers

the greatest challenge in crea-

I tive selling. Anyone with real

' V EH^* talent should sta)

ifO He is convinced, too thai

r&^'fl national spot radio someday

^P^Py soon will be shooting at the

stars.

BBHi J I 1 m% ™ "It's an exciting medium.
We believe strongly that radio was never more effec-

tive than it is today. If you examine the role of a sta-

tion over the past three decades, you can see quickly

that radio never before meant as much to its listeners

and its community as it does today. Radio is closer

to the people it serves and listeners know this."

Mr. McCoy is quick to challenge the gloom mongers
on the showing of spot radio during the first quarter.

"Radio is no different from any other business. All

business activity has been off somewhat. I just saw a

study that showed that newspapers and magazines
were off about 10 per cent for the first two months of

the year."

In the quest for increasing expenditures, Mr. Mc-
Coy believes strongly that spot radio could stand some
change.

"The selling of national spot today calls for new
techniques and methods. Based on the results of our
Blair Group Plan, I sincerely wish that other repre-

sentatives would do something similar. If there were
three or four other organizations selling this way, it

would hasten the day when radio's rocket would rise

into orbit.

"We know the Blair Group Plan is our future. We
have split our sales staff in New York, assigning three

salesmen to the full-time selling of plans (leaving eight

salesmen for regular spot radio selling).

"This means there are three men devoting all their

efforts to creating new dollars for radio. They are not

just presentation men; they do not appear lor the sake

of making lectures and talks. They are there to present

and ultimately close sales of group plans. These men
are also backed by a seven-person department cover-

ing the other aspects of the BGP.
What are these group plans?

Mr. McCoy states that the "BGP was designed for

million-dollar usage of the medium by logical adver-

tisers, most of whom either have not used radio in the

p;ist or who have not been active Eoi sonic time.

"We go after a wide range of accounts and tailor-

make each proposal to show how specific use of radio

can allow an advertiser to zero in on potential cus-

tomers. We also encourage radio buys that are longer

than the present trend to flights.

An indication of the diversity of accounts already

using BGP's is this partial list: Mennen, Accent, Puro-

lator, Beech-Nut Coffee and Continental Casualty.

Through the plan, Blair offers a one-stop, group
buy of radio through its own station list. It also has a

list of stations in non-Blair markets that it recommends
to suit an advertiser's needs. This second list is com-
piled through a special three-man timebuyer com-

mittee that Blair meets with regularly.

But the heart of the BGP involves a range of serv-

ices—suggestions for copy platform, media planning
and budget estimating, and marketing and promotion
follow-through. Most of all, the BGP tries to excite

interest in radio through its power to move merchan-
dise off the shelf.

Mr. McCoy was born in Roseville, Ohio, and was
graduated from Northwestern University in 1940 with

a degree in commerce. He joined Free &: Peters, pio-

neer representative, in Chicago doing general office

work. ("I wanted to get into radio so badly I was
anxious to do anything.")

In 1944, Mr. McCoy moved to the firm's New York
office (by this time he was a professional salesman). A
year later he helped found Avery-Knodel, serving as

treasurer and sales manager. He joined Blair in May
1955 as a salesman and about two years later was

elected vice president and sales manager. Mr. McCoy
became executive vice president in the fall of 1957.

U. S. RADIO/April-May 1961 19



LISTEN FOR THE NEW
Mel Allen, Betty Furness, Dave Garroway, Wayne Howell, Lindsey Nelson, Bert Parks-these to

showbusiness personalities now headline "Monitor '61." Such "Monitor" regulars as Mike Nichols <

Elaine May, Bob Hope, and Bob & Ray join them in a dramatically new format for NBC Radio's popula

weekend network service, which makes wider use of the NBC news department's world-wide facilities



SOUND OF MONITOR '6
One new "Monitor" feature: "Ring Around The World"-a series of five-minute commentaries on w

developments by top NBC news correspondents in strategic spots around the globe. Another: "Weel-

Report"-A 25-minute study in depth of the biggest news story of the week. New stars, I

new programming, new excitement-this is "Monitor '61!" NBC RADIO NETWORK 1



YOU

ARE

CORDIALLY

INVITED

TO

VISIT

U.S. RADIO'S

INTERNATIONAL

SUITE

AT

THE

NAB

CONVENTION

G-803

THE SHOREHAM

Surprises

galore !

ted i

proba
exp er
radi

LETTERS

TRADE TALK

In the Man li issue oJ u. s. R vdio you

encourage readers to submil changes,

questions and comments on How
Good Is Your Trade Vocabulary?

I submit the following additions:

E. O. W.—Every-olher-week. A
schedule which is to run only

every other week.

Donut—The middle portion of

a recorded commercial pro-

viding background music for

a "live" or recorded insert.

The commercial usually has a

jingle opening and closing,

with a "hole" in the middle

for specific product advertising.

Wave—Same as flight. The pe-

riod during which an adver-

tiser runs his campaign.

Your magazine is most helpful to

me. I have clipped the article for

new personnel in our department.

GLENNA TINKLER
Timebuyer
Tracy Locke Co. Inc.

Dallas

I am writing with reference to your

glossary of radio broadcasting terms

included in your March issue.

I would like to inquire as to the

possibility of reprinting this article

as part of the appendix of "The Ra-

dio Management Handbook." This

publication is in preparation by our

organization scheduled for a late

May release.

KIRK G. WOODWARD
President
Station Services Ltd.
Peoria, III.

I hope the glossary pleases you as

much as it pleases me. I would ap-

preciate it if you would send me
eight or 10 copies.

LEONARD F. AUERBACH
General Manager
Ohio Stations Representatives
Cleveland

MILNOT AND RADIO

Accolade! Your spread on the Mil-

not radio campaign was expertly

done—as interesting and readable as

the client's spots are attention get-

ting and listenable. Bob Ogle and
Dolan Walsh (account executives),

enjoying notoriety, are extremely
pleased with the story and have
asked me to obtain 10 additional

copies for office circulation and to

send to the client.

We certainly are grateful to you
for your interest in the Milnot story

and the expert job you did in pre-

senting it.

RICHARD T. GREER
Director of Public Relations
D'Arcy Advertising Co.
St. Louis

PROGRAM SERVICES

We want to thank you for the very

interesting writeup and directory

listing you gave us in your March
issue.

As a result of this writeup we
have received inquiries from stations

all over the country in markets of

all sizes. We were truly amazed! I

might add that we now categorically

believe that it proves u. s. radio has

its own terrific image in the industry.

All our best wishes for your merg-
er with sponsor, another "tops" in

the trade.

HAROLD L. RAPHAEL
ADELE M. PURCELL
Ad Image Inc.

New York
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LIVE MODERN

II for no other reason than i<> prove

I enjoy i . s. radio I thought you'd

like to know I'm trying to keep

wit li model n radio.

Hac k when 1 was promoting Em iii

the '30s, am was "amplitude modu-
lation."

Will somebody some day help mc
to find out how "nemo" became the

[og symbol for "remote pickup"?

ROBERT T. BARTLEY
Com missioned

FCC
Washington

CONGRATULATIONS

Now that you have had sufficient

time to silt through the multitudes

of congratulatory letters, let me add

another with best wishes and con-

gratulations.

MICHAEL RUPPE JR.

Director of Promotion
WIL St. Louis

Please accept this as our most sin-

cere congratulations for perhaps

what will be one of the most bene-

ficial moves in the coverage of our

trade.

It is with great excitement that

our entire operation received the

news that sponsor, u. s. radio, Cana-

dian sponsor and u. s. fm have

joined forces to provide a unified

service for all phases of our fast-

paced industry.

DAVID GREEN
Vice President

KXTR (FM) Kansas City

The new format of u. s. radio should

really be a blockbuster. It will be

an interesting development to watch.

STEVE SHANNON
Assistant to the

Executive Vice President

Meredith Broadcasting Co.

Omaha

Congratulations on your merger

with sponsor. I hope that the new
arrangement brings you all the re-

wards for which you have worked so

hard.

Best wishes from everyone at

B.T.S.

PETER P. THEG
Executive Vice President
Broadcast Time Sales

New York
(Cont'd on page 77)

IC*NUZ
THE LEADER IN HOUSTON • 24 HOURS

FIRST IN NEWS • PUBLIC SERVICE AND PERSONALITIES

*BY 1,825,860 PEOPLE!

MEMBER OF THE TEXAS QUADRANGLE
NATIONAL REPS. THE KATZ AGENCY, INC.

• NEW YORK • ATLANTA • SAN FRANCISCO
• CHICAGO • ST LOUIS • LOS ANGELES
• DETROIT • DALLAS

IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2581
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How WHO-radio services

aid food advertisers in

America's 14th LARGEST

radio market!

Feature merchandising services offered

in high -traffic food stores!

\A/UO Ratno s Feature Merchandising Services

if I IV/ provide unmatched in-store attention for

the products of qualifying advertisers.

These outstanding services are performed in high-

volume chain and independent supermarkets in every

city and town of over 5,000 population, in 28 of

Iowa's most heavily-populated counties. These coun-

ties account for 46% of all retail food sales in Iowa!

Experienced staff members make a minimum of

480 store calls for your products over any 13-week

period. They work with grocers to assure that your

products get maximum facings, better shelf positions,

50 one-week displays of suitable products, and 24-

days of Bargain Bar participation.

50,000-watt WHO reaches 865,350 homes in 96 of

Iowa's 99 counties plus a number of counties in neigh-

boring states. Only 13 other stations in America offer

you more audience or more buying power than WHO

!

WHO-Radio is equipped and staffed to blend your

advertising with professional, "big market" program-

ming. Talk to your PGW Colonel soon about WHO
Radio and America's 14th Largest Radio Market!

Sources: NCS No. 2 and Pulse, March, I960.

WHO
for Iowa PLUS!

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV, Davenport

Col. B. J. Palmer, President
P. A. Loyet. Resident Manager
Robert H. Harter, Sales Manager

Peters, Griffin, Woodward. Inc., Representatives
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ON THE EVE of

his first convention,

the Editors of the

New U. S. Radio pre-

sent a special report

on the radio medium

to the president of

the National Associa-

tion of Broadcasters

DEAR GOVERNOR:
E are presenting to you here a special report about radio

—

the "most challenging of all your responsibilities," and one of the

greatest, but least appreciated of all American media.

It is particularly appropriate that we do so at this time.

For you, Governor Collins, the 39th Annual NAB Convention

marks your first appearance before the full NAB membership

since you assumed the presidency of the association.

For us this issue of u.s. radio marks the first appearance, under

new ownership and in a new form, of a publication that is dedi-

cated to increasing radio's power, prosperity, and prestige.

What we propose to outline for you in this letter are our convic-

tions about radio's enormous and distinctive importance, our be-

liefs about what radio, as a separate medium, needs and must have,

and our plans for filling these needs and building radio's future.

We shall welcome your reactions to our remarks. Indeed we
solicit your attention and help in our radio crusade. And we
pledge to you our support in the constructive steps you will take

for the radio medium in the months ahead.

U. S. RADIO/April-May 1961 25



AN OPEN LETTER TO GOVERNOR COLLINS

Radio's Distinctive Importance

We believe, first of all, that it is unfortunate

that television and radio are so often and so

carelessly lumped together under the vague

general title of "broadcasting" or the "broad-

cast media."

While there are sound historical and prac-

tical reasons for doing this (and even sounder

reasons why the NAB should represent both)

the failure to distinguish between radio and tv

usually works to radio's disadvantage.

\s the older and less wealthy member of the

broadcast family radio too frequently gets short

changed. Its distinctive mission, character, and

importance become blurred. Its unique role

and influence are overlooked and forgotten.

For the record then, let us restate some basic

facts.

• Radio, of and by itself, is the largest, most

pervasive medium of communications which

this or any country has ever known.

• With more than 96% of U.S. homes radio

equipped and with over 156 million radio sets

in use, radio speaks to more people than tele-

vision, newspapers, magazines, or any other

medium.

• There are in America today nearly two

and a half times as many radio stations as there

are daily newspapers (4,395 vs 1,755) and al-

most eight times as many radio as tv outlets

(545)

.

• Last year Americans bought over 17 mil-

lion new radio sets, more than twice the num-
ber of tv receivers purchased.

Yet these facts, impressive as they are, do not

begin to tell radio's story.

Radio's Role In American Life

Even more significant is the unique role

which radio plays in American life. It is at once

the country's one great personal medium and

the country's one great local medium.
Radio, with sound alone, provides a dimen-

sion of communication which the more literal

media of tv, magazines and newspaper can
never provide.

Radio's appeal is to the individual, and radio

listening involves a degree of personal partici-

pation which is unmatched elsewhere.

Beyond that, radio today has become the

greatest medium of local and community ex-

pression ever devised. It bespeaks the life, news
and special interests of millions of Americans
in hundreds of individual cities and towns.

It is, beyond question, the country's most

democratic and representative medium, and
offers, potentially, more outlets for freedom of

speech, freedom of expression, and the develop-

ment of new local talents than any other.

In an age of alarming trends toward bigness,

consolidation, and conformity, radio stands as

the one great bulwark for the individual Amer-
ican, and the individual American community.

For all these it demands special attention,

special respect.

1. Radio's Need for Identity

Unfortunately however, due to the way in

which the air media have developed, radio also

faces certain special problems and needs.

First and foremost among these we place the

need for radio and radio men to rediscover and

reestablish a sense of its own identity.

Radio must redefine and restate those things

which make it different, special, and unique.

Radio men must express and emphasize those

things which make them, not merely communi-

cators, not merely broadcasters, but specifically

and significantly radio operators.

While it is true that within the industry there

are many cases of joint ownership of radio and

television properties, by far the largest number

of radio stations have no television ties.
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And even when radio and tv outlets are joint-

v owned, there is a decided difference in the

feeds, problems, and even operating philoso-

phies of the two types of stations.

We propose in u.s. radio to point out and

iarify these differences—to give radio man-

igement an increased awareness of its own in-

lividual and distinctive assets and to build,

imong agencies and advertisers, a widened un-

derstanding of radio's special virtues.

We hope that you, in your NAB work, will

also direct your attention to rebuilding radio s

sense of identity.

2. Radio's Need for Pride

Second on our list of radio's needs is the need

for pride.

Perhaps this will surprise you. But we feel

that the day has come when radio men should

feel a reawakened pride in their own achieve-

ments.

During the 1950s when tv was marching

ahead with giant steps, many radio broadcasters

developed an acute sense of inferiority—an in-

feriority that was not justified by the facts but

natural enough in view of tv's spectacular and

well publicized accomplishments.

This sense of inferiority was heightened too

by certain dramatic changes in the character of

the business. The sudden wholesale granting

of radio licenses by the FCC which, between

1947 and 1957, nearly tripled the number of

radio outlets, brought into the industry certain

men not wholly qualified as operators, and

whose philosophies and practices reflected little

credit on the business.

Violent internecine battles with radio's ranks

GOVERNOR COLLINS TO REPLY

Just at presstime the editors of U.S.

RADIO received word from NAB head-

quarters that Governor Collins is drafting

a reply to this "Open Letter About Radio."

His comments will be published in the

June issue of the magazine. We shall also

welcome letters from other leaders about

their reactions to "Radio's 5 Needs."



AN OPEN LETTER TO GOVERNOR COLLINS

also contributed to a sense of inadequacy and

shame among many radio men.

And the memories of radio's supposed "gold-

en age" played a part in downgrading the medi-

um in the minds of many engaged in it.

But, as so often happens, such reactions were

grotesque and unjustified. Any fair-minded ob-

server, looking at radio today, knows that the

medium has made tremendous strides in the

past decade.

Radio's recent achievements in the field of

news, public affairs, community service and

imaginative, creative programing should be

sources of satisfaction to every radio man.

We at u.s. radio believe that genuine pride

in genuine accomplishments is a healthy condi-

tion for any business. It builds enthusiasm. It

stimulates progress. And we shall do our best

by presenting the record of radio's real achieve-

ments to stimulate a healthy respect for the

medium both inside and outside the industry.

We commend this objective to you at NAB.

3. Radio Needs Goals

But if radio has a right to be proud of past

and present triumphs it must, like any progres-

sive business, set its sights even higher.

One thing which has impressed us most in

1. Radio needs more identity

2. Radio needs greater pride

3. Radio needs higher goals

4. Radio needs real leadership

5. Radio needs a national voice

our recent talks with leading radio men is this

not one of them believes that radio has ye

achieved more than a fraction of its potentia

as a medium of communication, and a mediun

of commerce.

They are constantly looking ahead for nev

forms, new programs, new services, new oppor

Utilities to broaden and develop the industry

A substantial part of the editorial work o

U.S. radio will be to describe and report these

new, higher goals which creative radio men an

setting for themselves in programing, in public

service, and in commercial effectiveness.

W e are certain, Governor Collins, that thi

matter of higher goals for radio is very close tc

your heart, too.

In your Palm Spring speech you said, "we

must become involved more effectively in im
proving the kind, quality and diversity of pro

graming, and the extent and quality as well a

the nature of advertising, and the machinery

for assuring effective self-discipline within these

areas."

We are happy that we are working together

toward such objectives.

4. Radio Needs Leadership

If, however, radio has reason to be proud o

its accomplishments and of the goals which dedi

cated broadcasters are setting, it has, neverthe

less, as urgent a need for strong leadership as

you will find in any industry.

And strong leadership within radio's ranks is

a peculiarly difficult problem.

Unlike tv, radio is not dominated by the net

works. Unlike most industries, radio is not con

trolled by a handful of big corporations. Radio

today is a huge, diversified business in which

the individual decisions of hundreds of individ

ual station operators are its strongest guiding

force. (Cont'd on page 76)
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Falstafjers quaff own brew, cheer San Francisco Giants and Los Angeles Angels

at exhibition game. Joseph Griesedieck (in checkered shirt) is Falstaff president.

BREWER'S GOLD IN RADIO'S POWER
Third-place Falstaff mixes radio brew of sports, national and distributor

spot to stimulate beer flow on estimated $1 million spot radio budget

The nation's third largest brewer, intent on increasing its position in

the market place, is using a potent advertising brew fermented by a

three-pronged use of radio.

Falstaff Brewing Corp., St. Louis, activates sales with radio through:

1) seasonal sponsorship of major league baseball and professional foot-

ball, 2) year-around national spot radio campaigns and 3) local radio

in cooperation with its distributors.

One of the fastest risers in the brewing business in the past decade,

Falstaff boosted its sales 3.5 percent in 1960. while spending an esti-

mated $1 million in spot radio.

The company's radio expenditures outdistanced the average amount

spent by the top 20 brewers, who together plunked nearly $17,500,000

on radio last year. This amount was more than the brewers spent on

magazines and newspapers combined.
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(radio's) beginning," says Eugene
O'Brian, account executive at Danc-

er-Fitzgerald-Sample Inc., New York,

Falstaff's long-stalling agency.

"The company's radio strategy,"

he explains, "is keynoted by a desire

to reach the young male listener.

This is., implemented especially by

Falstaff's sponsorship of game broad-

casts of two major league baseball

teams and five professional football

teams.

"Sports is a natural for a beer

sponsor like Falstaff," Mr. O'Brian

declares, "but we recognize that not

all of our potential customers listen

to these broadcasts. To spread our

audience coverage, we have national

spot radio campaigns running all

year long in at least 100 markets."

\nd Falstaff doesn't stop with

sports and national spot. It pene-

trates even further into U. S. mar-

kets with a comprehensive local ra-

dio program through its distributors.

"We have 170 of the company's 489

distributors cooperating in 52-week

campaigns for Falstaff," according to

Mr. O'Brian.

Baseball bound, Falstaff execs arrive in Palm Springs, Calif., for Angels and
Giants preseason game. Front (I) : Joseph Griesedieck, Falstaff president;

David Wham, D-F-S account exec; Alvin "Buddy" Griesedieck Jr., market-

ing dir. Back (/) : George Holtmann, advertising director for the brewery.

For its over-all advertising last

year, it is estimated that Falstaff

spent $11 million, 80 percent of

which was earmarked for broadcast.

The rest went to outdoor, news-

papers and magazines.

"Falstaff has used radio from its

Jerry Branson, Falstaff's media

manager, estimates that his com-

pany "reaches 500 markets through

the distributor program alone."

"The company has traditionally

placed a good share of its radio

money in sports." Mr. O'Brian re-

calls. With the move of major leagiu

clubs to the West Coast in 1958

where Falstaff has been establishing

a marketing stronghold since 1952

the brewer hopped aboard the spon

sor line-up of San Francisco Giants

broadcasts. Still a Giants' sponsor

iti 1901, Falstafl is taking one-thirdl

sponsorship of all the team's games.

The broadcasts originate with KSFO
San Francisco, which feeds them to

19 stations from northern California

to Washington State.

This year Falstaff moved into the

American League, signing up for

one-third of the new Los Angeles

Angels' 102 games plus 15 pie-season

contests. The Angels' broadcasts are

carried by KMPC Los Angeles as

well as a 22-city network covering

southern California, Arizona and

Nevada.

KMPC owns the rights for the ra-

dio broadcasts. Owner of television

rights for the Angels' games is KHf-
TV Los Angeles. The combined
tights cost the stations $750,000 for

the 1961 season.

"We offered the broadcasts in a

package deal to sponsors for $1,-

200,000," a KMPC spokesman re-

veals. Thus Falstaff, which shares

ilte games with two other sponsors,

J.
A. Folger Co. (through Fletcher

Richards, Calkins &: Holden Inc.),

and Brown & Williamson Tobaccq

(through Ted Bates 8c Co.), pa\s

$400,000 lor its third.

' Falstaff and its co-sponsors signed

two-year contracts for the Angels'

games," KMPC reports. "If Falstaff

exercises its option, it may sponsor

the games for a third year if it signs

before the final game of the second

season," according to the station.

In ea< h game Falstaff uses from

five to six minutes of commercial

time, scheduled in a three-inning

block. The blocks rotate among the

sponsors. If a game goes into extra

innings, the sponsor of the first three

innings will take the 10th inning,

the sponsor of the second three in-

nings the 11th inning, and so on.

The brewer's arrangements with

KSFO for the San Francisco Giants'

games are similar to those made with

KMPC. Both stations are owned by

Golden West Broadcasters.

Falstaff goes on the air with base-

ball from April through September.

Just as the baseball season grinds to

a close, the football season kicks off.
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Tims Falstaff, carrying heavy spon-

sorship of professional football

games, will be on the air with both

baseball and football for a few weeks

in September. The football season

puns through December. Therefore,

thei e are onl) I hree months — Janu-

ary, February and March—in which

Fa 1st a f 1 does not have regular radio

sports broach asls.

The games of five professional

football teams go to radio listeners

under Falstaff sponsorship: Los An-

geles Rams, San Francisco '49ers,

Dallas Cowboys, St. Louis Cardinals

and Detroit Lions. The stations car-

rying these games in each of five ra-

dio networks number from 30 to 60.

According to Mr. Branson, "Falstaff

sponsors from one-fourth to one-half

of each game."

More than a sponsor's interest

is demonstrated by Falstaff's associ-

ation with the St. Louis Cardinals.

Company president Joseph Greise-

dieek, who represents the third gen-

eration of his family to lead Falstaff,

recently purchased an interest in the

team. His investment was instru-

mental in moving the club from Chi-

cago to St. Louis.

Sports are not the only radio fare

Falstaff employs to win sales for its

popular-priced beer. Its vigorous 52-

week spot radio campaigns run in

100 selected markets of all sizes.

"The national spot campaigns are

shaped into quarterly efforts. We
usually concentrate our spot budget

on the warm-weather, beer-drinking

spring and summer quarters," ex-

plains Mr. Branson.

"Frequencies go as high as 150

spots per week per station in some

markets in our heavy seasons," Mr.

O'Brian says. "In some of the small-

er markets the number of spots may
number only 20 or 30 per week per

station. But if we buy 150 spots a

week on a station, the frequency

remains that high throughout the 13-

week cycle. We favor scheduling

spots toward the end of the week on

peak shopping days. And we like

weekends, when beer consumption

is at its height. We always buy more

than one station in a market."

D-F-S has five copywriters serv-

icing the Falstaff account. For the

radio campaigns, they turn out one-

minute and 30-second commercials

which are transcribed for broadcast.

Five men form the account team for

AMERICA'S 10 TOP BREWERS
(In terms of ?/ grillim barrels)

Brewery 1960 1959 CAIN LOSS CAIN/LOSS

Anfmiser-Busch, Inc 8,477,099 8,064,756 |
412.343 5.1

Jos. Schlitz Brewing Co 5,694,000 5 863,000 -169,000 - 2.9

Falstaff Brewing Corp 4,915,000 4.750,000 +165,000 3 5

Carling Brewing Co 4,822,075 4,418,484 +403,591 9.1

Pabst Brewing Co 4,738,000 4,500,000 +238,000 5 3

P. Ballantine & Sons 4,408,895 4,324,563 + 84,332 2.0

Theo. Hamm Brg. Corp 3,907,040 3,551,859 +355,181 10.0

F. & M. Schaefer Brg. Co 3,202,500 3,050,000 +152,500 5.0

Liebmann Breweries 2,950,268 2,929,000 + 21,268 .8

Miller Brewing Co 2,376,543 2,358,976 + 17,567 .7

Copyright 1961, Modern Brewery Age.

Falstaff, headed by an account super-

visor and senior account executive.

There are three account executives.

"Unusually heavy spot campaigns

ran this past January, February and
March," according to Mr. Branson.

"Such a heavy effort at that time of

year is a departure from the normal
strategy. But," he explains, "second

and third quarter expenditures in

1961 should be as high as last year."

This would put Falstaff's national

spot budget above 1960 unless there

is an extreme cutback in the final

quarter.

While the national spot radio

campaign enables Falstaff to achieve

great range in its radio advertising,

its distributor program gives the

company depth and breadth and pro-

motes goodwill at the local level.

The distributor phase of Falstaff

radio is so extensive in scope that it

is handled by a full-time director of

distributor advertising—Gus Gustaf-

son. He is matched by at least one

account executive at D-F-S.

"We go into 500 markets with 52-

week contracts," Mr. Branson says,

explaining that "preparation of copy

and placement of time is handled by

the advertising agency. But the 170

distributors cooperating in the pro-

gram report to Mr. Gustafson at Fal-

staff."

Distributor markets are not neces-

sarily chosen to supplement markets

where national spot is running, Mr.

{Cont'd on page 75)

FALSTAFF SCORE BOARD

SPOT RADIO EXPENDITURES: $1 million annually*

SPORTS LINEUP: Two major league baseball clubs

Five professional football clubs

NATIONAL SPOT: over 100 markets

DISTRIBUTOR SPOT: over 500 markets

FREQUENCIES: 30 to 150 per week per station

GOAL: Nation's No. 1 Brewer

*E-stimate —

M

mm
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RADIO'S IMAGE:
a problem
and a challenge

What is the real state of radio? is it on the

threshold of its greatest era as its enthusiasts

believe? Or is it a medium in trouble as its

detractors assert? To yet the story, U.S. RADIO

launches a series of interviews with key ayency

executives interested in radio. The first is with

Ed Papazian. media executive, BBDO, JVew? York.

R ADIO'S biggest problem is communicating its worth

to communicators. Translated into a question,

"Why is radio, which revolutionized commercial com-

munications in the '20s, '30s and '40s, unable

today to project its own image to the national

advertising agencies?"

This query is proffered by one who is himself a key

advertising communicator—Ed Papazian, manager of

media analysis and planning, BBDO Inc., New York

—

in an exclusive interview with u.s. radio.

Radio today, he says, is a local medium of

outstanding values for national as well as local clients.

But because it is local in nature, "radio's

biggest problem is communicating its image to national

agencies. It has no central voice."
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DBDO media team examines fruit of labor—Spot

Radio Pocket Piece. From I: Elizabeth Grief, analyst;

Mr. Papazian; Dorothy Nicholls, assistant to George

Nuccio, broadcast analysis supervisor; Mr. Nuccio.

The BBDO executive, whose job

it is to analyze the usage and poten

tials of all media for one of the three

largest agencies in the United States,

illustrates his arguments with ex-

amples.

"We hear isolated reports aboul

radio programing being upgraded
with better music and expanded
new s ami talk shows. Bui how do we
know whether this is happening to

six stations or 600? We certainly

can't base a media buying decision

on a handful of comments that often

take the form of rumors.

"Local sales successes can be the

most important yardstick of a sta-

tion. Bui it is a problem to present

this information with authority to

an agency. Nevertheless, local suc-

cess stories may be very important to

a national advertiser in terms of rec-

ognizing that a station can produce
results."

He believes that radio's share of

the advertising dollar would soar if

the industry were to solve its prob-

lem of getting its message through to

the larger agencies. Why? Because
ladio is already endowed with main
characteristics that make it an ex-

ceptionally effective advertising ve-

hicle.

"One of radio's greatest assets is

its ability to 'profile' a market," says

Mr. Papazian. "Depending on his

product, the advertiser can aim for

young listeners or old, families with
high income or low, men or women.
The advertiser can further use ra-

dio's 'profile' by buying daytime or

nighttime. He can use station per-

sonalities if he thinks that will ap-

peal to the listeners he would like to

reach. He may want to sponsor a

7 a.m. newscast across-the-board to

reach a 'hard core' of regular listen-

ers.

"Radio's power to 'profile' an au-

dience is part of its oft-discussed flex-

ibility. It is probably the most flex-

ible of all media. This quality also

includes radio's (1) great reach and

(2) coverage. A third way in which
this factor is important to an adver-

tiser is speed. He can get on the air

in a week or less if he has to.

"Tlt€p proof<*ot is om<» e»i communicat ion.

ffoir <*<f ft 3,000 stations communicate

local imayes ami market facts

tt'ilftotff some hind of centralization?"

"Another important flexibility Eac-

tor is frequency, a quality irnpoi tanl

in teims ol the advertiser's specifii

goals. Does he want to saturate a

market with an all-day across-the-

board campaign that may literally

brainwash listeners with facts about

a product? Or does he simply want

a few effective 10-second spots adja-

cent to women's shows?

"Along with profile, reach, speed

and frequency, radio can deliver

maximum efficiency. Radio is the

most effective advertising medium
available today among the big four.

" Radio's efficiency is measured in

terms of cost-per-thousand. Its cost

efficiency is closely tied to delivery,

more so than spot television.

"Another important radio asset is

a lack of seasonal decline. It is

well-known that television viewing

takes a big dip during the summer
months. It is known, but perhaps

not well enough, that although ra-

dio's in-home audience declines

somewhat in the summertime, radio's

out-of-home audience rises more
than enough to make up for it. This

may be taken to mean that radio lis-

tening is at a peak in the summer.

But actually it suffers no audience

loss at any time because of season."

These are some of the important

qualities of radio—especially spot

radio—as this agency man sees them.

"But what happens," he asks, "when

we have to take all the positive

values we know to be true ol radio

and support them with facts?"

The advertising agencies have

some lads, he says, but not enough.

"Radio is not being sold properly.

Salesmen run in and out with num-

bers. Everybody seems to be con-

cerned with purely quantitative data

on how many households are being

reached. 1 would also like to know
who these people are.

"These same salesmen will come

in with a handful of figures, say on

drive-time listening. Station A leads

station B during drive-time, and so

forth. But this is not important un-

til radio and the importance of

'auto plus' is first sold to an agency

as a medium. What does the media

man care whether station A has

more listeners from 4:80 to 6:00

p.m. than stations B, C, and I) com-

bined?

"What he really wants to know
is—are more people listening to auto

radios at that lime than are reading

newspapers on subways, trains and

buses? Are they spending more time

with radio than with magazines later

in the evening? Will the fellow lis-

tening to his auto radio also read the

newspaper when he gets home? I

haven't seen any studies that touch

on such comparisons.

"The same is true of magazines.

Magazine salesmen come in with
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"If radio is going to bo I lie power

tiiai it once was, if it's going to realize

each onn«'<» of its sulvs potential,

it must go out ami sell the big agencies and

bring bach the soaps unit foods."

similai pi esc-n t ;i i irjus. Maga/ine A
leadi magazine B. But these limits

alone don'i mean anything to us for

overall media planning. We want to

know why radio, tv 01 magazines
should oi should not he used horn

a media viewpoint. And we want to

know the qualitative, 'Whai kind of

people lead the magazine?' as well

as the quantitative. Whal aboul the

content of the maga/ine? Whal docs

it say lo lis leaders?

"Not only are stations and maga-

zines guilt) oi this kind ol negative

selling. Industry organizations rep-

resenting media do the same thing.

Their representatives walk in with

a presentation listing all (he M asons

why their medium is besi without

giving comparative media values 01

hac king up (heir c laims. They over-

sell and crusade. I'd rather lorget

the 'big' numbers and have them
explain 'What is radio today? Who
listens? Why do they listen?'

"Radio continually undersells it-

self by overlooking convincing ways

in which the medium should be sold.

Some stations do themselves and
their medium great harm. When
they lose a schedule they sometimes

run to the agency to bargain and cut

rates. This kind of selling makes
radio look like the bargain basement

of media. It isn't. Radio is effi-

cient and economical, true, but the

image of bargain basement 'cheap-

ness' is one that radio ineptly

stamped upon itself. It is the second

largest medium in number of hours

that people spend with it. Why can't

broadcasters take these values and
translate them into important na-

tional growth?

"If you look at the revenue curve,"

he says, "radio has stayed pretty flat.

Back in 1954-55 it lost revenue. It

has gained since, and more recent lv

it has accelerated its climb. But its

dollar progress is hardly whal should

be expected of a medium of its mag-

nitude."

Mr. Papazian thinks that radio

must do more than sell itself prop-

erly in order to skvrocket its billings.

Selling is a key step. But the trick,

he believes, is in interesting agencies

in selling it themselves. Outside of

BBDO, Wm. Esty and a few others,

there are few agencies that are active-

ly selling radio to themsehes and

their clients.

(Cont'd on page 80)
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Back at the NAB-
I .V RADiO previews the

whose rousing address at the

David J. Mahoney, 37, presi-

dent of Good Humor Corp.,

who grew up in advertising.

I HE scene: the NAB convention

in 1955 in Washington. Radio was

in a state of despair.

And it seemed to all observers that

the problem was as much psycho-

logical as it was substantive.

The dam had opened to the

launching of new tv stations. Na-
tional advertisers had started their

exodus from network radio, almost

overnight upsetting the apple cart

of radio's economy and forcing the

sound medium to begin a complete

re-evaluation of the way it had been

doing business for nearly 30 years.

Radio also saw its gross billings

drop for the first time in its history.

And if this wasn't enough, the eco-

nomic storm that had been rocking

radio's bulkhead prompted many ex-

perienced hands to desert ship in

favor of television's bright promise.

(Radio was on its way out, the story

went.)

Radio men gathered one morning

at the 33rd annual convention for a

"separate" meeting. A young ad

whiz of 31, David
J.

Mahoney, had
ventured down from New York to

talk to them, taking important hours

from his own newly-started advertis-

ing agency.

What could this man, who caught

the imagination of Madison Avenue
by being elected vice president of

Ruthrauff & Ryan at age 27, have to

sa) to radio men? Perhaps it was all

a mistake; perhaps he really was
supposed to address the tv meeting.

But soon there was no doubt in

the minds of listeners as he began:

"First, 1 think I should say that

radio is the most heavily used me-

dium, dollar for dollar, in our agen-

cy. This statement, in this year of

our Lord 1955, should establish me
as a sincere friend of your great

medium.

"Maybe we like radio so much be-

cause our agency is too young to re-

member the great radio days of the

thirties. All our boys can do is

measure radio's present effectiveness

against all comers. It's a new medium
lo us—and we find it works. It pro-

duces, time after time, increased

sales lor our clients at a minimum
cost. And I'm not talking about an-

cient sales figures. I'm talking about

1953—1954—1955.
"In the hey-day of television, we

have seen radio do a better sales job

again and again—under the particu-

lar set of circumstances we encoun-

tered. I would like to say right now
that we also use television when the

circumstances point toward that

great medium.

"This will not be an anti-tv speech

because I do not feel that radio's

problem is an anti-tv problem. The
trials and tribulations of Radio 1955

lie within itself!"

He then outlined five areas of ra-

dio that he felt needed healthy dis-

cussion and attention so that radio

could "stand back and say, 'We've

created a new medium—and look at

her go.'
"

These were the five areas:

• Rate cards— "Are your pub-

lished rates fair for what you have to

offer?" If they are, he stated, "stand

behind them to all."

• Programing — Mr. Mahoney
called for "a healthy injection of

fresh, young blood."

• Research — He expressed inter-

est in an industry-supported rating
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THE GOOD HUMOR MAN
liiHh convention remarks oi ex-agency presitU>nt flctricf Mahoneg.

'55 broadcaster meeting in Washington teas a radio mili>stone

service, similar to the newspaper

ABC.
• Tv psycfiosis— "Stop selling

Tgainst our newer sister and thus

ving the family bonds of radio and

rv even closer. . . . Let's put the word
ell' back into radio.'

• Sales promotion — "Most radio

romotion is a waste of money . . .

• teeses from Wisconsin, fruit cake

rom Georgia. . .
." Instead of mail-

ing gimmicks, he urged radio to tell

a sales story about a successful use

of radio on the station.

Mr. Mahoney concluded by say-

ing, "Think big with the confidence

of selling a desirable product—not

with fear and trembling, but with

enthusiasm and daring.

"The future of radio is limited

only by the extent to which those in

the radio profession allow themselves

to be intimidated."

A year later, in 1956, Mr. Ma-
honey became president of Good
Humor Corp. His convictions about
radio were not a "sometime thing."

The company today places the ma-
jor portion of its ad budget in radio.

u. s. radio has asked Mr. Mahoney
once more to evaluate the state of

radio, built around the five points

of 1955, the last time the NAB con-

vention met in Washington.

What follows is that analysis.

Based on his experience as an adver-

tiser, he states, "We know that radio

hits hard."

"Six years ago, speaking to an
NARTB convention, I had some
harsh things to say about the state

55
RADIO WAS ON ITS WAY
OUT, THE STORY WENT

To most observers, radio's problems in L955 we re as much

psychological as they were substantive. True enough, the

sound medium had been handed a number of severe blows

that could be calculated in dollars and cents, like the

exodus of network radio sponsors and the drop in gross

advertiser expenditures. At the same time, radio was

creating its own problems.

Its leadership was fleeing to

tv and the panic was on. Mi

Mahoney called for radio to

keep a cool head.

In the six years

since the NAB
last met in Wash-

ington, radio has made a busi-

ness-like adjustment to its

own problems and has over-

come many. It's a different

medium today. Mr. Mahoney

observes, and radio is the bet-

ter for it. In analyzing radio's

present status. Mr. Mahoney

is quick to stress that from his

own experience, Good Hu-

mor spending in radio has

been wise and fruitful.

U. S. RADIO/April-May 1961 37



"IT'S A NEW MEDIUM TO US"

"Muybe we like radio so much because our agency is too
young to remember the great radio days of the thirties. /Ill

our boys can do Is measure radio's present effectiveness

against all comers. It's a new medium to us and we find it

works. ... In the hey-day of television, we have seen radio

do a better sales job again and again. ... If seems the radio
industry is spending so much time chanting about the num-
ber of radio S€*ts that you forget to mention the obvious—
that radio can sell goods off the retail shelf. . . . Let's ad-

just to our changing markets and forget the wailing. Studio

is it business. Every other business adjusts and radio rates

no favors. Fight to have radio a separate medium."

of the radio business. You'll recall

the way things were then: (1) rate

card wars, (2) rigid programing,

(3) untrustworthy and self-serving

research, (-1) panic in the face of

tv's competition and (5) irrelevant

and uninspired sales promotion.

"I felt that I could say those things

in all frankness because 1 had been

a proven friend of the industry, and

as I had hoped, my criticism was re-

ceived as constructive. Since that

time, I've become a sponsor, one that

has leaned strongly — and 1 think

wisely— on the flexibility of radio

in advertising our company's prod-

uct, Good Humor Ice Cream.

"I've been asked to re-assess my
criticism of the radio industry in the

light of the past six years' experi-

ence. Overall, I'd say that there has

been a spectacular comeback in

many areas; and yet today, from the

customer's point of view, radio is the

most troublesome and uncertain me-
dium he can buy. Let's analyze each

one of the five points I made six

years ago, see what's happened in

each area and make clear what re-

mains to be done.

"1. Rate Cards. You'll remember
the time when almost every station

had two separate rate cards—for lo-

cal and national media—and all the

prices were 'asking prices.' Further-

more, they were complicated and

confusing, practically inviting a buy-

er to tear them up and start haul

bargaining. Radio wasn't selling ra-

dio, it was selling price—and the

pricecutting made the whole indus-

n\ cheap.

"What's happened in the past six

years? Two very good things: first,

most rate cards have been simplified

to a point just about equal with an

income tax form. This was quite an

improvement. Secondly, high fre-

quency packages have been intro-

duced to the industry. Selling a pack-

age of 60 or 80 spots for a flat fee

lowered costs of selling, induced

many advertisers to try saturation

radio campaigns for the first time,

and proved to a lot of skeptics that

'unpopular' time slots could deliver

surprising sales.

"That was all to the good. But
after six years, I regret to say that

integrity in a rate card is still a

rarity in our business. There has

been some tightening up, and a

small percentage of stations mean
what they say on their rate cards and

stick to it, but the great majority

can be 'talked to.' As an advertiser

with my first responsibility to my
own company and its stockholders, I

am forced to tell our buyers to take

full advantage of the rate-cutting

that exists. Nothing would delight

me more than for those buyers to re-

port that stations were holding the

line, with our company as well as

our competitors—because that would

mean that a simple, honest buy was

also the best buy that could be made.

"The second point still unresolved

under rate cards is that there is still

a local-national duality in prices.

Radio is local selling and should be

priced accordingly. There should

not be one rate for national adver-

tisers, one for local. Perhaps it does

cost slightly more to handle national 1

business, with national reps, but a'

rate for all spots could be set that

makes allowances for differing profit
1

potential. At the Good Humor
Company, we come out with over 80

flavors in the course of a season. The'

profit in each item varies, but the

price of Good Humor does not—we
know that we need all the items tc

serve and satisfy our public. We'd

be foolish to charge 14 cents for a
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"A SPECTACULAR COMEBACK"

--.Some six years ago* speaking to an \ HMB convention,

I had some harsh things to sag about the state of the radio

business. ... I felt that I vould sag those things in ail frank'

ness because I had been a proved friend of the radio indus-

try* and as I had hoped, my criticism teas received as con-

structive. Since that time* Vve become a sponsor* one who
has leaned strongly—find f think wisely—on the flexibil-

ity of radio in advertising our company*s product* Good
Humor ice Cream. Vve been asked to re-assess my criti-

cism of the radio industry in the light of the last six years9

experience. Overall* Pd say that there has been a spectac-

ular comeback in many areas* * .

vanilla Good Humor and 16 cents

for a strawberry shortcake Good Hu-
mor—yet that is exactly what is hap-

pening in radio. I submit that you

are losing valuable time and effort

'making change.'

"Most important of all under the

unresolved problems of rate cards is

this: it's just too much trouble for

the advertiser to bargain for, and
then pay for radio time.

"Haggling over the rate card is

bad enough, but I don't think there

is a business in America today with

as antiquated a system of billing as

in radio. So many stations have a

variety of forms for invoices, which
trickle in to the advertiser sloppily

made out and often two to three

months late. You have no idea how
much business is lost because spon-

sors have the ordinary business de-

sire to be billed in a prompt, neat,

uniform manner.
"2. Programing. Only half a dec-

ade ago, radio was 'cribbed, cabin'd

and confined' by the rigid quarter-

hour system. Breaking out of this

pattern into a flexible, mobile meth-

od of operation is the greatest stride

radio has made. Making the most of

radio's unique capability for local
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service, individual stations have tak-

en on their own identity. No longer

are local stations dominated by a few

personalities; today, the personality

of the station itself dominates, each

of its performers fitting into the

'sound' or pacing of the individual

station. And since stations them-

selves have come individualized, the

individual groups that make up the

audience can find a 'home' on the

dial.

"This development serves both the

commercial interest and the public

interest. It provides the advertiser

with choice of an audience; it pro-

vides the listener with choice of a

'sound.' And in an age of special-

ists, the new fm stations have carried

out a unique and exciting role.

"But all good developments, un-

happily, lead to abuses. The success

of the news-weather-music-traffic 'to-

tal service' concept has all too often

hardened into a pat formula that

milks an area of its immediate

profits, with little thought for the

future. The scramble for consistent-

ly high ratings . . . has brought in a

danger to the industry—the specu-

lator who pays too much for a sta-

tion, squeezes every drop of profit

out as quickly as he can and who
then sells and gets out. This is the

same breed of cattle as the corporate

raider on Wall Street, always trailed

by suckers who are bound to get

hurt.

"Radio suffered quite a black eye

during the payola scandals, and

made an admirable— and I think

successful — effort to clean up the

mess. The memory of those days

should be a powerful incentive for

every station to keep the community
interest constantly in mind.

"Radio needs more of the kind of

ownership that programs for the

long haul, constructing a station per-

sonality that will make money,

make friends and build long term

equity. In recent years, Metro Me-
dia, Westinghouse and Corinthian

are all good examples of the kind of

investors who have become citizens

of the communities they serve.

"3. Research. Six years ago, most

radio research was defensive in na-

ture, aimed at selling against tele-

vision, conflicting and generally un-

reliable. There have been real im-

provements here. More and more,

radio research became qualitative,

(Cont'd on page 71)
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Checking in at NAB? Be sure to

To Nielsen Suite h

Nielsen Station Index (NSI) has been

expanded to include all tv stations in the nation . . .

over 560 of them. Here, for the first time, is a com-

prehensive source of station audience facts showing:

tv use seasonally, market by market, station by sta-

tion . . . with time period totals, ratings, audience

composition, and other significant performance data

. all validated.

Similar information is available for radio in 32 major

market areas which account for the bulk of U.S.

radio listening.

Get the whole story:

Visit Suite A100 in the Sheraton-Park Hotel, in Wash-

ington, D.C., May 7 to 11. A
complimentary copy of the new

NSI Directory of TV Stations

and Cities is waiting for you.

Nielsen Station Index
providing actionable facts on radio & tv station audiences

...for marketing decisions

a service of A. C. Nielsen Company

2101 Howard Street • C h i cag o 45, Illinois

J
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check out the facts of NSI and NCS!

Nielsen Coverage Service (NCS '61) gives

both buyers and sellers of time current information

(projected to 1960 U.S. Census) on which to base

sales and marketing strategy. Here, for each station,

(radio and tv) are reliable figures showing:

. . . the number of homes reached

. . . county by county

. . . day, night; daily, weekly

If you are a buyer of time, NCS '61 tells you whether

the facilities you have selected cover your market

adequately, or need supplementation.

If you are a seller of time, NCS '61 spells out your

station's strong points in covering the area it serves.

For authoritative answers to:

how many? . . . where? . . . how often?

visit Suite A100 in the Sheraton-Park

Hotel in Washington, D.C., May 7 to

11, or write to the address below.

Cmin
Smio

NCS and NSI are Registered Service Marks of
A. C. Nielsen Company.

Nielsen Coverage Service
providing actionable facts on radio & tv circulation

...for marketing decisions

a service of A. C. Nielsen Company

2101 Howard Street • Chicago 45, Illinois 1193
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I VIEWPOINTS ON RADIO

Alan Newcomb, WBT Charlotte , N.C., commentator
, gestures as lie describes the station's

Radio Moscow scries, recorded units of Radio Moscow commentary plus six minutes of reply.

14 broadcasters have

14 different

viewpoints on public*

service programing

ITH the mounting emphasis

radio stations are placing on com-

munity involvement, public service

programing is receiving newly-won

attention.

Representative of the diversity in

radio approaches were presentations

heard last month in Pittsburgh at

the Fourth Local Public Service

Programming Conference, sponsored

by Westinghouse Broadcasting Co.

No fewer than 14 individual

broadcasting executives addressed

themselves to such matters as "What
lies ahead for radio programing in

the community?" and "How should

a radio station handle its responsi-

bility to report the news?"

Mark Olds, program manager,

WNEW New York, asks, "Should a

s fation be all things to all people?"

He thinks not. He believes a sta-

tion should define the kind of audi-

ence it wants to pursue and then go

alter it with appropriate programing.

The practice of comparing various

types of radio should be halted, Mr.

Olds comments. "The good in each

type should be acknowledged and
stations should be evaluated in terms

of how well they succeed in serving

the audiences they are aiming at."

In selecting programing. Mr. Olds

declares there is no substitute for a

broadcaster's "own professional judg-

ment."

In the area of public service pro-

graming, the program executive be-

lieves the most important factor is a

station's "intent."

"Do you just want to be a 'good

Joe' or do you want to do some-

thing and create something? The
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Methods that "general" broadcasters can use to give "There is an essential pattern of change in

greater attention to specialized groups are radio that is evolutionary," contributes Dom Quinn,
explained by Arnold Hartley, Key Broadcasting. program manager, KDKA Pittsburgh.

n
o the right of Mr. Quinn, Ivan Smith, Australian

troadcasting Co., believes that

imerican radio needs "quality speech programs."

Mark Olds (foreground) , program manager

,

WNEW New York, declares that a station

should define the audience it wants to reach.



form ol the public service effori is

not the pi imary thing.

"We believe in spots. WNEW
pioneered in short-take program-

ing. We sell radio in spot sched

ules because ol iis cumulative reach

and we program the same way. We
believe you can create more atten-

tion through a series of spots. There-

fore, our public service programing
is done this way."

There are three different types ol

public interest spots on the station:

(1) routine announcements that an

organization provides; (2) spots thai

are written and produced by the sta-

tion lor special causes that it wants

to champion, and (3) announce-

ments performed by a station per-

sonality in his own individual style.

Mr. Olds cautions that the last type

ol spot must feature a c ause in which

the personality believes if it is to be

effei tive.

Jules Dundes, vice president and

general manager, KCBS San Fiancis

co, believes that "radio is neither a

business nor an art, but an exciting

mixture of both. Radio must adjust

to the rapid changes of our living."

One ol the great challenges to

broadcasters, he says, is how to satis

Ey people with changing forms of

radio.

*'lf listeners ever wanted more

than music, then they want more
now."

To illustiate. Mr. Dundes refers

to Dimension , shot I segments of re-

corded talk designed lor integration

into the local schedules ol CBS-
owned radio stations. "It is fore-

ground programing lor lot eground

listening."

I he elements of Dimension are

talk (but not chattel) and conver-

sation, he explains. The object of

the program is to provide or discuss

an idea. "It gives a local air per-

sonality a chance to talk intelligent-

ly with his audience (before or after

the recorded piece) adding dimen-

sion to the station and the personali-

ty."

Dimension lakes many different

forms:

• Celebrity human interest pieces.

• "Year 2,000"— projections on
what life will be like then (for ex-

ample, an interview with AT&T
executive on what the telephone will

be like then)

.

• Bennett Cerf anecdotes.

• Dorothy Rilgallen interviews

with "people you'd like to know."

• "Yesterday's Hero"—interviews

with American heros of yesteryear

and accounts ol their accomplish-

ments.

• Dramas— featuring American

With his back to the camera at right, Jules Dundes, vice president,

KCBS San Francisco, outlines the features of Dimension, short

recorded segments of talk programing on CBS-owned radio stations.

portraits and lilc (for example, Ray-

mond Massey in "Stonewall Jack-

son") .

Mr. Dunde s states that the Dimen-
sion library now has over 1,000 cuts,

not counting spec ial local pieces that

stations make on their own.

Alan Newcomb, commentator,

WBT Charlotte, N. C, host of the

station's Radio Moscow series, terms

Russian radio a "formula station."

He says "it is a carefully planned

Eormal to promote the Communist
line."

WBT records on tape about 20

hours ol Radio Moscow a week. It

selects the most representative com-

mentary and breaks this down into

five- or six-minute units for on-air

presentation. After each segment,

the station provides about six min-

utes of reply to the Radio Moscow
c ommentary.

Based on his experience in moni-

toring Radio Moscow, Mr. Newcomb
dec hues, "We need some of the com-

munist dedication in serving our
own purposes. Totalitarian radio

has declared war on private radio.

The Communists play on what they

consider our chief weakness—no con-

scious coordination of effort direc ted

towards a single goal. We must as-

sure cooperative effort through en-

lightened self-preservation."

If broadcasters are going to do
ihcii share protecting the things

America holds dear, they should ad-

mit their "personal involvement and

do something to preserve the profit

and loss statement itself."

Ken Draper, program director,

KSTT Davenport, Iowa, says public

service should underlie everything

that a radio station does. He pre-

sents a simple formula that his sta-

tion used in finding out what to

program. "Go to your listeners and

ask them what they need and want

from their radio station."

The station did just that in trans-

forming its farm programing from

a 45-minute block to a streamlined

Accent on Agriculture, in which

markets and prices are stressed in

short segments.

In the area of public service dis-

cussion programs, Mr. Draper says

KSTT's Public Forum (daily, 9 to

9:55 a.m.) has created considerable

comment and has been responsible

for bringing many needed com-

(Cont'd on page 83)

44 U. S. RADIO/April-May 1961



new world

of radio

equipment . .

.

KEYED TO THREE TRENDS

These are the paeesetters at the 1961 NAB
equipment display: Transistorization,

Miniaturization ana" station Automation

I N the continuing effort to refine and stream-

line broadcast equipment, the transistor has be-

come not only the keynote of this year's equip-

ment display at the 39th annual NAB conven-

tion, but also the pivot upon which future

developments are turning.

Linked to this is the trend toward miniaturi-

zation—smaller and more compact units, from

the transmitter console to the tape recorder.

Indications are that automation which was

just appearing on the horizon at last year's NAB
meeting is now coming into clear focus.

What does all this mean?

It means a greater ease in the handling of

station equipment by non-technical executives.

It means greater flexibility and quality in such

areas as the remote broadcast through the port-

ability of items like the miniature tape recorder.

It means increased operational efficiency in time

and manpower that can free the broadcaster

from heavy and awkward burdens.

Here is a sampling of products being dis-

played in the new world of radio equipment by

manufacturers and distributors responding to

the u.s. radio NAB survey. All equipment dis-

plays, listed in italics as Exhibit space, are at

the Shoreham Hotel. Many of the equipment

manufacturers also have hospitality suites listed

on p. 50.
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SWISS MADE NAGRA PORTABLE TRANSISTORIZED TAPE RECORDER RCA'S NEW RT-21 AUDIO TAPE RECORDER

• Radio Corporation of America is highlighting several

new products at tins year's NAB convention, rhe

BTA-1R, a 1,000 watt am transmitter, according to

RCA, "integrates the various requirements for in-

creased power, remote control and Conelrad while stay-

ing within the limits ol standard circuitry." One
special feature <>l this transmitter is its easy adaptabili-

ty to remote control operation.

Another featured transmitter is RCA's new 1,000

watt fm transmitter capable of handling either con-

ventional or multiplex operations. An added con-

venience of this transmittei is the ,k c essi hi lit \ of the

exciter which tilts out for easier servicing. The RT-21,

a new professional audio tape recorder, features "an

all-transistor design, easy speed change, interlocked

record operation, variable cue speed control and bail-

or quarter-track recording."

The RT-7, the firm's new cartridge tape recorder,

features automatic cue, an all-transistor design, re-

mote control, plus interlocked recording and accurate

timing. (Exhibit space Main Ballroom)

• Collins Radio Co. is featuring its automatic tape pro-

graming equipment along with many of its other

broadcast products. Of special interest is the Collins'

restyled and redesigned am and fm transmitters and

a new three-channel remote. Because it is self-con-

tained, the new fm transmitter can be adjusted without

taking it off the air. Also new is the 20V-3 am transmit-

ter whose key parts are described as easily accessible.

Collins states its entirely transistorized 212H three-

channel remote amplifier is "about the size of two

stacked Sears Roebuck catalogs." It has a built-in

phone equalizer on two of the three channels which

allows quick switching between the phono and mike
positions. (Exhibit space 31)

• Gates Radio Co. is featuring several new products

including an automatic Spot Tape Recorder, a port-

able cartridge tape production unit, a new transistor-

ized plug-in amplifier system and new fm transmitters

for 20, 15, 10, seven and a half, and five kilowatts.

On the Spot Tape Recorder, remote call-up can be

made on any one of the 100 tape tracks by means of

selection of a digital number from zero through 99.

The portable tape unit enables recording at any station

location.

The new fm transmitters feature such develop-

ments as built-in remote control, longer tube life,

lower cost and quiciei operation. (Exhibit space 30)

• Ampex Audio Co. is displaying its 351 series ol radio

broadcast recorders and its 601-2 portables.

I lie new \mpcx M") I model features a dual-channel

chassis that fits into the same space as the single-

channel of the 351 model. This provides "a two-chan-

nel console model and a rack mount version that fits

into the same tack space previously occupied by a

single-channel recorder." The 601-2 portable two-track

stereophonic recorder accomodates tapes with "50

percent extra playing time" that gives the broadcaster

48 minutes of stereophonic recording time at seven

and a hall i.p.s. from a seven-inch reel. (Exhibit

space 28)

• General Electric's custom work for the new WFAA-
AM-FM-TV Communications Center in Dallas is de-

scribed as being of particular interest to broadcasters.

The audio system is completely transistorized. A stereo

master control switching facility for am, fm and tv

sound contains 1 1 stereo or 22 monophonic input

channels. (Exhibit space 29)

• Programatic Broadcasting Service is showing the latest

model of its completely automated radio service and

will provide demonstrations by playing the tapes of

Programatic's "O-Vation-Music" programs. The ma-

chine will operate automatically for up to eight hours

a day. (Exhibit space 5)

• International Transmitters & Antennas Inc. is featuring

its line of one and five kw am transmitters; two- and

three-channel and stereo consoles; one, five, 10 and

35 kw fm transmitters; the instant locating, instant

cueing, maximum capacity Simplexer for station auto-

mation as well as other allied equipment. (Exhibit

space 24)

• Fisher Radio Corp. is displaying its new fm tuner,

the Fisher fm-broadcast monitor, model FM-1000. The
tuner can be used for relay reception and re-broad-

casting of fm transmissions. Another product, the
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1 sample of the new untl

wonderful world of

recorders, transmitters, ami

j>rof/i*<f hi repealers

(fi.vjiffit/<*«f at */»<• n 1 if meet

AMPEX 351 AND 352P TAPE RECORDERS GATES' NEW 20 KW FM TRANSMITTER (FM-20A)

model X-1000 stereo control and power amplifier will

"handle the most complex music wave forms without

any trace of distortion," Fisher says. The Fisher Spacex-

pander, model K-10, supplies "the reverberation nor-

mally heard in acoustically perfect concert hall."

The Fisher fm-broadcast monitor, model FM-200-R,

is the rack-mounted version of the FM-200 wide-band

fm tuner. {Exhibit space 34)

• Schafer Custom Engineering, a division of Textron

Electronics Inc., is displaying these products: Broad-

cast automation system (Model 1200) providing com-

plete station automation; new Schafer spotter, S-200A;

all new Schafer cartridge recorder 3000; the Schafer

remote control system 400-R, and the firm's major at-

traction, the model 600, new minimum cost broadcast

automation system. (Exhibit space 21)

• Tower Construction Co. has two new product types.

One is the microwave prebuilt portable buildings that

are shipped by rail or truck already assembled. These
are designed for quick and easy installation. The elec-

trical components are installed before being shipped

from the factory. Tower is also introducing its new
fibre-glass antenna covers. {Exhibit space 42)

• Bauer Electronics Corp.'s 707 model, a 1000/250 watt

am transmitter, is being displayed again this year in

kit form. Other featured products include the "Spot-

O-Matic" cartridge tape system and a new remote con-

trol system, the SEL model TC-22. (Exhibit space 7A)
ment. (Exhibit space 18)

• Standard Electronics is presenting its new 20 kw fm
amplifier. The new amplifier can be driven by an ex-

isting 5 kw transmitter to effect a total output of 30

kw. To do this, Standard Electronics incorporates

into the design of the amplifier its 5924-A vacuum
tubes which are now in use in all its existing fm equip-

ment. (Exhibit space 18)

• MacKenzie Electronics Inc. is displaying its "Mac-
Kenzie Instant Audio" automated multi-channel pro-

gram repeaters, single-channel program repeaters and
recorder playback units. (Exhibit space 15)

THE MACKENZIE ELECTRONICS "INSTANT AUDIO" PROGRAM REPEATER

• Continental Manufacturing Inc. is introducing an

fm/multiplex modulation monitor. "Frequent \ and

modulation of both main channel and sub-channel are

monitored separately and simultaneously," says Con-

tinental. Other new items include a completely tran-

sistorized fm multiplex receiver designed for fm music

services, and two transistorized audio/PA amplifiers

at eight and 32 watts each. (Exhibit space 23)

• General Electronic Laboratories is demonstrating its

Rust remote control system plus one and 15 kw trans-

mitters. According to the firm, the basic features <>l

the transmitter line include "a crystal-control modula-

tion system, a field-proven multiplex exciter and sub-

channel combination and direct power output deter-

mination by a self-contained wattmeter. (Exhibit

space 12)

• Hughey & Phillips Inc. is exhibiting its new tower

lighting isolation transformers, its remote lamp failure

indicator system as well as demonstrations of tower

light control and alarm units. (Exhibit space 4)

• Gotham Audio Corp. is showing its line of Neumann
microphone systems and the Neumann AM-131 disc

recording lathe that features a three-speed synchron-

ous motor drive without belts, gears or chains. (Ex-

hibit spaces 34A and 34B)
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Collins creative engineer-design team is about to unveil

three new Collins creations: an AM transmitter; FM
transmitters; and a 3-channel remote amplifier. But the

fact that these three broadcast units have so many out-

standing features is the real news. It's also the reason

the Collins creative team looks so proud in this picture.

COLLINS RADIO COMPANY



The three new pieces of equipment were not only de-

signed at Collins, but will also be Collins manufactured.

This is to assure the quality controls that are respon-

sible for Collins reputation. Obviously, these units

haven't been unveiled yet — they're still in the crates,

but here are the drawings and some initial information.

CEDAR RAPIDS • DALLAS • BURBANK

^COLLINS

Collins AM TRANSMITTER: completely and conven-

iently accessible throughout because the RF and

audio chassis swing out and the power supply tilts

up so that all components are exposed. The new

AM transmitter's highly stable crystal -a concept

pioneered by Collins -eliminates the necessity for

the old-fashioned crystal oven. The transmitter

also features direct forced air cooling, not just

ventilating fans, as in many other AM transmitters.

These are just some of the features of the new

Collins 20V-3 1,000 watt AM Transmitter. Of

course, one of its biggest advantages is that it's

quality manufactured and custom tested at Collins,

where each component is a personal thing with

Collins engineers.

Collins FM TRANSMITTER: based on the outstand-

ing, time-proven Collins 730 series, the new Collins

250 watt 830B-1 FM Transmitter is shown here

with an accompanying amplifier which boosts its

power to 5000 watts (830E-1). This FM transmit-

ter has been "humanized" to make operation

exceedingly simple (its vertical panel construction

is one of the reasons)— all components are quickly

accessible and all adjustments can be made with-

out taking the transmitter off the air. Each part

has been carefully assembled, tested and inte-

grated into the transmitter, at Collins. You'll also

be surprised at the Collins FM transmitter's ex-

ceptional efficiency.

Collins REMOTE AMPLIFIER: a compact (about the

size of two stacked mail order catalogs), 3-chan-

nel amplifier that is transistorized throughout. The

212H-1 has a built-in phono equalizer on two of

its three channels to provide immediate cuts be-

tween phono and mikes. Eliminates equalizer and

equalizer pre-amp. This new amplifier also in-

cludes a multiple tone generator: 100, 1000 and

5000 cps for immediate frequency response checks.

Best of all, this remarkable new Collins remote

amplifier is competitively priced.

This, and other new Collins broadcast equipment

will be shown for the first time at the NAB Show,

May 7-10. For descriptive literature and complete

specifications write Collins Radio Company, Broad-

cast Sales, Cedar Rapids, Iowa.



Where They Are at the NAB

A fi.vftm; of the exhibit space and hospital ity suites tor: equipment manufacturers itnd

distributors, radio networks and representatives, program services ami service groups.

RADIO EQUIPMENT MANUFACTURERS

(All "space" locations are in the Exhibition Hall,

sin mil. mi lloiel; parentheses indicate Location "I hos-

pitality suites) . Aitken Communications Inc., space

25-A; Alto Fonic Tape Service, space 41 (Shertton

Park, C-252-4) ;
Ampex Audio Co., space 28; Auto-

matic Tape Control Inc., space 6 (Shoreham, F-207) ;

Bauer Ele< tronics Corp., space 7-A ; Collins Radio Co.,

space 31 (Shoreham, E-300) ; Continental Electronics

Mfg. Co., space 16 (Shoreham, E-200) ; Continental

Mfg., space 23 (Shoreham, G-200) ; Electronic Ap-

plications Inc., space 43; Fisher Radio Corp., space 34;

Gates Radio Co., space 30 (Shoreham, E-100) ; General

Electric Co., space 29 (Shoreham, G-600) ; General

Electronic Laboratories Inc., space 12 (Sheraton Park,

D-404-6) ; Gotham Audio Corp., space 34-A & 34-B

(Sheraton Park. B-223-5) ; Hughey & Phillips Inc.,

space 4 (Shoreham, E-209) ; International Business

Machines, space 37-A; ITA Electronics Corp., space

24 (Shoreham, G-309) ; MacKenzie Electronics Inc.,

space 15; Magne-Tronics Inc., space 37 (Shoreham,

E-709) ;
Minneapolis-Honeywell Regulator Co., space

45; Minnesota Mining & Mfg. Co., space 22; Moseley

Assoc., space 35-B; Profit Programming Inc., spaces

35-C & 35-D (Sheraton Park, A-406-8) ;
Programatic

Broadcasting Service, space 5 (Sherton Park, B-423-5) ;

Radio Corp. of America, Main Ballroom (Shoreham.

G-100) ; Schafer Custom Engineering, space 21 (Shore-

ham, C-404) ; Sony Corp. of America, space 36; Stand-

ard Electronics, space 18; Sarkes Tarzian Inc., space 1

(Shoreham, D-802) ; Tower Construction Co., space

42; Utility Tower Co., space 7 (Statler Hilton) ; Visual

Electronics Corp., space 11 (Shoreham, G-609) ; Vitro

Electronics, space 20 (Sheraton Park, B-523-5)

.

NETWORKS

ABC Radio (Sheraton Park, B-220) ; CBS Radio

(Shoreham, C-500) ;
Keystone Broadcasting System

(Sheraton Park, D-700-02) ; MBS (Sheraton Park, E-

420) ; NBC Radio (Sheraton Park, B-320)

.

RADIO REPRESENTATIVES

Alaska Radio Sales (Ambassador) ; AM Radio Sales

(Jefferson) ; Avery-Knodel (Sheraton Park, E-426-8) ;

Elisabeth M. Beckjorden (Shoreham); Charles Bernard

and Country Music Network (Mayflower) ; John Blair

(Hotel Washington, 205-06-07) ; Boiling (Sheraton

Park, B-500) ; Branham (Mayflower) ; Broadcast Time

Sales (Willard) ; Henry I. Christal (Sheraton Park]

M-458-60) ; Devney Inc. (Mayflower) ; Bob Dore

(Sheraton Carlton) ; Rohert E. Eastman (DuPont
Pla/a)

; Everett-McKinney (Shoreham) ; Gill-Perna

(Sheraton Park, E-320-22) ; George P. Holingberry

(Sheraton Park, F-340-41) ; Bernard Howard (Shore-

ham) ; H-R Reps (Sheraton Carlton, 400) ; Katz

(Sheraton Park, E-520-22) ; Jack Masla (Statler Hil-

ton) ; Daren F. McGavren (DuPont Plaza) ; Meeker

(Sheraton Park, E-620-22) ; NBC Spot Sales (Shera-

ton Park); Peters, Griffin, Woodward (Mayflower)]

fohn E. Pearson (Hay-Adams) ; Edward Petry (Shore-

ham 100-C) ; Radio-Tv Reps (Sheraton Park, D-600)

Paul H. Raymer (Sheraton-Carlton) ; Roy V. Smith

Assoc. (Ambassador)
;
Spot Time Sales & Western Fm

s.ilcs (DuPont Pla/a); Vernard, Rintoul &: McCon-

nell (Sheraton Park, 489-91) ; Walker-Rawalt (Shera-

ton-Carlton) ; Grant Webb (Sheraton Park) ; Weed
(Mayflower) ; Adam Young (Sheraton Park, C-140)

.

SERVICES

Associated Press (Sheraton Park, Franklin Room)
;

Broadcast Advertisers Reports Inc. (Sheraton Park,

M-658-60) ; Broadcasters' Promotion Assoc. (Sheraton

Park, E-330-2) ; Futursonic Productions Inc. (Statler

Hilton)
; Harry S. Goodman Productions Inc. (Shera-

ton Park, A-211-15); Hal Holman Co. (Shoreham,

A-601) ; Lang-Worth Feature Programs Inc. (Shore-

ham, G-509) ; A. C. Neilsen Co. (Sheraton Park,

A-100); Pams Productions (Sheraton Park, B-623-5)

;

The Pulse Inc. (Sheraton Park, F- 140-41) ; RCA Re-

corded Program Services (Shoreham, D-204-6) ; Record

Source Inc. (Sheraton Park, M-589-91)
;
Raymond

Scott Enterprises (Windsor Park) ; SESAC Inc. (Shera-

ton Park, B-520-22) ; Standard Rate & Data Service

Inc. (Sheraton Park, E- 1 20-22) ; Richard H. Ullman

Inc. (Shoreham, C-103) ; World Broadcasting System

Inc. (Sheraton Park, M-689-91)

.

TRADE PUBLICATIONS

Advertising Age (Sheraton Park, D-200) ; Broadcast-

ing and Television Magazine (Sheraton Park, Madi-

son Room) ; Printers' Ink (Sheraton Park, S-540-41) ;

Radio-Television Daily (Shoreham, E-400) ;
Sponsor

(Shoreham, G-803) ; Television Age (Sheraton Park,

E-526-8) ; Television Information Office (Sheraton

Park, A-511-15) ; Tv Guide-Tv Digest (Sheraton Park,

D-706-8) ; u.s. radio and u.s. fm (Shoreham, G-803)

;

Variety (Shoreham, B-300) .
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(Effective Radiated Power)

There's a big new sound in town . . . aimed at New York's big Negro/Puerto Rican market.

And WWRL gets to the heart of this market with 50,000 watts of effective radiated power (thru

high efficiency antenna array) in its major lobe . . . the area where most Negro Puerto Rican

families live. Remember: your dollar buys sell on WWRL.

New power! Louder & clearer to reach New York's big Negro/Puerto Rican Market
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ittfeE REALITY IN HUMOR GOOD COMMERCIAL MIX

COMMERCIAL

CLINIC

Competition for the listener's ear

prompts ad agcn< ies across the coun-

try lo seek out special techniques

that create attention. Very often

these methods, because they stem

from an agency's operating philos-

ophy, actually become an ad shop's

hallmai k.

Use of humor is currently at the

forefront of attention-getting de-

vices. And the way humor is applied

verj often represents an agency's

trademark.

A highly defined image can be at-

tributed to Papert, Koenig, Lois,

New York, the talked about adver-

tising firm that has taken such strides

in its short history. An indication of

the tack that is followed in the use

of humor in its creative work is giv-

en by Julian Koenig, the young
agency's young president and former

copy specialist at Doyle, Dane Bern-

bach, New York. "We don't use a

humorous approach to the copy.

The humor is derived from the re-

ality of the situation; so if we put it

in terms of a human experience, the

humor will take care of itself."

JULIAN KOENIG is copy specialist

and president, Papert, Koenig, Lois.

While he doesn't deny the value

of humor, Mr. Koenig asserts that

the use of humoi can be overdrawn.

1 o our way of thinking, humor is

only a tool, bul the basis ol the copy

is in reality. And to (his we add good

taste, steering clear of the conven-

tional and hysterical nonsense that is

inflicted upon much of today's ad-

vertising. We are trying to avoid the

stereotype and I think we accom-

plish this by showing people as they

really are."

Humorous elled, as opposed to

affected humor, was the result of a

PKL effort to sell pickled green

beans.

Last summer, two New Jersey

school teachers went to PKL with

their own home made product, Dilly

Beans. The prime challenge for

PKL was to develop a commercial

program that would introduce this

unusual product into the highlv

competitive New York market.

The key to success lay in the care-

ful creation of the commercial copy

which was presented ovei WQXR-
AM-FM.

DILLY BEAN campaign is typical

of the agency's creative trademark.

The radio copy generally features

a man and a woman involved in

cocktail patty chatter discussing the

merits of the Dilly Bean:

(cocktail party sounds)
Girl: Do you think Dilly Beans

will replace peanuts and pret-

zels?

Man: / never discuss politics.

Anncr: We will now have 45
seconds of music to eat Dilly

Beans by.

MUSIC BRIDGE
Anncr: Dilly Beans are crisp

green beans pickled in vinegar
and dill. If your friendly
neighborhood grocer doesn't

have a jar—knock something
off a shelf on the way out.

Because demand far exceeded sup-

ply at the beginning of the campaign
(before PKL, distribution was about
25 cases a week; this figure jumped
to 1,500 weekly once the campaign
was under way), listeners reported

trouble in finding grocery stores that

carried them. Once again PKL dis-

played its agility in easily adapting
to the situation by coming up with

this one:

She: Let's go buy Dilly Beans.

He: Great.

She: Bundle up.

He: It's 90 degrees outside!

She: It may be the middle of
w inter before we can find a

store that's got them.

He: We now have 45 seconds of

music to hunt Dilly Beans

with.

(VOLGA BOAT SONG)

As a tool, humor is fine garnish-

ment of copy (an example of PKL's
well-tooled humor: "Break the smok-

ing habit—eat Dilly Beans). As the

single means to the end of selling, it

can smother the advertiser's purpose.
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EVERYONE'S TALKING ABOUT

— and the biggest pace-setting change is on

WFAA • 820 • RADIO
"SOUTHWEST CENTRAL" ... a completely new format
with the emphasis on electronic journalism is the key to the

great new sound on WFAA-820 RADIO in Dallas! Backed by

the biggest advertising campaign in WFAA's history, all North

Texas is finding a radio "home" that's informative and delight-

fully entertaining day and night! Originating from our new
multi-million dollar "Communications Center" with all new
equipment, WFAA-820's powerful 50,000 watt clear

channel voice beams "Southwest Central" to an area of over

5 million people!

NEWS NBC News on the Hour followed by 5 minutes of State & Local News!

FEATURES Brief cut-ins all day long from WFAA's staff meteorologist, woman's

editor, sports director, farm editor, and other human interest stories.

GOOD MUSIC with a special appeal to the young adult, comprising the best of the albums

and the current top popular hits.

Your Petryman has an Audition Tape of the New
"Southwest Central" from WFAA Radio . . . Call Him!

Represented by

I Edward | Petry 4 I Co . Inc.)

The Original Station Representative

BROADCAST SERVICE OF THE DALLAS MORNING NEWS

820 RADIO
DALLAS
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RADIO FOCUS: IDEAS

RADIO NEWSMEN George Brown (seated) of UOR New
York and Len Whartman, resident correspondent for MBS, pre-

pare copy for their newscast on the Eichmann trial. The light

colored box on Whartman's belt is special receiving set leased

by Israeli government that provides four separate translations.

NATIONAL DEFENSE promotion at KTRH Houston involved

the placing of disc jockey Eric Goldmar in a sealed shelter.

„ — n u Operation Survival

Operation Survival
i— —

^

TELLING workers behind the Iron Curtain a little

about the American way of life are these two union

stewards at the Pabst Brewing Co. The Voice of Amer-

ica broadcast was recorded at Milwaukee's W'IMJ.

CELEBRATING the KBIG Santa Catalina promotion

of Trewax are: (I to r) Harry Fox, Trcwax president;

Bob McAndrews, station manager, Jon Ross of the

Tilds ir Cantz agency and Jerome Fox, Trewax v.p.

ROSIN on the bow and away they go in Portsmouth, N.H.,

where WHEB held its Spring Hay Ride. Over 200 towns-

people joined in the fun and festivities. While the station

sponsored affair, Heart Fund contributions were accepted.

RADIO FOCUS: IDEAS

continued p. 58



tflCWING FORWft^

Michigan Week

May 21-27

New horizons are dawning everywhere in mighty Michigan, center of the dynamic

Great Lakes region. In industry, science, transportation, community development, and

other fields, exciting new projects are pointing the way to even greater economic

strength and vitality.

We invite you to march forward with Michigan — to share in the benefits of its growth

and expansion. A good place to start is the WWJ Stations in Detroit, basic sales media

in the business heart of the state.

% M \ m AM and FMW WU RADIO KB WWJ-TV
Detroit's Basic Radio Station Michigan's First Television Station

NATIONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS
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% who

SRDS Editions Maps or market data sections % who USE
favorably
evaluate
ADEQUACY

Newspaper

Rates &. Data

Maps 90 4 86.2

Consumer Market Data 83.0 84.1

(N-94)
Ranking Tables 80.9 85.1

Spot Radio

Rates & Data

Maps 97.7 89.5

Consumer Market Data 94.2 94.2

(N-86)
Ranking Tables 90.7 93.1

Spot TV

Rates &. Data

Maps 97.8 87.7

Consumer Market Data 95.5 93.3

(N-89)
Ranking Tables 92.1 92.1

Now ready to use.. .SRDS consumer market

SRDS May issues reflect actual market

conditions reported in the I960 census

Now you have at your fingertips the final, authoritative figures hased on

the 1960 census (the-once-in-ten-year anchor figures upon which interim-

year population and household estimates will be based.) This consumer

market data in SRDS, current as of January 1, 1961, is selectively com-

piled and correlated for the special needs of people who use market data

for media planning.

SRDS Spot Radio, Spot TV and Newspaper books contain latest figures

on population, households, consumer spendable income and retail sales by

states, counties, cities and the standard metropolitan statistical areas, as

well as their new definitions as issued by the Bureau of the Budget.

Panel of media buyers shows strong reliance

on SRDS media/market data and maps

In 1959 a national panel of 250 media buyers was formed to provide

reliable information on the uses to which the SRDS books are put and

to guide us in the development and improvement of SRDS services.

In the spring of 1960, two panel studies revealed the following pattern of

use and indication of adequacy of SRDS maps and market data:

An exclusive,

monthly

media/market

data service

Widely used by buyers of

media because of

all-in-one place

convenience —

SRDS is the only service

in the country that

provides buyers of media

with latest consumer

market data, media maps,

media listings all in one

place, every month.

From this panel response, it seems reasonable to conclude that, in the

normal process of market selection and media evaluation, market infor-

mation and media information go hand-in-hand. Having them together

in SRDS is a great convenience to both buyer and seller of space or time.

So it makes sense for a medium to register its whole sales story by adver-

tising its market and market coverage in the market data sections of

SRDS and its special values as an advertising medium on the listing pages.

Note: To correlate USE of maps and data with user evaluation of ADEQUACY, only those panelists who

answered BOTH questionnaires are recorded here. This number indicated in chart.
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data based on FINAL census reports

as •*% in "b ' SRDS Consumer Market Data Summary
'

M
" '

Un.ted States. Regional. State Totals

Composite Table of Metro Area | METRO DATA

SRDS media/market

maps arc revised

regularly to give a

quick, accurate

picture of the over-all

market . . . population

concentration, type of

daily media available,

county outlines,

and cities.

Standard Rate & Data Service, Inc.

The National Authority Serving the Media-Buying Function

C. Laury Botthof, President and Publisher (|) 4& %f& Gfc$3

5201 Old Orchard Road, Skokie, III., YOrktown 6-8500

SALES OFFICES: SKOKIE • NEW YORK LOS ANGELES • ATLANTA

RADIO/April-May 1961 57



...IN RADIO

FOR THE

CONSECUTIVE

TEAR IN

TRE GREAT

SOUTH BEND,

INDIANA

MARKET

!

5000 Watts ... The Most

powerful in Northern Indiana

960 KC

WSBT
SOUTH BEND, INDIANA

FIRST IN SOUND ADVERTISING

RADIO FOCUS/IDEAS
Cont'd from page 54

PROMOTION
In an effori to save the central New
Yoi k area from a possible unemploy-

ment problem, WONG Oneida went

on the air with an appeal to the

public spirited citizenry. The diffi-

cult) aiose when it was learned thai

the Air Materiel Section of nearby

Grilles AFB was subject to a shut

down by the Air Force. A citizens'

committee meeting was held one eve-

ning and the next day WONG be-

wail a 12-hour appeal lor signatures

for a special telegram, (o be sent to

President Kennedy, describing the

unemployment hazard of shutting

down the section of the Air Base that

employed over 6,200 local civilians.

The station and the committee were

able to attach about 10,000 signa-

tures to the telegram over which, the

station states, "the President became

very interested and asked to see."

. . . WIP Philadelphia is publishing

its Tunedex (a listing of the top

songs and albums) in braille, for the

benefit of the institutions for the

blind in the area. . . . An opportunity

to win one of 281 prizes is being of-

fered to the listeners of WQXR New
York who take advantage of a "50

words or less" contest on why they

like to listen to the station. The pro-

motion is being carried via on-the-air

announcements, space ads in several

New York papers and direct mailing

to approximately 100,000 persons.

First prize is a three-week trip to

Europe. . . . K.RAK Sacramento

painted some bus stop benches that

promoted the station; then pro-

moted that promotion by asking lis-

teners to write in the location of the

benches. Design on the benches in-

troduces the new logo-type of KRAK.
. . . WIBG Philadelphia asked its

listeners to call a specific telephone

number for a message from Ironwear

Hosiery. The station states that

500,000 listeners made calls to the

number at a rate of over 6,500 per

commercial. . . . Final tabulation on

the response to WRCV Philadelphia

"Big Band First Anniversary" pro-

motion showed that 12,511 cards

and letters favoring continuation of

the Big Band policy were posted to

the station. . . . The heart beats of

a celebrity is the first in a series of

clues given by WQXI Atlanta to-

wards the discovery ol name ol the

celebrity. New clues are given daily

in a descending order of difficulty.

Winners get a three-day trip to the

Kentucky Derby. . . . Mother's Cook-
ies ol Oakland and KCBS San Fran-

( isi o promoted eac h other at the San

Francisco Home and Hi-Fi Show by
Idling a jar with Mother's Cookies

and then asking visitors to the

K.CBS booth to guess the number of

cookies in the jar. KCBS reports

that nearly 5,000 entries were re-

ceived. Winner was awarded an all-

expense, three-day trip for four to

Reno.

PROGRAMING
The Eichmann trial, and the "Man
in Space" probe are presently lime-

lighting radio journalism. Much of

the credit for the last, accurate cov-

erage that American broadcasters

are giving to the Eichmann trial

goes to the Israeli government for

its arrangement of press facilities

there, especially the four-channel

transistor radio providing transla-

tions. In addition to the network

coverage, many individual stations

either on their own, or through

various services, are devoting a part

of their daily schedules to the trial.

WERE Cleveland reports that it is

using three services (Look, Radio

Press International and Syndicated

Broadcast Features) in its attempt to

give a comprehensive report of the

activities in Jerusalem. Other sta-

tions, such as WNEW New York,

WBZ Boston and CKGM Montreal,

have their own newsmen at the trial.

. . . When the "Man in Space" op-

eration reaches the countdown stage,

coverage will be provided by the

pooling of lour networks in what

has been described as "one of the

largest coordinated news teams ever

assembled." Selection of responsi-

bilities in the actual coverage was

made by a drawing. While the radio

coverage will be fed simultaneously

to all networks, cutaways for indi-

vidual commentary and news inserts

will be permitted. . . . KEX Port-

land, Ore., is running a series of

seven half-hour commentaries en-

titled Countdown for Tomorrow.

In this report, the station says, "peo-

ple intimately involved in Project

Mercury relate how they are pre-

paring for man's imminent first

(Cont'd on page 60)
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QUALITY BROADCASTING
SELLS RICH, RICH
SOUTHERN
NEW ENGLAND

QUALITY IN BROADCASTING IS THE HALLMARK OF WTIC TELEVISION AND RADIO WHOSE FIRST

CONSIDERATION IS ALWAYS THE VIEWER AND LISTENER.

WTIC-TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON, RIGHTER 8c PARSONS, INC.

WTIC 50,000 watts NBC Affiliate

REPRESENTED BY THE HENRY 1. CHRISTAL COMPANY



In Rochester, N.Y.J

People Are
Switching

FROM

"T/PfO" RadioJ

WVET
1280 KC

• FOR MUSIC THEY LOVE
• NEWS NAMES THEY KNOW3• COMPLETE NEWS COVERAG

BASIC NBC AFFILIATE

WVET RADIO, Rochester 4, N.Y

^Nat'l Rep.: Robert E. Eastman & Co., Inc3

3
LOCAL RADIO

STATIONS IN 1
That's what you get

when you buy time on

BIG 5,000 -WATT

WFHR
WISCONSIN RAPIDS

with full time studios in

MARSHFIELD AND

STEVENS POINT
BIC Coverage at Lowest Cost-

Per-Thousand ... 20 Years of

Local Radio Service

WFHR
WISCONSIN RAPIDS, WISC.

Phone HA-3-7200
Represented by Devney, Inc.

RADIO FOCUS/IDEAS

Cont'd from page 58

flight into outer space." The series

was produced by KDKA Pittsburgh.

. . . WNEVV New York ran a one-

hour special entitled Man in Sparc

on April 23. Featured was Martin

Caidin, author of 26 aeronautical

books, expressing his views on man's

space challenge. . . . With the

(.ivil War Centennial at hand,

WAAF Chicago has begun a four-

year series entitled Civil War Diary.

Series will consist of daily one-min-

ute capsules of events that occurred

on the corresponding day 100 years

ago. . . . WSB Atlanta is program-

ming the same type of series, except

that its capsules will be five minutes

iu length. . . . With the advent of

the pleasure-boating season, WTIC
Hartford, Conn., and KING Seattle

are la tine hint; marine weather shows.

W'TTC is providing a weekend serv-

ice beginning Friday nights while

KINO is extending its report to

Thursday nights as well. . . . WBUD
Trenton, N.

J.,
has inaugurated a

daily editorial series that will deal

with local problems and activities.

. . . KFRC San Francisco is now
broadcastng 24 hours a day. . . .

WKLW Providence, R. I., began

broadcasting April 3. The 50,000

watt am station, represented nation-

ally by Daren McGavren and in New
England by Foster and Creed, has

a dial position of 990 kc. . . . Storer-

owned WSPD Toledo, Ohio, is now
settled in its new quarters contain-

ing three control studios each of

which is equipped, the station points

out, with a new dual-channel con-

sole, tape equipment and turntables.

BUSINESS SIDE

In addition to programing and oper-

ational changes, the newly-housed

WFAA Dallas has announced the

adoption of a single-rate policy. "We
believe the single rate is fair to all

advertisers," says George K. Utley,

WFAA station manager. He also

notes that the single rate card in-

cludes various package and discount

plans. ... A telephone call will per-

mit potential KYW Cleveland ad-

vertisers to hear examples of current

or forthcoming spots being run on

the station. Called "Tele-Check,"

the system has three separate tele-

phone message repeatei units utiliz-

ing one announcement per unit.

W hat the potential customer hears

over the phone is a KYW person-

ality introducing the spot and then

following it with details on schedule,

frequency, audience reached and
other available information. . . .

KSTN Stockton, Calif., has signed

a 52-week contract with the local elis

tributor for the Douglas Oil Co.

For the first 90 days, the frequency

will be 20 spots a day, with the re-

mainder of the year's contract run-

ning at 24. The one-minute an-

nouncements are aired on the hour
and begin with a time signal jingle.

Copy runs according to the expec ted

audience composition; that is, house-

wife appeal for mid-morning and
afternoon times, the masculine ap-

proach for drive times and copy
geared to teenagers during the early

evening hours. . . . The Automobile
Club of Southern California has

taken a 13-week renewal on KNX
Los Angeles for the sponsorship of

CBS's The World Tonight Spon-

soring the entire schedule of this

season's Chicago Cubs baseball

games over WGN will be Oak Park

Federal Savings & Loan Assoc., G.

Heilman Brewing Co. and Magikist

Services Inc. . . . Chip Steak, a type

of frozen minute steak, has taken

13 weeks of the WEBR Buffalo

Sing Along Spell Down broadcast

Sundays from 3-4 p.m. . . . The
Katz Agency, New York, has been

selected as the national sales repre-

sentative for KSD St. Louis and
WAVE Louisville. . . . KQBY San

Francisco and KBUZ Phoenix, both

Sherry Gordon stations, have ap-

pointed Adam Young, New York,

as their national representative.

. . . KSFE Needles, Calif., has se-

lected Grant Webb, New York, as na-

tional representative. . . . Jupiter

Broadcasting Inc. has purchased

WSAI-AM-FM Cincinnati and has-

appointed Robert E. Eastman Co.,

New York, as national representa-

tive. Ohio Stations Representatives

will handle all Ohio sales . . . WSOC
Charlotte, N. C, is attempting to

stem the tide of depression talk

through its "Business is Good" cam-

paign. Working with the local Cham-

ber of Commerce and Charlotte busi-

ness men, WSOC is broadcasting

periodic statements and facts and fig-

ures on business conditions.
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EXCLUSIVELY

# SPOT

RADIO

"*CREAM OF WHEAT" cereal utilizes the efficiency and flexibility of spot

radio for increasing its total share of the hot cereal market.

Why? . . . Because spot radio sells the cereal market at just the right times

and in just the right market areas.

Spot radio, the exclusive "Cream of Wheat" advertising medium, can work

for you too . . . your H-R man will sell you now.

siMiiftfr fl Representatives
*Through BBD&O, Minneapolis 77?W\ ^



The simple facts about business magazine

Iln the 20 years since 1940, advertising dollars invested
in trade publications have increased from $64,000,000
to $600,000,000 annually — a rate of growth second only
to television.

2
Readership of business publications, according to Mc-
G raw-Hill study, is up sharply since 1950. The reason:
Greater demands on the knowledge and ability of busi-

ness executives who must keep up with the pace and
competition of American business.

3 Today a great need exists for alert, courageous, profes-

sional business publications in every field — publications
that reach their fields.

4 The top book in the average trade field, according to a
widely-quoted McGraw-Hill study, delivers 66% of the
executives allied to that trade category. The top three
publications deliver 92%. It was noted that an increased-
cost-per-qualified reader and a reduced-degree-of-influ-

ence accompanied each publication in descending order.

The stated conclusion was that it pays to concentrate
advertising dollars in the top book or books for your pur-

poses.



advertising and readership are these

5 SPONSOR tops its field by a much wider margin than
the average leader. A survey (not made by SPONSOR)
based on the full agency-advertiser mailing list of a big
national representative showed SPONSOR ahead of

other magazines with a whopping 89.9% readership. A
recent study of New York ad agency readership con-
ducted by a general advertising publication showed
SPONSOR leading its nearest broadcast competitor by
27% in total readers, but—more significantly—some 70%
ahead in the "magazine read most" category.

6 SPONSOR'S page rate ($625) is about 8% less than the
magazine that rates second in most surveys.

7 The busy ad executive is kept fully posted and protected
with one broadcast book specializing in the things he
wants to know. Its new SPONSOR-WEEK, added to the
eight yellow pages, interpretive articles in depth, and in-

formative departments, provide agency/advertiser read-

ers with a complete weekly package. SPONSOR serves a
demanding field and works hard to give it the best serv-

ice possible.

8 Thus, SPONSOR is the one publication fully keyed to your
spot sales objectives. It's the shortest distance between
buyer and seller.



RADIO FOCUS: PEOPLE

PRESENT at creation of WPTE Raleigh, N.C., Wolfpack

Sports Network are: (I to r) Roy B. Clogston and Earle

Edwards of N.C. State College, and WPTFs R. H. Mason.

NEWS ANALYST Dr. John T. Dempsey (I), WJBK De-

troit, and John Grubb, program dir., receive award for Mr.

Dempsey's news show from civic leader Mrs. Alice Spencer.

TRIBUTE from Milch to WEBR
Buffalo for the station's contribution

to "Sing Along Radio." Accepting the

aiuard is WEBR's program director

Bill Schweitzer who helped start idea.

UNITED Community Service award

to WEOL Elyria-Lorain, Ohio, for

radio effort in UCS campaign. Accept-

ing the aiuard from Weldon Case (I)

is Paul Nakel, WEOL general manager.

NEW FCC Chairman Newton Min-

ow (/) meets with Ben Strouse, presi-

dent of the Broadcasters' Club of

Washington, at a special reception.

RADIO FOCUS: PEOPLE
continued p. 66

RADIO if Tv Representatives Assoc. of Atlanta presents awards for best production

of commercials to Liller, Neal, Battle & Lindsey personnel. Making presentation is

Bill McRae (third from I) of H-R Reps. Liller people are (I to r): Pam Tabberer,

William Neal, Mr. McRae, Clay Scofield, Charles Hull and Mary Jean Meadows.



A FULL DECK
of "Musical Sales Effects"
JTQ new sounds that sell - each a new dimension in sound,

UZi offering distinctive sales and programming possibilities.

Here in a single album are fresh, inventive combinations of excit-

ingly original music and sounds custom tailored for your station's

personality.

Be sure to audition "MUSICAL SALES EFFECTS" and the

other dynamic "DRUMMERS"* discs at the SESAC Hospitality

Suite, NAB Convention.

SESAC RECORDINGS -10 COLUMBUS CIRCLE • NEW YORK
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RADIO FOCUS/ PEOPLE
Cont'd from page 64

AGENCIES
With the merger of Geyer, Morey,

Madden & Ballard, New York, and
Western Advertising, Chicago, Don-

ald J. Powers, senior vice president

of Geyer, assumes the chairmanship
of the new Western Division ex< < u

tive committee. Western's president,

Lee H. Hammed, will retain his til le.

. . . In anothei move at Geyer, H.
Victor Hollingshead, former media

director of Grant Advertising's De-

troit office, becomes associate media
director of (lever's Detroit shop.

. . . Ogilvy, Benson & Mather copy

specialist, Pierre Garai is now a vice

president of the firm. . . . Robert i,.

Minicus joins William Esty, New
York, as an account manage] fol I'.

Ballantine &: Sons. . . . New copy
chief ol Ogilw, Benson Jv Mathei is

David B. McCall replacing David
Ogilvy who vacated the position to

devote his time to executive matters.

. . . Curtis Berrien steps into the

newly created duty of creative direc-

tor of Lenncn & Newell. New York,

and assumes position of senioi vice

president. . . . Hal Rover, formerly

with Compton, is now with Stauffer,

Colwcll & Bayles, New Nmk, as vice

presidenl and supe rvisor of the Lip-

ton Tea account. . . . Norma Sti ass-

man is now with Chirurg & Cairns,

New York, as broadcast time buyer,

she was previously with Doherty,

Clifford, Steers & Shenfield. . . . Ed-

ward
J. Schultz is the new executive

vice president and general manager
of Wentzel &: Fluge, Chicago.

REPRESENTATIVES

Appointed to John Blair's Blair

Group Plan stafl are Jay Whalen,
formerly of the Katz Agency; Joseph
Knap, previously with Wesley Assoc.

as media director, and Ralph Mc-
Dermid Jr., former announcer for

the Armed Forces Network in Eu-

rope. ... Pat Gatto of WHEN-TV
has joined Bob Dore Assoc. as man-
ager of the Chicago office and Jack
Sweeney has joined Dore's New-
York office as an account executive.

Sweeney was formerly with Sann 8c

KLelley, newspaper representatives.

. . . Glenn Gilbert is the new man-
ager of the Detroit office of AM
Radio Sales. He comes to AM Radio
1 1 om \vei \ Knodel, I )ei roit. . . . A
top level reorganization at Adam
Young, New York has resulted in

the appointment of James F.

O'Grady as executive vice president

of Adam Young Inc., and Young-Tv.
Stephen A. Machinski is now gen-

eral sales manager and vice presi-

dent ol both companies. . . . Radio
account executive Robert J. Horen
has moved over to the radio sales

staff of the Daren McGavren Chi-

cago office from Radio-Tv Reps,

Chicago. . . . Jack Burke promoted
to the managership ol CBS Radio
Spot Sales, Chicago. . . . Fred Adair,

formerly with MCA, is now manager
of the San Francisco office of Robert
E. Eastman. . . . The Boiling Co.

has appointed Robert S. Hix as the

manage] ol its Denver office.

STATIONS

By implication, "prime time" in

radio would mean that there are

(Cont'd on page 68)

BROADCASTING COMPANY, INC.

t6e

MUSIC NEWS SPORTS

900 1 1000 1 1100 1 1300 1 1490 _
E. E. "Woody'' Erdmcin, President Adam Young Inc., National Representatives Joel Fleming, Vice Pres. -Gen. Mgr.

•7 AM to 6 PM average percentage M;r -Apr. '61 Hooper ' Apr. '60 Pulse
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HAPRILAWARD WINNERS//
Over the years BMI has been proud of the honors awarded to the composers

affiliated with it and to the music, the performing rights of which

it licenses . . . among the honors awarded to music and men during

the month of April, these were outstanding . .

.

1961 PULITZER PRIZE

Walter Piston
Previous Pulitzer Prize winner in 1948

for "SYMPHONY No. 7"

ACADEMY OF MOTION PICTURE

ARTS AND SCIENCES "OSCAR"

"NEVER ON SUNDAY"
by

Manos Hadjidakis
Best Song of 1960 as performed in the motion picture

"Never On Sunday"

And congratulations also to these BMI affiliated

writers who were honored by NARAS (National

Academy of Recording Arts and Sciences) for

their recording achievements:

Ray Charles Miles Davis Gil Evans

Bob Newbart Marty Robbins

THE GOLD MEDAL FOR MUSIC

OF THE NATIONAL INSTITUTE

OF ARTS AND LETTERS
(Presented once every five years)

Roger Sessions

1961 GRANTS

OF THE NATIONAL INSTITUTE

OF ARTS AND LETTERS

Halsey Stevens Lester Trimble

Yehudi Wyner

NEW YORK MUSIC CRITICS CIRCLE

CHAMBER MUSIC AWARO

Elliott Carter

BMI

BROADCAST MUSIC • INC.
589 FIFTH AVENUE • NEW YORK 17, NEW YORK

SERVING MUSIC SINCE 1940 A
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RADIO FOCUS/PEOPLE
Cont'd from page t><~>

some hours that must be considered

"non-prime." According to Stephen

B. Labunski, manager of WMCA
New York, in a speech to the Kansas

Assoc. ol Broadcasters, there should

be "24 hours oi prime time a day by

putting 'prime' ingredients into

every minute ol every hour lor the

benefit of every listener." Mr. La-

bunski went on to sav that "during

the early days of television, radio

stations emphasized the availability

ol vast listening audiences outside

the home—especially in automobiles

—during the 7-9 a.m. and 1-6 p.m.

time slots." But he pointed out that

the concept ol radio's responsibility

lias changed—"merely playing music,

reading commercials and giving

the time and temperature represents

a completely inadequate service to

the listener of the (>0's. What was

once a sure-fire lot inula lot attract-

ing audience and obtaining adver-

tisers has now become a somewhat

tired and unimaginative routine

utterly lacking in the kind of ac-

complishments radio can and should

be making as a major communica-

BECOMING INCREASINGLY MORE

COMPLICATED . . .

YOUR NO. 1

BUY IS STILL

KEWB
In San Francisco, as always, consistently

high ratings . . . consistently low cost-per-thousand

... all day long or all year long. You're

never "out of season" on KEWB, number one

buy in its third year and currently

delivering 101 adults in every 100 homes,

all paying close attention!

PULSE: AUDIENCE COMPOSITION

JAN-FEB, 1961

TOTAL RATED PERIODS

national representatives:

The Katz Agency, Inc.

BROADCASTING CORPORATION "First in Contemporary Communications"

lions medium." And he added,

"While the fundamentals are all

right, we cannot and must not stop

there and l>c satisfied with such use

of the airwaves without some better,

more substantial purpose if we arc to

be responsible broadcasters and c us

todians of a public trust."

Richard C. Sheppard is the new
manager of WGR Buffalo. He held

the same position with WHAM
Rochester. . . . Theodore H. Wal-

worth Jr. has been elected vice presi-

dent and general manager of WNBC
and WNBC-TV. He was formerly di-

re< lor of sales for WRCV-TV Phila-

delphia. . . . John J. Heywood is the

new vice president and treasurer of

the Crosley Broadcasting Corp.,

Cincinnati. Mr. Heywood left the

position of director of business af-

fairs with NBC-TV to join Crosley

firm. . . . Jay Spurgeon has been

promoted from account executive to

station manager at KMEO Omaha.

. . . WDTM (FM) Detroit now has

the services of George S. Milroy as its

sales manager. . . . The new KISN
Portland, Ore., sales manager is Don
Hedges. . . . Terrence S. Ford moves

up to the position of promotion di-

rector of WHK-AM-FM Cleveland.

. . . Dick Kelliher is the new na-

tional manager of KFRC San Fran-

cisco. He was with Adam Young,

New York, as assistant national sales

manager. . . . W. Lee Roddy has

been named director of sales for

K.MLA-FM Los Angeles. . . . Gene

Loffler former general manager of

KCOG Centerville, Iowa, is now

manager of KVOY Yuma, Arizona.

. . . Robert Jenkins is the new gen-

eral manager of KMNS Sioux City,

Iowa. . . . Tom Lawrence formerly of

Look magazine has joined the sales

staff of WRCV Philadelphia. . . .

Jeff York is the new general manager

of KSON San Diego. . . . New man-

ager of WKNB Hartford, Conn., is

William F. Schnaudt. . . . Bill Fallon

of WICE Providence, R. I., has been

promoted to the post of national

sales manager. . . . Ronald R. Wren

is the new manager of advertising

and promotion for KGO San Fran-

cisco.

NETWORKS

In a chain of top administrative re-

(Cont'd on page 70)
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This issue

of U. S. RADIO

is representative of

those

to come

If radio

advertising is

important to you

then U. S. RADIO

is, too

V. S. RADIO
is dedicated to radio.

It probes radio

problems, chechs

radio facts, presents

the true importance

of radio—
constructively,

forcefully,

impressively. It is

your window to

better use of radio.

Its dedication to

radio advertising

is total and complete.

You need

V. S. RADIO
in your own name.

USE CARD ATTACHED!



These three Collins dynamic microphones feature the

Dynaflex non-metallic diaphragm. They're handsomely de-

signed, yet rugged enough to take in stride temperature

extremes, shocks and humidity. The Dynaflex diaphragm

gives you a smooth response over a wide frequency range.

COLLINS RADIO COMPANY CEDAR RAPIDS, IOWA DALLAS. TEXAS BURBANK, CALIFORNIA

M-40 response 40-20,000 cps • output —57 db * 9'/i inches long, 1 inch in diameter • J J

ounces. M-30 response 50-18,000 cps. • output —57 db • 6V2 inches long, IV* inches in

diameter at head • 16 ounces. M-20 response 60-18,000 cps • output —57 db • 4 inches long,

I inch in diameter • V/i ounces. For more information contact your Collins sales engineer or write.

O
B

LOBSTERADIO
AOAUJPA.

MAINE

Buying the top "35"

Then you must include

"Lobsterland" — MA
Uniform product distribution

Single Medium Coverage —
LOBSTERADIO

$ 1 V2 billion Consumer
Spendable Income

Nearly One Million
Consumers

Ratings as high as 7.6

Rates as low as $27 for

minute spots

Markets?

MARKETS®r

LOBSTERADIO
EXECUTIVE OFFICES:

Columbia Hotel,

Portland, Maine

TEL. SPruce 5-2336

MANAGER: MEL STONE

] RADIO ENTITY WITH

8 TRANSMITTERS

REPRESENTED BY:
NEW YORK: Devney-O'Connell Co.
BOSTON: George Eckels & Co.
CHICAGO, DETROIT, WEST COAST:
Daren F. McGavren Co., Inc.

PORTLAND

BANGOR
LEWISTON

WATERVILLE

CARIBOU

AUGUSTA

RUMFORD

SANFORD

RADIO FOCUS/PEOPLE

Cont'd from page 08

alignments in sales at CBS Radio,

William W. Firman becomes the

network's assistant general sales man-
ager. Cornelius V. S. Knox [r. re-

places Mr. Firman as eastern sales

manager. Wayne Wilcox, account

executive on CBS' Detroit sales staff,

lakes over the managership there.

George H. Gallup takes over the job

ol Pacific Coast sales manager and
Craig Rogers will leave his West
Coast sales job for a position on
the New York sales staff . . . Richard
N. Goldstein is now dire< tor ol Labor

relations foi NBC . . . Walter Porges

has been appointed news editor in

the AliC Radio newsroom.

INDUSTRY-WIDE

The following 13 broadcasters have

been elected to the NAB radio board

ol directors: District 1, Carleton I).

Brown, president, WTVL Water-
ville. Me.; District 3, John S. Booth,

president. WCHA Chambersburg,
Pa.; Distric t 5, James L. Howe, presi-

dent, \\ IRA Fort Pierce, Fla.; Dis-

ti ic t 7, Hugh O. Potter, general man-
ager, WOMI Owensboro, Ky.; Dis-

nici 9, George T. Frechette, general

managei, W'FHR Wisconsin Rapids,

Wis.; District 11, Odin S. Ramsland,

general manager, KDAL Duluth,

Minn.; District 13; Boyd Kelley,

president. KRRV Sherman, Tex.;

District 15, B. Floyd Farr, general

manager, KEEN San Jose, Calif.;

District 17, Ray Johnson, general

manager, KMED Medford, Ore.;

large stations category, John S. Hayes,

president, WTOP Washington, D.C.;

medium stations, Willard Schroeder,

president. WOOD Grand Rapids,

Mich.; small stations, Ben B.Sanders,

president, KICD Spencer, Iowa; fm
stations, Ben Strouse, president,

WWDC-FM Washington, D. C. . . .

Mr. Strouse has also been named
chairman of the nominating com-

mittee of the Associated Press Radio

Sc Television Assn. . . . Robert Keefe,

vice president of XBC Spot Sales, has

been elected president of the Asso-

ciation of Broadcasting Executives

of Texas. . . . Florence T. Rowley,

retiring librarian of the American

Association of Advertising Agencies,

New York, has been replaced by

Marilyn Modern.
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THE GOOD HUMOR MAN
Cont'd from page 3 (

.)

provided more complete comparative

information, and showed cumulative

frequency impressions thai surveyed

the degree ol coverage <>l all listen-

ers in a given market. By going in

for fuller breakdowns of markets,

the research area h;is given the im-

pression ol being generally more re-

:i 1 isi it and objective.

"I'd say. though, thai it still has

a long way to go. It is still too diver-

gent; different services will come up
with differing results in the same
markets. Worse, reps will not be
consistent with any service.

"Also, not enough is being done
to tap a hidden source of strength

—

the out-of-home listener. There
should be a method developed that

will regularly survey automobiles, as

well as estimate the impact of the

new transistor radios that are sold

by the millions.

"All too often, stations concen-

trate all their big promotional efforts

only during 'rating week.' This is a

case of the tail wagging the dog

—

rating services being pandered to in

programing—and it fools nobody.

"4. Tv Psychosis. Six years ago,

radio men were hypnotized by tele-

vision. They were either fighting it

or letting it get them terribly dis-

couraged; like some kind of obses-

sion, television was the chief topic

of conversation wherever radio peo-

ple gathered.

"Today, the pendulum has swung

in the other direction. Radio has

demonstrated a capacity to stand on

its own feet. Radio salesmen have

replaced much lost national business

with more local business, often with

advertisers that had never before

used the radio medium. Adversity

bred ingenuity in selling that has

paid off handsomely.

"Time and again radio has dem-

onstrated its selling impact. As a

test, we once inserted a line in our

Good Humor ad copy telling young-

sters not to ask their Good Humor
man for the secret of the ice cream's

smoothness. That very night, every

Good Humor salesman in the area

demanded that the company brief

them on the secret—because the kids

had been pestering them about it

all day long. We know that radio

hits hard.

"But here I would like to suggest

that the pendulum has swung a little

too far. In establishing its own
niche, radio has been concentrating

too nuu li on just that its own
niche. The 'Tv Psychosis' lias been

replaced by a Radio Narcissism'

radio staring at its own reflection ol

local impact and llexibiliu seems to

be disregarding other significant as-

pects of the total marketing picture.

"Radio must put itsell in the ad-

vertiser's shoes. II ladio can stop

trying to sell only radio and instead

show how radio's flexibility and local

impact can add importantly to an

overall marketing plan, (hen it will

be opening whole new vistas of sales.

"We all know that spot sales are

down sharply in the first quarter ol

this year—only the imaginative sales

force can be expec ted to do well.

"I would urge radio men to add to

their staffs a marketing group, which

knows how to sell the concept of

radio advertising

—

and how it jits

the overall marketing plan—to the

advertiser who will welcome a sales

lorce that has his interests in mind.

"5. Sales Promotion. This area

has not seen much improvement over

the past six years. Sales promotion

still consists largely of sending irrele-

vant souvenirs, cute gimmicks and

other items to buyers and reps. Sales

promotion should draw more heavily

on good research and merchandising

of good comment.

"That's my assessment of where

radio stands in those five critical

areas today. Briefly, I'd say this is

what has to be done right away:

a. Price spots fairly and stick to

your price.

b. Be more businesslike in bill-

ing—get simple, uniform forms

and get them out on time.

c. Program to get roots in a com-

munity.

d. Key your research to your ad-

vertiser's total marketing pic-

ture—show where radio fits in

naturally and significantly.

e. Go after the 'bright young

men.' In the teeth of tv's glam-

our, radio must attract the en-

thusiastic young people that

can keep radio changing.

"In sum, we've seen a lot of

changes in the past six years. A lot

more is needed. As Bruce Barton

used to say, 'When you're through

changing—you're through.'
"

Review, please,

the latest survey

of your choice:

Nielsen

Hooper

Pulse

Trendex

Verifak

Conlan

Unbelievable

unduplicated audience

in the

Louisville Metro Area

belongs to WKLO
Need we say more?

see

robert e.

eastman & co., inc.

Other Air Trails Stations:

WING, Dayton, 0.

WCOL, Columbus, 0.

WIZE, Springfield, 0.

WEZE, Boston, Mass.
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HOW we can offer you

PROVEN
RESULTS*

with these

TELE-BROADCASTER STATIONS

in Hartford -

(CONNECTICUT)
|

in Kansas City-]

in Los Angeles-
(SPANISH LANGUAGE
MARKET)

'

in San Francisco -

(SAN MATEO)

*T0P RATINGS IN

AUDIENCE

MORE LISTENERS

PER DOLLAR

* SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
STATIONS

For facts & figures CALL

A TELE-BROADCASTER STATION

KUDL
KALI
KOFY
BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES

a.WGY
being listened to

rather than just
being heard is the

difference between
selling and not
selling. People
listen to WOY
because they like

WGY PERSONALITY
PROGRAMMING.
That's why WGY
will sell for you
in Northern New
York and Western
New England. 982-20

REPRESENTED NATIONALLY BY
HENRY I. CHRISTAL COMPANY

WGY 810 KC,

50 KW

A GENERAL ELECTRIC STATION

ALBANY • SCHENECTADY • TROY

NAMES & FACES

Stuart I. Mackie, formerly a salesman in the

Chicago office of Avery-Knodel Inc., has taken

over the managerial reigns of the Detroit op-

eration. Mi . Ma( kie started in broadcasting in

1948 in Minnesota, doubling as salesman and

talent. He joined Avery-Knodel in Chicago

in |une 1957 selling time for radio. Later, he

moved ovei to tv sales gaining experience in

that medium. Even while in the service he

put his radio training to good purpose by

aiding the Armed Forces Radio Service in

establishing the first station in Korea to be operated by the military. Before

entering the broadcasting arena, he performed sales and public relations

duties for the Chicago Title & Trust Co.

Clifford
J.
Barborka Jr. opens the door to his

newly organized Better Broadcast Bureau Inc.

on June 1. In doing so, he ends a nine-year

association with the John Blair & Co. as a key

radio executive. The BBB will provide crea-

tive selling services to representatives and

stations as well as programmng and produc-

tion material to broadcasters. Mr. Barborka

joined Blair in 1952 as an account executive

in the Chicago office. In 1955, he became radio

sales manager of that office and two years later

was elected a vice president. In 1959, he moved to the New York office to

organize the creative and marketing services division, an adjunct of the

Blair Group Plan.

Harold B. Simpson, media specialist, has spent

all of his 12 years in advertising with the Wil-

liam Esty Co. From a beginning in the lower

echelons of the time and space buying depart-

ments of the New York advertising agency,

he has moved up to his current promotion as

associate media director. During the time of

his growth as a media specialist, much of his

experience has been closely aligned with the

sound medium. In 1960, Mr. Simpson was

honored with the Silver-Nail Timebuyer of

the Year Award presented to him at the annual luncheon sponsored by the

Station Representatives Award Committee. His education includes a degree

from Colgate University, and after graduation, two years with the U.S. Navy.
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Herb Mendelsohn is the new sales manager
for WABC New York. On April 17, he as-

sumed the responsibility for all local accounts

with the ABC flagship station. In the area of

national sales, Mr. Mendelsohn will be closely

associated with the station's representative,

John Blair 8c Co. His working knowledge of

the New York market has been gained

through his experiences over the past five

years as an account executive with WINS.
Earlier sales experience in another field was

gained through his association with the Hart Publishing Co., where he held

the position of sales manager. A native of New York as well as a graduate

of Queens College, Mr. Mendelsohn and his wife and their three sons live

in Kew Gardens Hills, Long Island,

Walter A. Schwartz, Westinghouse Broadcast-

ing Co.'s new national radio sales manager,

has taken over the position formerly held by

Perry Bascom, who has moved to Cleveland

to take over the job of general manager of

KYW radio. Now that Mr. Schwartz is in

charge of the radio sales managership, his

former position as head of AM Radio Sales'

Detroit office has been filled by Glenn Gilbert,

previously with Avery-Knodel, Detroit. Mr.

Schwartz opened the Detroit office in May
1959 and before that was sales manager of WWJ Detroit. In addition to

his sales experience, he was at one time an announcer and also served on
the Air Force headquarters staff in Korea.

Franklin Sisson is the new station manager of

WWJ Detroit. In assuming this position, Mr.

Sisson makes the transition to radio from tv.

He is the former local sales manager of

WOOD-TV Grand Rapids, Mich. He got his

start in the broadcasting business with WKLA
Ludington, Mich. Among his many activities

in the broadcasting industry, Mr. Sisson has

on several occasions appeared as a public

speaker with the touring panels of the Better

Music Inc. clinics, speaking on the many prob-

lems of station programing and promotion. During World War II. he was
a special services officer of X Corps in the South Pacific. In addition, he is a

member and former president of the Grand Rapids Optimist Club.

KFAL RADIO
FULTON, MISSOURI

DOMINANT FARM RADIO SERVICE

76 hours of farm radio a week
. . . Interesting, pertinent and
factual information and pro-

gramming for farmers.

"Smack in The Middle" of the Cross-

roads of the Nation! Dominating a

vast moving audience, travelers, and

vacationers going everywhere all year

long ... On U.S. 40, and U.S. 50—
both transcontinental highways, and on

U.S. 54 Chicago to the Southwest.

From Border to Border in Missouri,

KFAL RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and entertain-

ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts
,,M

!iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii!iiiiiiiim

looking for more

Business?

Ad-image, Inc. combines cus-
tom- produce! singing commer-
cials with a unique sales
plan to help you sell new
advertisers. For the whole
story write:

intac^e, ^rnc.

527 MADISON AVENUE.

NEW YORK 22. N. T.
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atWGY.
being listened to

rather than just
being heard is the

difference between
selling and not
selling. People
listen to WOY
because they like

WOY PERSONALITY
PROGRAMMING.
That's why WGY
will sell for you
in Northern New
York and Western
New England. 982-20

REPRESENTED NATIONALLY BY
HENRY I. CHRISTAL COMPANY

810 KC,

50 KWWGY
A GENERAL ELECTRIC STATION

ALBANY • SCHENECTADY • TROY

TIMEBUYS C<»ir<l from page 16

GOOD HUMOR CORP.

Agency: MacManus, John ir Adams
Inc., New York

Product: ICE CREAM

Good Humor men donned uni-

forms April 1, were followed up by

intensive weekend radio campaigns

beginning April 2!) in New York,

New Haven and Hartford, Conn.

1 atei ,
Philadelphia and Chi< ago

will join the campaign. In New Yoi k

City, stations will carry as mail) as

122 spots a weekend. The I I -week

campaign will he split in blocks of

III. two and two. The first 10 weeks

will t un through July 1 holiday, then

off two weeks, in for two, off two

again and hack in lor two more,

bringing the campaign to a finish

on Labor Day weekend. Cleveland

will gel special campaigns for July 1

and Laboi Da) only. Each commer-

cial w ill have some < op) hook that

Good Humor can count on to meas-

ure effectiveness of the spot drive.

Estimate of campaign cost: $200,000.

fack I w my is timebuyei

.

B. F. GOODRICH CO.

Agency: IHiDO Inc., New York

Product: riRES

The tire-maker launched a spring

campaign late in April which is ex-

pected to inn lor 12 weeks. Some (»l

the 20 01 30 markets used are majors.

Morning and evening drive times

were favored. The number of sta-

tions used runs from one to three in

each market. Transcribed minute

announcements have dealer tags.

Co-op money was earmarked for

most of the buy. Marvin Shapiro is

timebuver.

GROVE LABORATORIES

Agency: Doherty, Clifford, Steers &
Shenfield Inc., New York

Product: AM MEN'S MEDICATED POWDER

Ammen spots will hit the airwaves

Ma\ 21 in 35 markets. This will be

a single station buy in all markets.

Spots are minutes, et's. Larry Reyn-

olds is the buyer.

JOHN HANCOCK MUTUAL LIFE

INSURANCE CO.

Agency: McCann-Erickson Int.,

New York

Product: LIFE INSURANT!

John Hancock's spring ladio cam-

paign opens in 15 markets on May
29 for a nine-week run. Markets are

scattered; markets on the West

Coast are being handled by M-E's

San Francisco office. Minute ets will

run in traffic hours, with sonic- news

and spoils adjacencies, as the com-

pany bids lor the male listener. Fre-

quencies will hit 10 to 12 spots per

station per week. In the planning

stage: a repeal of the same campaign

ihis fall. Phil Stumbo is timebuver.

HILLS BROS.

Agency: N. W. Ayer b Son Inc.,

I'h Hade lf> liia

Product: COFFE1

A new flight for Hills stalls this

month in 191 markets spread

throughout the Midwest and West.

The campaign is scheduled for a run

of lour weeks. Frequencies go from

a low of 20 to a high of 300 spots

per week in various markets. Mon-
day through Frida) is the preferred

time of week, with earl) morning

the best time of day. Spots are re-

corded in one-minute and 30-seconcl

lengths. Hills Bros, is in baseball,

loo, taking one-third of Minneapolis

Twins' games. Paul Ki/enberger is

the time Inner.

QUAKER STATE OIL

Agency: Kenyon ir Eckhardt Inc.,

New York

Product: MOTOR OIL

Ouaker State launches its annual

spot radio drive May 22 in 150 mar-

kets. Two stations per market will

get the schedules. Live one-minute

announcements will be delivered by

early morning d. j. "personalities."

This campaign will run for 13 weeks,

with frequencies ranging from five

to 15 spots a week. Lucy Kerwin is

timebuver.
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FALSTAFF Cont'd from page 81

O'Brian makes clear. "I( is possi-

ble," he says, "thai l>oth a national

Spol and local distributor campaign

will run simultaneously in one mar-

ket, perhaps on the same stations."

Thus, it is conceivable that during

baseball or football seasons, certain

markets and stations may be airing

Falsi a fl spots from eac h of the com-

pany's three programs.

With such coordination and depth

in its advertising, it is small wonder

that Falstaff has made great strides

in expansion over the last decade.

Its distribution has grown with the

opening of new plants. And, it is

reported, the company has merged

with or bought out more breweries

than any of its competitors since

1952. Five new plants have been set

in operation since that year.

It was in 1952 that Falstaff pur-

chased a brewery in San Jose, Calif.,

and started production on the West

Coast. In 1954, the company ac-

quired a plant at Fort Wayne, Ind.,

and began opening new markets to

the north and east. In 1956, the

company reversed its outward ex-

pansion by purchasing breweries in

Galveston and El Paso, Tex., a state

where the beer had long been dis-

tributed. In 1957, it absorbed a

brewery in St. Louis.

Two other plants are operated in

St. Louis, one in Omaha, Neb., and
another in New Orleans, La.

Currently, Falstaff has distribu-

tion west of the Mississippi River,

in the South, and in certain midwest-

em states. Its beer is sold in 28

states which encompass 40 percent

of the country's population. In

1960, markets were opened in the

Carolinas and parts of Florida.

An avowed Falstaff goal, stated by

the president in the company's re-

cent annual report, is national dis-

tribution and supremacy in beer

sales.

It is somewhat significant that,

among the top six brewers in the

country, all distribute nationally but

Falstaff, which is in third place. Fal-

staff gained 3.5 percent in 1960, ac-

cording to figures reported in Mod-
ern Brewery Age.

Expansion of Falstaff's marketing

area has proceeded according to a

pattern established early in the com-

pany's history. Rather than spread

s.i l»s t In ii l\ to covei .i wnlc area, i lie

company lias concentrated on gales

in depth fairly close to the point ol

produi I ion.

Whe n popularity ol the produt I

made it necessary to ship grealei dis-

tanc es, anothci bicwci \ would be ac -

quired to set vic e newly-won ictti-

tory. Through this stepping-stone

method ol consolidating gains, then

rea< hing out, Falstafl has maintained

a steady growth. In 1960, company
sales reached a record figure ol I.

911,196 b.mels, an increase <>l 165,-

000 barrels over 1959. (.miss sales

totaled $154,083,666 foi I960, a jump
of $4,651.1 19 over the previous year.

I oi advertising, it is estimated)

falsi. ill spent approximately $2.21

pri batte l. About one tenth, ol SO. 20

pci barrel, was spent on radio

rhird-place Falstafl also inns

third in the nuinbci ol advertising

dollars spent, lis outlays are expect-

ed to grow; the addition oi the Los

Angeles Angels' games to its spoils

line-up has already boosted the 1961

budge) considerably.

Hy strengthening its advertising

program and opening more- markets,

Falstall's immediate goal is to in-

crease sales by 500,000 ban els this

year. Its long range goal: to become
the United States' biggest brewer.

QOH'T MOVE.

THAT DIAL!

I want to heat

KAKC...

Tulsa's

QUALITY

station

There are many definitions of the word- "quality" but

it all boils down to an opinion of the majority of the

people. While quality means one thing in one place,

it may mean an entirely different thing in another.

In Tulsa a majority of the radio listeners have pre-

ferred the new KAKC for over 4 years and still do!

Yes, in Tulsa Quality means the new KAKC. The
listeners know it and so do the advertisers who use

the new KAKC. Why don't you use it too?

Hi, I'm K. A. Casey . . . here to offer you the

quality radio "buy" in Tulsa. Call your Adam
Young representative and see for yourself.

FIRST TULSA

KIOA
DES MOINES

KBEA/KBEY-FM
KANSAS CITY

STATION
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atWGY
being listened to

rather than just
being heard is the

difference between
selling and not
selling. People
listen to W G Y
because they like

WGY PERSONALITY
PROGRAMMING.
That's why WGY
will sell for you
in Northern New
York and Western
New England. 982-20

REPRESENTED NATIONALLY BY
HENRY

WGY
A GENERAL ELECTRIC STATION

ALBANY • SCHENECTADY • TROY

RESTAURANT

voiyiN

CHRISTAL COMPANY

810 KC,

50 KW

Cuisine Exquise . . . Dans

Une Atmosphere Elegante

575 Park Avenue at 63rd St.

NEW YORK

Lunch and Dinner Reservations

Michel : TEmpleton 8-6490

ittons

OPEN LETTER
Cont'd from page 28

There is much i<> be said for this

state of affairs. Indeed we believe

that it is the healthiest possible siate.

But we also recognize that the enor-

mous decentralization ol radio's

power makes it very difficult for the

industry to act with authority and
decision when broadscale and far-

reaching matters are at stake.

15 years ago, when 889 of the na-

tion's 1,062 stations were network
affiliates, the networks spoke for the

industry. Today, with over 2,200 ra-

dio stations independent!) operated,

and both network schedules and in-

fluence much reduced, no such lead-

e] ship is possible.

Indeed, the varying and often con-

flicting opinions and convictions of

today's radio station men, seem
sometimes to foster a permanent
state of disagreement.

Yet we are convinced that a strong
healthy industry must have avail-

able, when necessary, structures

through which strong leadership can
be exerted.

We believe that the NAB is poten-
tially the strongest single source of

radio leadership. We say this with
due respect for the vital role RAB
lays on the dollars and cents front.

We were happy to note that in your
Palm Springs speech you said:

"NAB is not as representative of

our American radio broadcasters as

it should be. We now have only a

bare majority in our membership."

We are delighted to know that you
are stepping up the drive to make
NAB more truly representative of

radio, and that you will devote in-

creasing attention to structuring the

N \P> so that it can provide the kind

of leadership which radio needs.

5. Radio Needs a Voice

Finally, we are convinced that ra-

dio, more than any other medium
and certainly more than tv, needs a

powerful, vibrant, and truly national

voice of its own.

The blunt fact is—radio's story

has not been told adequately in

many quarters which are of primary

importance to the medium.
Radio today receives only $675

of the country's $12 billion advertis-

ing budget. Its volume of national

advertising dollars is just slightly

ahead of thai spent for billboards or
Made publications.

Jts prestige among certain large

national advertisers and agencies is

very high. Bui there are far too

many important advertising accounts

and advertising men who are not

sold on the medium.

Furthermore radio selling, because

of the decentralized, even fragment-

ized nature of the industry, tends to

emphasize only specific stations,

groups or networks, rather than the

overall virtues of the medium.
We do not mean to minimize the

much fine work that is now being

done by stations, station represen-

tatives, tiade associations, and trade

papers in radio promotion.

But we are positive that much
more is needed.

Radio's story must be told on a

broader scale. And it must be told

in depth. That, as we conceive it,

is the special mission of u. s. radio.

u. s. radio will present in coming
months a continuing series of in-

depth studies on radio usage by ma-
jor American industries—the auto-

motive business, the food business,

the drug business, for example.

We shall provide meaningful facts

and figures on all phases of radio re-

search, and propose to keep ahead

of the field in significant reporting of

radio research activity.

The pages of u. s. radio will be

studded with important case his-

tories of commercial successes ob-

tained through the radio medium.
And we shall aim to provide, with

every issue, a variety of useful sales

tools which can be employed in tell-

ing and selling the radio story.

Finally, u. s. radio will be a cru-

sading publication. We shall fight

and fight hard for radio's welfare on
every industry front. We shall not

hesitate to praise whenever we find

things to praise. On the other hand,

we shall not hesitate to criticise any

person or institution, outside or in-

side the industry, who seems to be

acting contrary to radio's best in-

terests.

This, Governor Collins, is our

credo. This is the foundation on
which we are building u. s. radio.

And we shall look forward to pub-

lishing in our next issue your reply

and reactions to these remarks.
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LETTERS from pag

EDITORIALS AND TALK

I lead with considerable interest

your article entitled Editorializing

Results in the February issue of u. s.

radio. I thoughl you might be in-

terested in a lew facts concerning
what has probably proved to be one
of the most extensive experiments in

editorializing by a radio station in

Canada.

The reaction of the public to our
daily editorials, broadcast for the

past 18 months, has been so great

that we have created a special de-

partment to handle correspondence
and to meet requests for texts.

We have editorialized on every

imaginable subject and more than
500 copies of these editorials go out
every week in response to requests.

Yes, we at CJMS certainly agree

that "editorializing gets results!"

LOUISE De BROIN
CJMS
Montreal

I was delighted to see your fine ar-

ticle in the February issue of u. s.

radio on the subject of "news and
talk" expansion in station program-
ing. We have a prime interest in the
subject because for years we have
projected a concept of "talk" in New
York.

Since 1956 our programing has
consisted of "talk" shows, and we
believe we pioneered the concept,
still prevailing, of the 15-minute
news-on-the-hour broadcast. Our
other segments are almost totally oc-

cupied with personalities, reports,

interviews and conversations. As a
matter of fact, between the hours of

8 a.m. and 4 p.m. not a record is

spun on WOR.
We are delighted to see by your

article and by other studies that our
approach to programing is no longer
a phenomenon, but a trend that is

spreading rapidly.

MILTON ROBERTSON
Director, Press ir

Special Programs
WOR New' York

Thanks for the wonderful coverage
in your great public affairs issue.

ALICE KOCH
Promotion Manager
KMOX St. Louis
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ITA\. proudly announces

a COMPLETE line ofINCORPORATED

BROADCAST EQUIPMENT

AM
All Powers— 25 Watts

to 50KW. Dependable

High Level Modula-

tion. High Efficiency

Circuitry. Automatic

recycling. Remote Con-

trol, Power Cutback,

Conelrad.

FM
10 Watts to 35KW. Su-

perior Phase Modula-

tor. No Neutralization

Controls Required.

Modern Long Life Ce-

ramic Tubes. Multiplex

and Remote Control.

AUDIO

Consoles — Single,

Double, Triple Chan-

nel; Stereo; Turn-
tables; Transcription

Equipment; Amplifiers

—Limiting, AGC, Line,

Remote and Monitor-

ing; Microphones; Ter-

minal Equipment; Test

Equipment.

AUTOMATION <?•*
Guaranteed to be the most practical radio

automation system ever devised. De-

signed and manufactured entirely by

ITA, Inc.

All ITA Products Feature the Following:

Economically Priced Free installation Supervision Silicon Power Supplies

Conservatively Rated Instantaneous Field Service

Field Proven Conventional Circuitry Standard Parts

Accessibility of all Components Flexibility of Application

BROADCAST DIVISION
130 EAST BALTIMORE AVE., LANSDOWNE, PENNSYLVANIA

CLearbrook 9-8200
Offices—Dallas • Los Angeles • Sacramento • Cincinnati • Chicago

• New York • Philadelphia • Atlanta

"A Complete Broadcasting Service"
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. . a total commitment

designed to

enslave a total world"

Jefferson Standab:oBOADCASTING COMPANY

March 10, 1961

Mr. Norman R. Glenn
Edicor 6> Publisher
SPONSOR
40 East 49th Street
New York 17, New York

Dear Norman:

Enclosed Is an exact copy of a letter which a young Communist
sent to a friend of his back in the United States.

The letter appeared in "Presbyterian Survey" - - a very fine
publication of the Presbyterian Church. In reproducing it,

the editor made one of the most profound and thought-provok-
ing observations I've ever read. He said, "We think this
letter shows more graphically than any editorial what total
commitment means." He went on to say, "Are we as committed
to the truth as this young Communist and millions like him
are committed to an empty hope?"

To a great majority of people in the Free World, particularly
people in America, this kind of dedication is unheard of.
They simply cannot believe that the architects of Communism,
Karl Marx, Lenin, et al, could possibly have such influence
on any human being. I feel that to defend and protect free-
dom as we know it today, it is Imperative that all people in

the Free World understand the inner feelings of those who are
determined to destroy it. I am hopeful, therefore, that you
- - through your widely read publications - - will give the
enclosed letter as much publicity as you see fit.

We simply must convince Americans and as many of our friends
in the Free World as possible that Communism is by no means
just another political party. It is a form of religion
a complete dedication . .... .a total commitment designed to
enslave a total world.

Sincerely yours



A young communist writes . . . "What seems of first importance to you is to

me either not desirable or impossible of realization. But there is one thing about which I

am in dead earnest—and that is the socialist cause. It is my life, my business, my religion,

my hobby, my sweetheart, wife, and mistress, my bread and meat. I work at it in the day-

time and dream of it at night. Its hold on me grows, not lessens, as time goes on. I'll be in

it the rest of my life. It is my alter-ego. When you think of me, it is necessary to think of

socialism as well, because I'm inseparably bound to it.

"Therefore, I can't carry on a friendship, a love affair, or even a conversation without relat-

ing it to this force which both drives and guides my life. I evaluate people, books, ideas,

and notions according to how they affect the socialist cause and by their attitude toward it.

"I have already been in jail because of my ideas, and if necessary I am ready to go before

a firing squad. A certain percentage of us get killed or imprisoned. Even for those who

escape these harsher ends, life is no bed of roses. A genuine radical lives in virtual pov-

erty. He turns back to the party every penny he makes above what is absolutely necessary

to keep him alive. We constantly look for places where the class struggle is the sharpest,

exploiting these situations to the limit of their possibilities. We lead strikes. We organize

demonstrations. We speak on street corners. We fight cops. We go through trying experi-

ences many times each year which the ordinary man has to face only once or twice in a

lifetime.

"And when we're not doing these more exciting things, all our spare time is taken up with

dull routine chores, endless leg work, errands, etc., which are inescapably connected with

running a live organization.

"Radicals don't have the time or the money for many movies or concerts or T-bone steaks or

decent homes and new cars. We've been described as fanatics. We are. Our lives are

dominated by one great, over-shadowing factor—the struggle for socialism. Well, that's

what my life is going to be. That's the black side of it. Then there is the other side of it.

We Communists have a philosophy of life which no amount of money could buy. We have

a cause to fight for, a definite purpose in life. We subordinate our petty personal selves

into a great movement of humanity. We have a morale, an esprit de corps such as no

capitalist army ever had; we have a code of conduct, a way of life, a devotion to our cause

that no religious order can touch. And we are guided not by blind, fanatical faith but by

logic and reason, by a never-ending education of study and practice.

"And if our personal lives seem hard or our egos appear to suffer through subordination

to the party, then we are adequately compensated by the thought that each of us is in his

small way helping to contribute something new and true, something better to mankind."

reprinted from the

PRESBYTERIAN SURVEY

A SERVICE OF SPONSOR PUBLICATIONS INC.



Our complete staff of 22 includes three

full-time newsmen who are college

graduates. These specialists are sup-

ported by full coverage of the Asso-

ciated Press; a reciprocal agreement

and cooperation of the entire repor-

torial staffs of The Roanoke Times, The

Roanolce World-News and the news staff

of WDBJ-TV. Give your advertising

extra impact. Use WDBJ, CBS in West-

ern Virginia!

And here's a real big bonus:

When you buy WDBJ you get

Both AM and FM

ONE OF NEW YORK'S

FINER HOTELS
On the city's most famous
thoroughfare, 5th Avenue in

exclusive Washington Square.

Spacious single rooms from $10

daily. With air-conditioning from

$ 1 2-$ 14. Lavish 2 & 3 room apart-

ments with serving pantries.

Television available.

SPECIAL RATES
on a monthly

basis. Additional

substantial

savings, on

unfurnished and

furnished

apartments

on lease.

Write for descriptive brochure

N. Scheinman. Managing Director

ivemie

Hatd
24 FIFTH AVENUE at 9th STREET

RADIO'S IMAGE

Cont'd from page 35

II radio is going to be the power
that it once was, if it's going to re-

ali/e cadi ounce ol its potential, it

must go out and sell the other major
agencies.

"W hat's more, radio has got to get

more advertisers. It must bring back

the soap and the food advei i isei s."

Bui to get the big advertisers and
agencies back in its barnyard, Mr.

Papazian thinks that radio has to

give the decision-makers the facts

that will do them the most good.

"Nobody knows enough about ra-

dio," he contends. "Which counties

are covered by each station? How
many homes are reached? The most

recent survey that gives us this in-

formation is already five years old.

That is the Nielsen Coverage Study,

NCS #2, 1956. (Ed. note: NCS #3,
'61 is now in preparation, scheduled

to be released this summer. At last

report 329 stations and 38 agencies

are cooperating in the radio study.)

"What agencies are faced with to-

day is using NCS '56 and trying to

interpret its research in terms of to-

day's advertising needs. Now, how
can an agency sell a client a valid

campaign on these terms? It just

isn't good business.

"Furthermore, the problem is one
of communication. How can 3,000

stations local in nature communicate
their various images and facts about

their audiences and markets without

some kind of centralization?

"As an example of this problem
on a small scale, let me cite some
agency reaction to Hooper showings

of fm listening. Hooper is beginning

to show some fm stations with high

tune-in in some markets. But what
does this mean to an advertiser, ex-

cept for the fact that fm is gaining

some strength? Unless there is a sur-

vey that shows relative strength and

audience characteristics from market

to market, the Hooper fm showings

don't mean a thing for the medium
as a whole.

"There is the same sort of irregu-

larity going on in am radio, too. If

you multiply these problems into na-

tional terms, think of the mass con-

fusion it causes among agencies and

advertisers when they must make
sound media decisions on this con-

flicting and unrelated information."

80

The question arises: What infor-

mation would agencies like to have
that they don't have know?

Answers the media analyst:

"There are definitely facts missing

that could be supplied. Here are

some of them:

"One—Where does the station go?

What is its coverage area? Here
again the last nationwide survey

done on this was NCS '56.

"Two—How many homes are

reached per spot or per station?

"Three—What kind of person lis-

tens to radio? Is he young or old;

does he have a high income or low?

Are listeners men or women? Do
they own cars? How many are in the

family? Do they smoke cigarettes or

drink beer? And how much? Where
do they live—in the suburbs, in the

city, on farms? What are their occu-

pations? How do they get to work?
The list is endless. And it is impor-

tant, because the 'profile' of a radio

station's audience can be perhaps

its most important selling point next

to efficiency. And, in a way, radio's

profile contributes to its efficiency

because the advertiser can pinpoint

the consumer.

"Four—We are missing consisten-

cy in radio research. Auto listening

measurement is not adequate.

"Five—We would like to have in-

formation on programing. We hear

about the new trends in programing,

but only in bits and pieces. Program-
ing can be tremendously important

to the advertiser. He may prefer to

be associated with certain programs

in order to reach certain listeners.

"He may want programs that asso-

ciate well with his product. Beer ad-

vertisers have traditionally sponsored

sports; auto manufacturers may like

shows that may deal with auto care

tips or weather forecasts; household

products usually go with women's

programs; and so on.

"But programing is more of a

problem to the buyer than anyone

else. When faced writh the conflicting

numbers story, he ought to go to

programing to aid his decision. If

he has the time, he can call in the

rep and get a tape and listen to it.

But in a big buy, he just hasn't got

the time to do this. Too few buyers

make a practice of this now. I think

that more of them should.

"Six—Sales success stories on the

U. S. RADIO/April-May 1961
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local level could be very important

to the agency. They have a legiii

male value to a national advertise!

in relation to station sales ability

provided, of course, that the success

stories can be validated."

BBDO last year billed approxi-

mately $15 million in radio. How
has the agency persuaded clients to

use the medium to this extent?

"Many of BBDO's clients are pre-

sold on radio," Mr. Papazian ob-

serves. "They have used it before,

they know it works and they like it.

For instance, Campbell Soup spent

over $1 million in spot radio in

I960. It has used radio consistently

for some years. Campbell's can reach

a high share of its market with radio.

The company produces many kinds

of soups in cans. Every time it runs

a commercial on a product, it is in

effect adding to its overall ad fre-

quency at a very efficient cost to audi-

ence ratio.

"Other BBDO clients that are

steady radio advertisers are Ameri-

can Tobacco, Cream of Wheat,
Pepsi-Cola, Bristol-Myers and du
Pont.

"These are not the advertisers that

present a problem for radio. It's the

advertisers who are not using radio

that we should talk about."

BBDO has various ways of per-

suading clients to use radio. One of

its most recent efforts was the com-
pilation of radio facts in a 19-page

booklet, the "BBDO Spot Radio
Pocket Piece." The booklet, first

prepared on radio by BBDO, was is-

sued this spring by the agency's me-
dia planning and analysis depart-

ment.

As Mr. Papazian puts it, "The
booklet explains and explores spot

radio as a medium, establishes some
principles and ground rules. It gives

radio's basic message in terms that

an advertiser will find practical.

"BBDO has done very well in

selling radio because we have a

strong media department. Without
a media department that is first in-

terested, and second, large enough to

gather the facts, this couldn't have

been done."

Agencies have changed their meth-

ods of using radio in the past 10

years, Mr. Papazian notes. "They
are buying more and more in

flights. Very few are buying radio in

(Cont'd on page 82)

Hire a

Rolls Royce
Limousine

For just a trifle higher cost, enjoy

the luxury of a chauffeur-driven

1961 Rolls Royce. Special theatre

and shopping rates. Airport and
pier service. Inquire about cor-

porate and personal charge
accounts.

Buckingham Livery
349 E.76th St., N.Y.C.YU 8-2200
$9 per hour. Diners Club honored.
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INTRODUCING THE NEW

tfimiT mar
HOTEL

39th St., East of Lexington Ave.

NEW YORK
Salon-size rooms • Terraces • New
appointments, newly decorated •

New 21" color TV • FM radio • New
controlled air conditioning • New
extension phones in bathroom • New
private cocktail bar • Choice East

Side, midtown area • A new concept

of service. Prompt, pleasant, un-

obtrusive.

Single $15 to $22 Suites to $60

Special rates by the month or lease

Robert Sarason, General Manager

ORegon 9-3900

RADIO'S IMAGE
Cont'd I torn page 81

52-week or even 2fi-week contracts.

One of the reasons for this, he ex-

plains, is that radio is flexible. Ii

(an he used during oil seasons, for

special promotions, for maximum
saturation in a shori period. Another
icason he points to is that radio is

a quick buy operation. "Agencies

can use it that way ... in and out."

A furthei reason, he < laims, is that

it is economical to use radio this

way.

"Network radio has changed, too,

in the way it is being bought. Ii has

changed so radically that advertisers

are buying it just as they buy na-

tional spot. In other words, it is

rare, for an advertiser to sponsor a

network program. He either takes

announcements in news shows or

participations in other network pro-

grams. But there is almost no such

thing as a 52-week half-houi spon-

sorship as there was in the old days.

And with the advent ol the Monitot

type ol program, advertisers are more
flexible in their use ol network than

evei before."

In spite ol the fact that radio has

inherent values for advertisers, there

must be some partially valid reasons

why radio has not made more rapid

gains in the past de< ade.

As Mr. Papazian sees it, three fac-

tors contribute to the lag in growth.

"The first is a lack of knowledge

about radio, hence a lack ol interest

on the management level.

"A second reason, which bears

heavily on the first, is the conflict

among the rating services.

"A third factor is copy—the argu-

ment of the visual versus the aural

approach. There should be more
research along this line. It repre-

sents an undercurrent in agency and

advertiser thinking, but no one has

been too specific. If there has been

research on video-audio, I haven't

seen it."

The second factor, the ratings dis-

parity, has long been with the broad-

cast media. It is as true of television

as it is of radio.

"The medium is dependent upon
the radio research services to get the

facts on its audience.

"But the services are failing to

measure spot radio effectively be-

cause of limitations imposed upon

them from various sources: 1) the

competitive factor (surveys must be

paid for, and if all services performed

the same fun< tion, all but one would
be useless, they argue); 2) the cost

factor (ratings people say that sta-

tions won't pay for the comprehen
sive studies that are needed on a teg-

ular nationwide basis; agencies say

they won't pay lor them either); 3)

uniformity (uniform ratings and re-

search, from market to market, can-

not be effective unless all or a ma-
jority of stations subscribe).

"Ad agencies can and have brought

pressure to bear on ratings services.

In certain cases they have forced the

adoption of techniques, lot instance,

the 'total area' homes reached con-

cept. But, by and large, the agencies

don't feel it is theii responsibility to

carry the ball

"They feel it is media's responsi-

bility to pay for studies. And fur-

thermore, they feel that the over -all

problem is one that belongs to the

rating sen ices themselves. There
must be a satisfactory compromise.

"We certainly need the facts. Yet,

the research services can't economi-

cally bear the brunt of collecting the

kind ol information we need. Some-

one must pay for it, or they would
go bankrupt.

"I don't know what the answer to

the ratings complex is. A central

rating swcin would be a valuable

thing if it had the full support of

the broadcast industry. But a cen-

tral service is not practical, because

ratings are a competitive thing. The
second, third and fourth place sta-

tions would be unlikely to sign for

a central survey. Financially, it could

kill them.

"There is another thing about

spot radio that confuses the adver-

tiser and that is rates. He cannot

understand why. for instance, in mar-

ket 'A,' one of the country's largest

markets, a spot will cost $30. But in

Market 'B,' an equally large market,

a spot costs considerably more."

Broadcasters, rationalizing their

position, all too often relate radio's

chances for growth to the fate of

television and other media.

"It's up to radio to sell itself and

slop fighting against all other con-

tenders, to sell its own values and

stop waiting for another media to

falter."
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14 VIEWPOINTS
Cont'd from {xt&c I I

munity reforms i<> the public's at-

tention.

The show is keyed to phone <;ills

from listeners on local problems.

Community leaders are present ;ii

the station and answer listener cpics-

lions as well as those asked hy the

station. Mr. Diaper states that Pub-

lic Forum creates debate ami argu-

ment and gives people a chance to

express themselves. "1 think this is

especially important because of the

trend towards one-newspaper towns."

Arnold Hartley, executive vice

president. Key Broadcasting Man-
agement Inc., New York, believes

all broadcasters should give atten-

tion to minority groups.

In focusing his remarks on the

specialized market in radio, Mr.

Hartley declares there are two pub-

lic service responsibilities involved:

(1) to assist the group to make its

full contribution to democracy and

(2) to preserve the cultural strength

of the diverse group.

He offers the following sugges-

tions for "general" broadcasters:

• Acquaint yourself with special-

ized groups in your market. Learn

where they are from and what then-

regional differences are.

• Acquaint yourself with circum-

stances that brought them here.

• Acquaint yourself with their

music and try to integrate some of

it into your schedule.

• Let the specialized groups know
you are interested and try to have

them participate in your discussion

programs.

• Let your public service effort

have special meaning for specialized

groups.

• Know the leaders of these

groups in your community and look

out for "specialized" names in your

news stories.

fvan Smith, Australian Broadcast-

ing Co., who has spent 18 months in

the United States, believes the ur-

gent needs of American radio are

"quality speech programs."

He says, "Radio is one of the per-

forming arts. It can perform many
things that cannot be done on other

media."

He believes that drama has a vital

place in American radio. He offers

as an example "Death ol a Worn
bat," an original radio drama thai

has a 1 1 1 ,u led WOI Id-wide at lent ion.

Mr. Smith sa\s existing resources

are not being fully utilized. I le

states American radio is not making
lull use ol writers and editors thai

could keep a Stead) How ol new

ideas and literature coming into the

station.

He suggests thai broadcasters dis-

tinguish between the concepts oi a

mass audience and a wide audience,

and speculates that only five percent

ol the audience can mean a lol of

listeners when translated into people.

In the area of news, the following

challenge is handed to electronic

media by John McClay, general man-
ager, WJZ-TV Baltimore: "Like it

or not, we have the job of helping to

provide the fundamental basis ol a

free society, an informed electorate.

"In the face of this awesome re-

sponsibility, how can we inform?"

Erwin Canham, editor, Christian

Science Monitor, believes the impor-

tant job is "to get information into

people's minds."

On the subject of gimmicks in

news presentation, he says, "Gim-
micks do not make the contribution

to impact that ideas do. And ideas

need explaining, not headlines. I

would not rule out gimmicks en-

tirely, however, because news should

be presented interestingly. But their

use should be done with responsi-

bility."

One of the great problems in elec-

tronic news, Mr. Canham states, is

giving relative value to news stories,

so that the most important story

comes first whether it be interna-

tional, national or local.

He cautions broadcasters against

re-writing because that can change

the meaning. "Re-writing should be

done only by those with adequate

backgrounds."

As for the practice of using per-

sonalities to deliver the news, the

newspaper editor comments that

broadcasters "must not let showman-
ship run away with the basic respon-

sibility of reporting the news."

Sandy Jackson, assistant manager.

KOIL Omaha, takes up the case of

many of the nation's music-and-news

broadcasters who are faced with the

responsibility of news presentation

against a background of ratings sur-

vival.

"It is a practical job to tn to trans-

late responsibility lot news into oui

format. We believe in ne ws. We do

nol think that comprehensive news

is necessary, People want i<> he en

H i i. lined i iii . 1
1

•
1 1 radio.

"We are an entertaining station

and we make oui news entertaining.

Out station has six minutes ol news

on the hour. In addition, there arc

bulletins and frequent weathei re-

ports ihioti^honi the hoiu."

Di . Wilbur Sc hramm, director,

Institute lor Communications Re
search, Stanford I'lmcrsily, Palo

Alto, Calif., comments on a stnd\

dealing with the impact ol interpre-

tation in ladio news.

During the study, a straight five-

minute newscast was read to one

group; a second group heard the

five-minute newscast with 15 per-

cent interpretation added to it.

The results, Dr. Schramm declares,

show that the second group remem-

bered 30 percent more through in-

terpretation. The Stanford research-

er also comments that based on his

observations "gimmicks detract from

believability."

Julian Goodman, NBC vice presi-

dent, news and public affairs, be-

lieves that many necessary ingredi-

ents are lacking in news personalities

today. Broadcasters must build, he

declares, a "national fund of peo-

ple" who can cover a story, write it

and report it on the air.

Similar feelings are expressed by

William Monroe, news and editorial

director, WDSU-AM-TV New Or-

leans. He seriously questions the

value of "a non-newsman masquer-

ading as a newsman."

The theme of the WBC confer-

ence— the changing community,

changing craft and changing world

—has this application for radio.

Dom Quinn, program manager,

KDKA Pittsburgh, states, "There is

an essential pattern of change in ra-

dio that is evolutionary. It is part

of the changing craft."

Donald H. McGannon, WBC
president, concludes that broadcast-

ing must be used as a force within

the community "to help achieve a

good life, not merely reflect it." The
real job lies ahead, he declares, in the

new and better programs listeners

will enjoy.
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EDITORIAL PAGE

PARTICULARLY GOOD TIMING

I HE editors ol the new U.S. radio arc especially happy that our first issue will be seen

first by those broadcasters and other industry members who are assembled in Washing-

ton for the 39th Annual NAB Convention.

We think this is particularly appropi iate timing.

There is no group more deeply concerned with the health and welfare of the

radio medium, than the many far-sighted radio station operators within the NAB
membership.

There is no body of men whose opinions we respect more deeply, and whose

support Ave solicit more earnestly.

The new u.s. radio is your publication, and it is only fitting that you should get

the first glimpse of this exciting new product.

Our editorial credo for the magazine is expressed in full in the "Dear Governor

Collins" article on page 25. We urge you to read it carefully.

This first issue is aimed, quite frankly, to the industry, and to those writhin the in-

dustry. We have deliberately included a number of articles which are of primary in-

terest to radio broadcasters.

We shall continue to do this in the upcoming numbers of u.s. radio, but there

will be a gradual shift in emphasis in two directions: first, more and more stories will

be featured which have, as their basic audience, agencies and advertisers who use the

radio medium. And. we will have an increasing number of "meat-and-potatoes"

articles, featuring facts and figures which can be used in radio selling.

Typical of this second type is the comprehensive roundup on "Radio and the Auto-

mobile Business" which will appear next month.

For this first issue, however, we are presenting to the industry the newr u.s. radio

as the first real prestige publication which radio has ever had, the only authentic voice

that is devoted solely to radio's welfare.

We, like you, are proud of this great medium.
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RE'S REAL EXCITEMENT FOR THE CREATIVE
Wl< )ADCASTER. Personalized

parodies that introduce the hottest

of your (op limes! More than

mere promos or IDs. eaeli of tliese

parodies is designed to cleverly

relate your station to die top tunes

%iwiL of the week .ind the personalities

singing them! Originally created for K.LIF

in Dallas, the Top Time Intros

are now available

to the entire

industry.

\( )TIIER

RST
OM

(XURSONH PRODUCTIONS, INC., 3103 ROUTH ST., DALLAS. TEXA



MERCHANDISING IS LIKE THE

LITTLE GIRL WITH THE CURL

...WHEN SHE WAS GOOD

SHE WAS VERY, VERY GOOD,

KSTF Radio believes that advertisers should receive strong,

consistent and professional merchandising support for their

advertising campaigns in the vitally important North-

west market.

To this end KSTP maintains a full-time merchandising

and promotion staff working closely with each advertiser

to create, develop and implement the selling aids which

most effectively add to the success of his campaign.

Among the activities which have made KSTP
the Northwest's leader in merchandising are the

exclusive KSTP "FEATURE FOODS MER-
CHANDISING PLAN" and "FEATURE DRUGS
MERCHANDISING PLAN" which provide spe-

cial in-store displays and product-checks in 200

top-volume super-markets and 65 key drug out-

lets in the Twin City area. Bargain Bar displays

in key chain and independent food outlets every

week include coupons, samples, registration for

prizes, distribution of product literature and

demonstrations by the KSTP hostess in attend-

ance. Each activity is designed to move your

product from shelf to shopping basket— the final

link in the chain started by your advertising on
KSTP Radio!

"

In addition, KSTP's expert merchandisers turn out shelf-

talkers, banners, window streamers, bus cards, posters,

AND WHEN SHE WAS BAD

SHE WAS HORRID
!

"

mailing pieces, survey facts and figures relating to your

sales problem and special promotions by the score. There

is no charge to the advertiser for these services which are

offered at the discretion of the station.

Our files are full of letters from advertisers who appre-

ciate dependable,quality merchandising assistance. If you'd

like to know more about it, contact a KSTP representative

or your nearest Petry office.

50,000 watts, 1500 kc.

"the sound of the sixties"



. . . ONLY COMPLETE
FM MULTIPLEX MODULATION MONITOR

Features Direct Reading of: • Main Carrier Frequency • Sub-Carrier

Frequency • Main Channel Modulation • Sub-Channel Modulation

Sub-Carrier Injection • Crosstalk— Signal/Noise

A I QA yClA/f Transistorized Multiplex Receiver • Transistorized Audio-PA
"LOU Htff Amplifier • FM Multiplex Relay Receiver

TBM-3500

SEE US!!!
Booth #23 NAB

Shoreham Hotel

TBM-3000

Main Carrier Frequency

*
*

• •

Main Carrier Modulation

CONTINENTAL MANUFACTURING, INC.



U. S. RADIO
For buyers and sellers

of radio advertising

AND NOW!
v. s. FM
Devoted exclusively to FM Broadcasters

and advertisers

Two separate magazines that really cover the whole field of radio

One $5 subscription will bring you both magazines each month for one

year. Simply fill out subscription form below and mail to:

Subscriptions

Arnold Alpert Publications, Inc.

40 E. 49th Street

New York 17, New York

Illllllllllinilllllllllllllllllllllllllllllll Illlllll

For future articles that really "dig" into the depths of radio broadcasting

and advertising . . . be sure you see each monthly issue of US. RADIO and

US. FM.

Enter Your

Subscription

Today

$5 for 1 year

Includes both

U.S. RADIO

and

U.S. FM

Arnold Alpert Publications, Inc.

40 E. 49th Street

New York 17, N. Y.

Subscriptions

Please see that I receive each monthly issue of U.S. RADIO
and U.S. FM—both for one year for one subscription of $5.

Name

Company

Type of Business ...

Company or

Home Address.

City _
Please Bill

Title

Zone State

Payment Enclosed



Fore Most

FCC Action on Stereo Km broadcasters goi the go ahead lasi month, aftei months ol delibi i

Cenerates Industry Activity tion and testing l>\ the FCC, foi multiplex stereophonii broadca I

Optimisim is running high thai stereo will mark one <>l Em's greatest

breakthroughs in its drive to be recognized as a separate medium. \<l

vertisers are approaching (he new developments with a note ol (aution,

but they, too, are hopeful that steieo will add new diincnsion lo the I in

audience and lone to the medium. Many broadcasters will ii\ to be on
the air with stereo by June I, FCC-approved start dale. Others are wait-

ing for the stereo set buildup among listeners. One thing is sine: the

arrival of stereo places fm apart from all broadcast media. Its past iden-

tification with quality programing is now enhanced b\ the added virtue

ol sound dimens'on. (See stereo report, p. 3.)

BPA Cives Fm Recognition A new fm category has been established by the Broadcasters' Promotion
With Annual Promotion Award Association in its first annual awards for on-air promotion excellence.

"We recognize fm's rapid and dramatic growth as a separate and distinct

medium of communication," states BPA. "To judge am and fm on-t he-

air promotion within the same category is no longer realistic ." Winners
will be announced at the BPA meeting in New York, November fj to 8.

Miss Dorothy Sanders, WLW-D Dayton, heads the awards committee.

President of BPA is John Hurlbut, promotion managei ol WFBM, In-

dianapolis.

Latest EIA Figures Show Current production figures released by the Electronic Industries \ssoii;i-

Fm Output to 91,778 in '61 tion show that for the first two months of 1961 fm set output reached

91,778 units (41,357 in February and 50,421 in January) . The two-month
tm output in 1960 totalled 96,677, according to EIA. This association is

the only authoritative source in calculating the movement of fm receivers.

Medical Association Takes The American Medical Association's campaign to influence public

To Fm to Influence Opinion opinion regarding medical care for the aged has taken to fm in about 40

markets from coast to coast. Through Klau-Van Pietersom-Dunlap Inc.,

Milwaukee, the transcribed spots will run for six weeks, having started

the last week in April. The agency selected fm because of its quotient of

influential opinion leaders in respective communities. The spots feature

the voices and opinions of professional people. Frequencies run as high

as 100 per station for the campaign.

Station Finds Merchandising By arrangement with three groups of Kansas City retail stores, KXTR
Has Important Place on Fm has launched a merchandising service for advertisers. Included in the

drive is a show card promoting the product and the scheduled time of

sponsorship on all-classical KXTR. This card is for use in dealers' win-

dows, showcases and adjacent to cash registers. The station also is making
available to clients a mailing list of listeners.

U. S. FM • April-May 1961 I



LETTERS
Sales Tool

I personally would like to thank,

you loi priming the I'M Station

Rev. I think that it is a boon to

all lin broadcasters. I would like to

see a complete list printed <>l all

i s im stations.

We do use your magazine as a

sales tool, and are waiting Eoi the

da} when you can expand the size

of the magazine.

David W. Chase
Sales Manager
KDVR-FM
Sioux City

Agencies' Viewpoints

Let me congratulate you on a fine

magazine, i
. s. im. This is some-

thing that Em broadcasters hav<

in ( tied. 1 was espe< tally interested

in the a imments expressed b} Mr.

Joe Cans and My. John 1 lesion in

the February issue regarding the

agencies' viewpoint on I'm and fm

programing.

Thank you lor giving die Im

broadcasters something to sink our

teeth into.

Ernie Forrester

Director of Operations

WWOL-FM
Buffalo

Separate Publication

May we add our congratulations

Eor the start you have made with

youi publication, u. s. fm? We rec-

ommend its continuance as a sepa-

rate publication.

Sid Roberts
Manager
WFMF
Pittsburgh

Thanks

Thank yon very much for listing

us in your splendid publication

which 1 enjoy reading very, very

much.
J. C. Kellam
General Manager
KTBC-FM
Austin, Tex.

New Facility

WPAT-FM now transmits from

its facility atop the Chrysler Tower
in New York City. We ieel that

this is an important move for us to

make and one which will increase

service to both our audience and

advertisers.

John Burt
Director of Advertising

WPAT-FM
New York
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Stereo-
New Vista for Fm?

Agencies and broadcasters have mixed

reactions to stereophonic's

blessings for fm in days to come; encouragement

and qualified optimism noted

How do broadcasters and ad-

vertisers view the future of

fm in light of the recently

approved multiplex stereophonic

system? Will it suddenly lift the

medium into its long-awaited place

in the sun? Or will the advent of

stereo be passively accepted by the

public and advertisers?

To gauge the climate of response

in the advertising and broadcasting

community, u. s. fm has interviewed

advertising agency executives and
broadcasters on the future of fm
with stereo.

Reaction has been mixed. Some
readily admit that they are not ade-

quately enough informed on stereo

to project opinions. Others emit

tremendous enthusiasm, insisting

that stereo means a real break-

through for fm. Still others are

cautiously optimistic, preferring to

"wait and see." A few claim that

stereo's effect on fm's status as a

medium will be virtually nil. But

no one thinks that stereo will have

a detracting influence.

How does Madison Avenue think

stereo will help sell fm to adver-

tisers?

"Stereo will spark much more fm
interest," says Nancy Smith, time-

buyer for
J.

Walter Thompson Inc.,

New York, on the Pan American Air-

ways account. "Stereo is the excite-

ment the medium has been looking

for. The FCC's indecision on stereo

systems has probably held people

back from buying sets. When stereo

receivers reach the market, these

people will be there to buy them.

The stereo record industry has had

such a boom that I'm sure the same
people who buy the records will

want fm stereo receivers. They are

interested in better reproduction of

sound. If the switch to stereo catches

on with listeners, then advertisers

will take more interest. We have al-

ready found fm to be an excellent

medium for Pan Am advertising."

At Young &; Rubicam Inc., New
York, American Airlines media buy-

er, Don Hinton, holds the view that

"stereo is not going to have much
effect on advertisers. Stereo gives fm
an added 'plus,' but I don't think

the public understands stereo thor-

oughly enough to appreciate it. The
cost of converting monaural equip-

ment to stereophonic will hold up
listener enthusiasm for a while."

Mr. Hinton believes, too, that a

listener will not sia\ with a program,

even in stereo, if he doesn't like the

music. He will switch his dial until

he gets programs he likes—whether

they be stereophonic or monaural.

"Young R: Rubicam," he

"looks at fm as a separate medium.
Research has shown this. We recom-

mend it to some advertisers. But our

acceptance has not reached the point

as yet when we will tell our adver-

tisers to pull out of am and adver-

tise on fm only."

Richard Goldsmith, timebuver

U. S. FM • April-May 1!)61 3



stereo

T. Mitchell Hastinqs Jr.

for Ben Sackheim Inc., New York,

who h is K(cn(l\ placed fm sched-

ules for Lightolier in Dallas and
Chicago, has this to say: "Stereo will

stimulate buyer interest in fm.

"But I don't think the coming of

stereo will change the fm audience

character. The listener will still be

in a select, high income group.

Therefore, fm's virtues for an ad-

vertiser will remain the same as be-

fore."

Margot Teleki, timebuyer at

Reach. McClinton Inc., New York,

agrees with Mr. Goldsmith. "Stereo

won't make that much difference.

The fm listener is the same fm listen-

er, with or without stereo."

An agency executive who concurs

with this opinion is Joe Cans, presi-

dent of Joe Gans & Co., who has

guided such clients as Harper's maga-
zine to fm. "How stations program
is far more important than whether
they broadcast in stereo or not. Fm
is there now for any advertiser who
is interested. Stereo will not make
enough difference."

Another agency man, John Heston,

N. W. Ayer & Son Inc., New York,

although hopeful that stereo will

win new audiences for fm, likens the

new dimension in sound to the

plight of color television. "Color

tv has been held back by its cost and
lack of technical perfection. Black

and white is there and the viewer is

satisfied with it. Fm stereo may have

the same problem. The cost factor

is important here. It may be five

years before the real effect of stereo

will be felt in fm."

But what about broadcasters? How
have they interpreted the stereo

news?

WJBR Wilmington, Del., one of

the first stations to experiment with

stereophonic broadcasting in the

Delaware Valley, reports excitement

and enthusiasm from its listeners.

John B. Reynolds Jr., station execu-

tive, says that "audience reaction has

been tremendous. Listeners have

been ringing our phone throughout

the day, asking how soon we expect

to broadcast with the new system and

where they can get receivers. Sev-

eral companies, especially distribu-

tors of hi-fi equipment, have ex-

pressed interest in taking commer-

cial time. We hope to be on the air

with stereo by June on WJBR and

on our Baltimore outlet, WRBS."
Mr. Reynolds ventures that cost

John Heston

will not be too great a factor in

stereo acceptance. "Granco is one

manufacturer that expects to put a

set on the market for less than $75.

By this Christmas, we should see a

large number of homes with stereo

receivers."

In New York, Elliott M. Sanger,

executive vice president, WQXR, ex-

presses the opinion that "stereo will

be good for advertisers if audience

acceptance is adequate. WQXR
plans to install the necessary equip-

ment for stereo broadcasting as soon

as it is available. We shall use the

system on many live and recorded

programs when sufficient receiving

sets are in the homes of our listeners."

Many broadcasters think it is too

early to evaluate the significance

stereo contains for fm. Among them
is T. Mitchell Hastings Jr., president

of the Concert Network, who is also

executive vice president of the Na-

tional Association of Fm Broad-

casters and regional director of the

group's district #1.

"Stereo will reach its full impact

only if the set manufacturers go into

full production and promote the re-

ceivers with wide-spread advertising.

Then broadcasters will be able to

realize the lull potential of stereo

because it will have a substantial

audience with the necessary receivers.

"The door has been opened for a

promotion on the scale that greeted

television when it entered the mar-

ket. If the manufacturers get be-

hind it, the public will pick it up.

At present we have plans to install

stereo equipment, but it will be a

while before we broadcast."

From the Midwest comes this re-

action from Will Collier Band Jr.,

vice president, WFMB Nashville:

"There has been no excitement here

among our listeners. I feel that if

we go stereo it will be necessary for

the stereo record manufacturers to

purchase time to stimulate listener

interest. We tried am-fm stereo

broadcasts for a 1 3-week period once

before. There was some listener in-

terest, but virtually no advertiser en-

thusiasm. We finally dropped the

program."

Mr. Ban d has recently been elected

a regional director, district #3,

NAFMB.
So goes the reaction. There will

be much discussion and conjecture

during the next few months. From
every quarter comes encouragement

over the stereo development. If the

fm industry is united in its efforts to

promote stereophonic multiplexing,

it may well be the one big break-

through that will put fm over the

top.
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Most Wanted
Fm Information
Survey among readers is close between those

who want separate publication and those

that want it combined; but all agree they want

the fm information to continue

Readers of u. s. fm, when
queried on whether to con-

tinue the magazine separate-

ly or combine it with u. s. radio,

have agreed on one thing:

"Either method is o.k. with me. I

just want the fm information con-

tinued," explains one broadcaster.

Final returns to a questionnaire

survey of readers are still being tal-

lied. But at press time, those who
favor continuing u. s. fm as a sepa-

rate magazine are out in front 75 to

69 (total tallies counted so far, 144).

The group that favors separate

publishing seems to be more vocal in

its advocacy.

"I am wholeheartedly of the firm

opinion that it would indeed be a

great injustice to the fm industry to

combine u. s. fm with any publica-

tion. Fm is a separate medium, well

qualified to stand on its own merits.

. . . u. s. fm was one of the major
factors in the decision of my partner

and I to go into fm," one fm'er

writes.

And another thoughtful comment
has this to say:

"We believe that to succeed fm
must be a completely separate pro-

gram service. Locally, we try to stay

awav from the word 'radio' and to

sell fm as a separate medium, a sep-

arate sound and a separate audience.

The onlv connection that our fm
has with modern am radio is that it,

too, is based on electromagnetic ra-

diation.

"By the same reasoning we feel

that u. s. fm should be a separate

publication—a magazine that is only

interested in fm. instead of being a

back section of an am magazine."

The heaviest response asked for

more information about advertiser

and agency use of the medium, both

national and local. This took many

forms, including success stories, agen-

cy comment on fm, reports on spe-

cially-created fm campaigns and
continuing listings of fm time buys.

Other subjects mentioned for cov-

erage included (in order of re-

sponse):

• Station stories—reports on the

operations of different types of

fm stations (how they are pro-

gramed and sold).

• Research and sets-in-use calcu-

lllllllllllllllllllllllllllllllllli

FM INFORMATION WANTED

• Reports on advertiser-agency use

of fm
• Research and sets-in-use figures

• Programing ideas and sources

• Station operation case studies

• Technical reports on equipment

• Audience and sales promotion ideas

FM BOXSCORE
Those favoring separate magazine—75

Those favoring combining with

U. S. RADIO—69

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiii

lations—facts on the fm audi-

ence and methods of determin-

ing fm homes.

• Programing— sources of pro-

graming of national stature,

new station program ideas other

than good music formats.

• Technical information—reports
on equipment developments in

station operation and stereo and
multiplex developments.

• Promotion—ideas for audience

and sales promotion.

Many stations presented in detail

some of the things they thought

should be done.

One broadcaster states: "Here's

the information we need:

"Quotable quotations from broad-

cast leaders stating how well fm is

progressing. Definitive articles on
how to measure the fm audience, ar-

ticles on how to get a mail or phone
response out of the usually non-vocal

fm audience, set production figures,

ratio of fm stereo versus am stereo

sets being sold, complete rundown
on fm-am receivers available, infor-

mation on fm car radios. . . . What
are some new programing ideas? . . .

"We have never noted a discussion

of automatic program service versus

live programing. . . . What about

stereo? . . . Suppose a station is build-

ing a music library. Which is the

smartest investment? What records

are available? . . . How do you mer-

chandise fm?"

And another station manager

would like to see "a constructive ar-

ticle on what some markets have

done to get fm set retailers on their

side. After all, this is a two-way

profit street and we don't see many
fm retailers flocking to the fm band-

wagon in support of the medium."
Another fm'er writes: "In our

market, we find that fm operators

have been sadly negligent in keeping

clients, prospects and agency people

informed as to the progress of our

medium. We have found agencies

with no sets-in-use figures, no con-

ception of the programing and not

so much as a rate card. No wonder

everyone's screaming about not get-

tins: agency business. You can't get

it bv osmosis.

"u. s. fm has been great about re-

laving information of promotions,

success stories and statistics. . . .We
certainly hope that the publication

can continue to grow and tell the fm
story where it need be told."
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FM'S NEW
SALES AID

The National Association of

KM Broadcasters' new circu-

lar "FM Data Chart" is de-

signed to give I'm salesmen what they

have always needed—a working sales

tool that provides research huts lor

advertisers and agency nu n.

From data gathered by The Pulse

Inc., the NAFMb has prepared the

data chart, a spinner wheel ol figures

on fm penetration in 25 markets

and on listener profiles.

The new Pulse penetration figures

indicate a steadily growing market,

[rom Pittsburgh with a 30.1 percent,

through Westchester County, New
York, with a high of 61.4 percent.

In the area of listener identifica-

tion , the highest percentage of listen-

ers fall into the professional, execu-

tive, proprietor group (29.2 percent).

And coinciding with that figure, the

largest segment of listeners (35.1 per-

cent) are in the $7,500 and up brack-

et. The table model is the most

popular of fm receivers, accounting

for 46.1 percent of all receive] types.

These are just a few of the many
figures that the chart provides. All

:

lllllllllllll!llllllllll!llllllllllllll!llllllllllllllllllllllllllllllll!li^

FM SET PENETRATION IN 25 MARKETS

CITY PER CENT CITY PER CENT

// estchrster Count \ . V. ) . 61.4% Cleveland, 0. 36.1

New York, N. Y. 53.5 Delaware Valley 37.6

Boston, Mass. 50.1 Providence, R. I. 35.7

Los Angeles, Calif. 48.9 Buffalo, N. Y. 34.8

San Francisco, Calif. 47.3 Albany, N. Y. 37.1

Portland. Ore. 46.1 Kansas City, Mo. 33.3

Chicago. III. 42.9 Trenton, N. J. 32.9

San Diego, Calif. 42.5 Bakersfield, Calif. 32.4

Rochester. N. Y. 41.9 Miami, Fla. 31.7

Orange County, Fla. 39.1 Houston, Tex. 31.2

Washington, D. C. 40.3 Pittsburgh, Pa. 30.1

Columbus. 0. 37.4 Cincinnati. Ohio 30.6

Philadelphia, Pa. 36.3

llllllllllllllllllllllilllllllllllllllllllllllh

Source: NATMB Data Chart
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of the (hart information is listed on

these two pages.

Another major effort on the cur-

rent NAFMB agenda is a compila-

tion of statistics on fm station oper-

ation. Realizing the industry-wide

need for reports of the sort that will

provide concrete information on how
the business is run, the association

lias conducted a survey designed to

characterize the fm station image.

The fm industry survey is being

prepared by the John B. Knight Co.

of Los Angeles which is sending con-

fidential questionnaires to all the fm
stations in the country. The wide

range of questions cover such areas

as sales, stereo and multiplexing,

personnel, use of program services

and other pertinent information. Re-

sults of this survey are expected to

be covered in the June u. s. fm.

Regional Directors Chosen

The following fm broadcasters

were recently elected by mail ballot

to fill the posts of the NAFMB re-

gional directorships: District 1

—

(Me., N. H., Vt., Mass., N. Y., Conn,

and R. I.), T. Mitchell Hastings of the

Concert Network. District 2—Pa.,

N.
J.,

Del., Md., Dist. of Columbia
and W. Va.), John Reynolds, WJBR
Wilmington. District 3—(Va., Ky.,

Tenn. and N. C), William Baird,

WFMB Nashville. District 4-(S. C,
Ga., Fla., Ala., Miss., La., Ark., Puer-

to Rico and the Virgin Islands),

Frank Knorr, Jr., WPKM Tampa.
District 5—(Mich., Ohio and Ind.),

Harold Tanner, WLDM Detroit.

District 6—(Mo., 111., Iowa, Wise,

and Minn.), Bill Drenthe, WCLM
Chicago. District 7—(Tex., Okla.,

Kan., Neb., S. D., N. D., Mont.,

Idaho, Wyo., Colo., Utah, Nev.,

Ariz, and N. M.), Lynn Christian,

KHGM Houston. District 8-(Cal.,

Ore., Wash., Hawaii and Alaska),

Arthur Crawford, KCBH Los An-

geles.

It will become the responsibility

of these men and the officers to con-

tinue the leadership fm needs.

IlllllllllllllllllllllUllllllllllllllllllllllllllllllllllllllllllllli Illlllllilllllllllllllllllllllllll!

PULSE LISTENER DATA
CHARACTERISTICS PER CENT

Age of Listeners

18 and under 15.1%
18-34 30.5
35-49 36.6
50 and over 17.9

Listeners' Income
Under $3,000 7.8%
$3,000-$4.999 23.2
$5,000-$7,499 33.0
$7,500 and up 35.1

Occupation of Listeners

Professional, Executive, Proprietor 29.2%
Sales, Service, Clerical 24.8
Craftsmen, Operators, Laborers 23.9
Housewives 38.0

Listeners' Education
College Graduate 26.7%
Some College 18.4
High School Graduate 37.1

Some High School 8.9

Place of Listening

Living Room 52.1

Bedroom 19.2

Kitchen 12.6

Den 7.6

Dining Room 4.5

Type Set Listened To
Table Model 46.1%
Console 27.9

Combination with tv 15.5

High Fi Components 11.2

When They Listen

6 a.m.—9 a.m. 17.5%
9 a.m.-Noon 15.4

Noon—6 p.m. 22.9

6 p.m.—9 p.m. 42.6

9 p.m.-Midnight 29.6

Listen in Place of Business 10.9

Listen Only to Fm, Never to Am 19.9
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Source: NAFMB Data Chart
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FM's NEW
SALES AID

The National Association of

FM Broadcasters' new circu-

lar "FM Data Chart" is de-

signed to give fm salesmen what they

have always needed—a working sales

tool thai provides research facts for

advertisers and agency men.

From data gathered by The Pulse

Inc., the NAFMB has prepared the

data chart, a spinner wheel of figures

on fm penetration in 25 markets

and on listener profiles.

The new Pulse penetration figures

indicate a steadily growing market,

from Pittsburgh with a 30.1 percent,

through Westchester County, New
York, with a high of 61.4 percent.

In the area of listener identifica-

tion, the highest percentage of listen-

ers fall into the professional, execu-

tive, proprietor group (29.2 percent).

And coinciding with that figure, the

largest segment of listeners (35.1 per-

cent) are in the .17,500 and up brack-

et. The table model is the most

popular ol fm receivers, accounting

for 46.1 percent of all receiver types.

These are just a few of the many
figures that the chart provides. All

FM SET PENETRATION IN 25 MARKETS

CITY PER CENT CITY PER CENT

Westchester County, A . Y. 61.4% Cleveland, 0. 36.1

New York, N. Y. 53.5 Delaware Valley 37.6

Boston, Mass. 50.1 Providence, R. I. 35.7

Los Angeles, Calif. 48.9 Buffalo, N. Y. 34.8

San Francisco. Calif. 47.3 Albany, N. Y. 37.1

Portland, Ore. 46.1 Kansas City, Mo. 33.3

Chicago. III. 42.9 Trenton, N. J. 32.9

San Diego, Calif. 42.5 Bakersfield, Calif. 32.4

Rochester, N. Y. 41.9 Miami, Fla. 31.7

Orange County. Fla. 39.1 Houston, Tex. 31.2

Washington, D. C. 40.3 Pittsburgh, Pa. 30.1

Columbus, 0. 37.4 Cincinnati. Ohio 30.6

Philadelphia. Pa. 36.3

iiiiiiiiiiiiiiiiiiiiiiiiniiippiiiii

Source: NAFMB Data Chart
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of the chart information is listed on

these two pages.

Another major effort on the cur-

rent NAFMB agenda is a compila-

tion of statistics on fm station oper-

ation. Realizing the industry-wide

need for reports of the sort that will

provide concrete information on how
the business is run, the association

has conducted a survey designed to

characterize the fm station image.

The fm industry survey is being

prepared by the John B. Knight Co.

of Los Angeles which is sending con-

fidential questionnaires to all the fm
stations in the country. The wide

range of questions cover such areas

as sales, stereo and multiplexing,

personnel, use of program services

and other pertinent information. Re-

sults of this survey are expected to

be covered in the June u. s. fm.

Regional Directors Chosen

The following fm broadcasters

were recently elected by mail ballot

to fill the posts of the NAFMB re-

gional directorships: District 1

—

(Me., N. H., Vt., Mass., N. Y., Conn,

and R. I.), T. Mitchell Hastings of the

Concert Network. District 2—Pa.,

N.
J.,

Del., Md., Dist. of Columbia
and W. Va.), John Reynolds, WJBR
Wilmington. District 3—(Va., Ky.,

Tenn. and N. C), William Baird,

WFMB Nashville. District 4-(S. C,
Ga., Fla., Ala., Miss., La., Ark., Puer-

to Rico and the Virgin Islands),

Frank Knorr, Jr., WPKM Tampa.
District 5—(Mich., Ohio and Ind.),

Harold Tanner, WLDM Detroit.

District 6—(Mo., 111., Iowa, Wise,

and Minn.), Bill Drenthe, WCLM
Chicago. District 7—(Tex., Okla.,

Kan., Neb., S. D., N. D., Mont.,

Idaho, Wyo., Colo., Utah, Nev.,

Ariz, and N. M.), Lynn Christian,

KHGM Houston. District 8-(Cal.,

Ore., Wash., Hawaii and Alaska),

Arthur Crawford, KCBH Los An-

geles.

It will become the responsibility

of these men and the officers to con-

tinue the leadership fm needs.

Illlllllllllllllllllllilllllllllllllllllllllll!^

PULSE LISTENER DATA
CHARACTERISTICS PER CENT

Age of Listeners

18 and under
18-34
35-49
50 and over

Listeners' Income
Under $3,000
$3,000-$4.999

$5,000-$7,499

$7,500 and up

Occupation of Listeners

Professional, Executive, Proprietor

Sales, Service, Clerical

Craftsmen, Operators, Laborers

Housewives

Listeners' Education
College Graduate

Some College

High School Graduate

Some High School

Place of Listening

Living Room
Bedroom
Kitchen

Den
Dining Room

Type Set Listened To
Table Model
Console

Combination with tv

High Fi Components

When They Listen

6 a.m.-9 a.m.

9 a.m.—Noon
Noon-6 p.m.

6 p.m.-9 p.m.

9 p.m.-Midnight

Listen in Place of Business

Listen Only to Fm, Never to Am
minimi

15.4%
30.5
36.6
17.9

7.8%
23.2
33.0
35.1

29.2%
24.8
23.9
38.0

26.7%
18.4
37.1
8.9

52.1
19.2
12.6
7.6

4.5

46.1%
27.9
15.5
11.2

17.5%
15.4
22.9
42.6
29.6

10.9

19.9

Source: NAFMB Data Chart
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FAVORABLE IflENTIONS

Investment Firm — In Texas, where

they do things in a big way, a Hous-

ton investment firm landed a $2 mil-

lion account thanks to its sponsor-

ship of three weekly hall-hour pro-

grams of ballet music.

The investment firm ol Beebe,

Guthrie & Lavalle, Houston, was one

of KRBE Houston's original adver-

tisers when the station went on the

air in 1959. This loyal affiliation

with KRBE has paid off lor the com-

pany. So Mr. Beebe sent the station

a letter ol appreciation:

"A large percentage of our new

business since 1959 is directly attrib-

utable to fm advertising, in our opin-

ion. We know this because clients

have told us they came to us through

our programs, because ol favorable

name recognition in cold contacts,

and because of direct comparisons

between our fm advertising and our

use of other media.

"An explanation of the latter may
be in order. Some time ago, we tried

am radio with the result that we re-

ceived many inquiries, but the qual-

ity was such that the accounts were

small and not too profitable. We

eve«)

SOUND*
*

OH

KEYNOTING the San Francisco Bay Area's

"FM Month" is this billboard promotion, one

of nearly 50 other billboards, plus news-

paper, tv and local hi-fi dealer tie-in cover-

age. The San Francisco Fm Association spent

$50,000 to bring fm message to Bay Area lis-

teners. Pictured are: (I to r) Gary Gielow

KPEN; Al Levitt, KSFR, and Pat Henry, KJAZ.

ADVERTISER Charles J. Greeley (r), mana-
ger of Miller's Greenhouse, talks over recent

fm timebuy with Arthur Owen, WMTW Poland

Spring, Me. Miller's has signed til forbid pact.

have tried newspaper advertising on
a long-term basis but have found the

cost excessive with rather poor re-

sults.

"As a comparison, we know of one
$2 million account and several other

large accounts, as well as many
bread-and-butter accounts of average

size, directly attributable to KRBE.
We have a lawyer who has sent us

several clients because he personally

enjoys our programs. We have con-

sistently had people of substance tell

us that they enjoyed our programs,

and we regularly receive letters of

inquiry which have been productive.

"It may be of interest that with

most of our advertising dollars in

KRBE we enjoy a large percentage

of favorable name recognition

among the people we want to sell.

"My partners are unanimous in

their enthusiasm for KRBE and jus-

tifiably so since the less than $2,000

we spend each year for KRBE adver-

tising has brought us demonstrable

and substantial returns in goodwill

and profit."

In Texas fashion, the manager of

the station took this success in stride

stating that though he was elated

with the results of the investment

firm's sponsorship, it was but an ex-

ample of the station's selling power.

Another instance he pointed out

"was the filling of a small bookstore

in an isolated section of the city with

customers after only four or five spot

announcements."

Greenhouse—When the manager of

the Miller Greenhouses in Portland,

Me., wanted to move a large stock of

high-priced tropical plants in order

to make room for his spring line of

flowers, he chose fm as the medium
most likely to bring in the sales. He
bought a four-week schedule of 30-

second spots at a rate of 15 per week,

over WMTW-FM Poland Spring,

Me.

Within a week the plants were

moving at a greater rate than ex-

pected, and orders came in from as

far away as 200 miles. Even more

encouraging, the station reports, was

the rise in the greenhouse's sales av-

erage. Previously, the average sale

was $3.21, but with the fm campaign
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that figure rose to more than $40

(most of the plains advertised sold

for around $20 or more).

1 lie manager of the greenhouse

carefully checks over the "soft sell"

copy hefore it goes out over the air

because, as he puts it, "the audience

has enough judgment to decide what

they do or do not want." Apparent-

ly, enthusiasm has not waned. He
has signed a 'til forbid contract with

the station.

Fm support

"I like fm radio because: In pro-

graming, in commercials, in quality

of music, the first consideration is

given to the listener as a person."

"I like fm radio because: I have

confidence in the sponsors who pre-

sent programs that respect the wishes

and sensibilities of their listeners."

"I like fm radio because: It offers

exactly the programing I once

bought a good radio to listen to, and

omits what usually caused me to

turn it off."

These three comments on fm are

representative of hundreds of similar

replies to the KLSN Seattle contest,

"I like fm radio because." The sta-

tion set out to determine why, not

just its own listeners but all fm set

owners liked the high frequency

sound medium. KLSN ran two dif-

ferent spots with a frequency of five

a day for six weeks. One spot de-

scribed the contest rules and time

limitations, the other promoted fm
car radios.

As in the majority of fm contests,

the prizes were by no means extrava-

gant. Five weekly winners received

Ip records. The grand prize winner

got an am-fm car radio installed.

Of the hundreds of entries re-

ceived, the station reports that less

than half were from Seattle, the rest

coming in from the surrounding

area. 55 per cent of the responses

were sent in by men, indicating fm's

strong male listenership.

Of the various reasons for liking

fm, "quality programing" accounted

for 61.2 percent of the responses;

next was "fidelity plus static and in-

terference free reception" with 38

percent, and "discriminating adult

presentation" with 22.4 percent.

32

fine music

18 hours a day through . .

.

21

MARKETS

throughout

the Nation

broadcast

HERITAGE MUSIC

Los Angeles

Chicago

San Francisco

Boston

Washington

Baltimore

Minneapolis

Buffalo

Cincinnati

Kansas City

HERITAGE
Heritage offers every broadcaster a flawless blend

of careful programming, production, commentary

and the world's finest automation techniques,

together with national representation, to

offer perfection in modern broadcasting.

1

Seattle

San Diego

Atlanta, Ga.

Denver

Portland, Ore.

Memphis, Tenn.

Grand Junction, Colo.

Montgomery, Ala.

Dallas

St. Louis

Milwaukee

Nationally

represented by

HERITAGE

REPRESENTATIVES

Seattle

MA 3-0620

New York

TN 7-0295

Los Angeles

DU 5-6401

San Francisco

EX 7-2682

A DIVISION OF INTERNATIONAL GOOD MUSIC, INC., Bellingham, Wash.
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Fm Station Key

These statistics and other data contained herein are taken from reports

received by us from FM stations. They are believed by us to be accurate

and reliable, but, of course, cannot be guaranteed. This issue of U.S. FM

includes returns from 432 fm stations. The Frn Station Key will be

augmented each month as information is reported by additional opera-

tions. See box below for abbreviations. Stations not listed are advised

to send in the necessary information.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

gramming; where there is an am affiliate, sep.—refers to the fm being separately pro-

grammed and dup. refers to the fm station duplicating the am programming; cl—
classical; con—concert; op—opera; s-c/—semi-classical; pop—popular; st—standards;

shw—show; flk—folk; ji— jazz; nws—news; wthr—weather; dr—drama; intvw—inter-

view; cmtry—commentary; rel—religious; sprts—sports; educ—educational program-

ming; disn—discussion.

ALABAMA

Albertville

WAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Prog. (Dup.): Pop, nws, wthr, sprts

Birmingham

WAPI-FM (Am: WAPI)
National Rep.: Henry I. Christal

Counties: 47; ERP: 72,000 w
Prog. (Dup.)

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23,000 w
Prog. (Dup.)

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 lew

Prog. (Sep.): St, pop, shw, cl, sprts

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ALASKA

Anchorage

KTVA-FM (Tv: KTVA)
ERP: 750 w
Prog.: Cl, con, op, s-cl, shw

ARIZONA

Phoenix

KELE
ERP: 18,000 w
Prog.: Country & Western

KITH
Counties: 7; ERP: 5,000 w
Prog.: St, s-cl, shw, nws, rel

KYEW
Prog.: Cl, shw

Tucson

KFMM
National Rep.: Good Music Broadcasters

Counties: 3; ERP: 7,200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS

Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Little Rock

KMMK
Counties: 52; ERP: 31,000 w
Prog.: Music

Osceola

KOSE-FM (Am: KOSE)
Counties: 12; ERP: 2,200 w
Prog. (Sep.): Cl, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, por

CALIFORNIA

Alameda
KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Cl, con, s-cl, op, shw

El Cajon

KUFM
Counties: I; ERP: 3.5 kw
Prog.: Cl, con, op, s-cl, nws

Fresno

KRFM (Am: KFRE)
Counties: 12; ERP: 70.000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendale

KUTE

Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flk, shw

Los Angeles

KBIQ (Am: KBIG)

National Rep.: Weed
Counties: 7; ERP: 1 10,600 w
Market Pen.: 48.9% (Pulse 6/59)
Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations

Counties: 3; 58 kw
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

KNOB
National Rep.: Modern Media Fm Sales

Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)

Prog.: jz

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcasters
Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)
Prog.: S-cl, cl, con, op, rel

KPLI

ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: 1 1,000 w
Prog. (Sep.): St, pop, cl, con, shw
KHIQ
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
?rog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt
Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.
ERP: 60,000 w

KXRO
National Rep.: W. S. Grant
Counties: II; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl, con, op

in U. S. FM • April-May 1961



FM STATION KEY (Cont'd)

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politi I960)

Prog.: CI, con, op, nws, ji

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, shw, nws

KFMX
National Rep.: Heritage Stations

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: CI, con, op, jz

KFSD-FM (Am: KFSD)
National Rep.: QXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): CI, con, s-cl, st, op

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, pop, s-cl, cl, shw

KITT

Counties: I; ERP: 56,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

Son Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: QXR Network

ERP: 100 kw
Prog.: Cl, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, con, op, iz

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w
Prog. (Dup.): S-cl, st, pop, shw, nws

TWELVE YEARS OF

BETTER MUSIC IN

THE NATION'S

CAPITAL!

WASH-FM
Affiliated with QXR Network

KPEN
National Rep.: Fine Music HI-FI Broadcasters

Counties: 8; ERP: 120,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw

Prog.: Cl, s-cl, op, flk, cmtry

KSJO
Counties: 16; ERP: 1,500 w
Prog.: St, shw, s-cl, con

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw

Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt

Counties: 3; ERP: 18 kw
Prog.: Educ, op, shw, st, con

COLORADO

Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)

Prog.: Cl, con, s-cl, st, nws, shw, jz, wthr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Stations

Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)

Prog. (Sep.): Cl, con, op, s-cl, jz

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media
ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)

Prog. (Dup.): Shw, con, st, s-cl, jz

CONNECTICUT

Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw

Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, jz, cl

Fairfield

WJZZ
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network
Counties: 7; ERP: 6.8 kw
Prog.: Cl, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)

Prog.: Cl, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw
Prog.: Cl, con, op, s-cl, shw

Meriden
WBMI

ERP.: 20.000 w
Prog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w
Prog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney
Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE

Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker
Counties: 21; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): Cl, s-cl, pop, shw, nws
WJBR
National Rep.: Fine Music Hi-Fi Broadcasters
Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)
Prog.: S-cl, st, nws, cl, wthr

DISTRICT OF COLUMBIA

WASH (Am: WDON)
National Rep.: QXR Network
Counties: 37; ERP: 15,000 w
Market Pen.: 41% (Pulse 12/56)
Prog. (Sep.): Cl, con, s-cl, shw, nws

WFAN
National Rep.: United Broadcastinq
ERP: 20,000 w
Prog.: Latin American music

(For abbreviations, see fcox, p. 10)

lllllllllllllllllllllllllllllllllllllllllllll^

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,117 homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

Pulse, Inc., June, I960
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FM STATION KEY (Cont'd)

WGAY (Am: WQMR)
National Rep.: Grant Webb
ERP: 20,000 w
Prog. (Sep.): Flit, nws, rel, disn

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel

Counties: 23; ERP: 20,000 w
Prog.: CI, con, op, s-cl, nws

WJMD
ERP: 20,000 w
Prog.: S-cl, shw, con, nws, wthr

WTOP-FM (Am: WTOP)
National Rep.: CBS Spot Sales

ERP: 20 lew

Prog.: S-cl, st, cl, pop, nws

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 lew

Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA

Coral Gables

WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw

Prog. (Dup.): Con, s-cl, nws, cl, wthr

Fort Lauderdale

WFLM
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 3; ERP: 3,500 w
Prog.: St, cl, s-cl, shw, op
WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, ji

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)

Prog. (Sep.): Op, st, con, shw, cl

Miami

WWPB
National Rep.: OXR Network
Counties: 5; ERP: 9, 200 w
Prog.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM (Am: WMET)
Counties: 4; ERP: 13,000 w
Prog. (Dup.): Pop, st, shw, jz, nws

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollingbery

Counties: 9; ERP: 59,000 w
Prog. (Sep.): Cl, con, s-cl, st, jz, nws, wthr

Pensacola

WPEX
National Rep.: Good Music Broadcasters,

Western FM Sales

Counties: 5; ERP: 2,500 w
Prog.: Cl, s-cl, st, shw, iz

Sarastota

WYAK
National Rep.: Rejko & Mahaffey
Counties: 9; ERP: 2,730 w
Prog.: Cl, s-cl, pop, st, iz

Tampa
WDAE-FM (Am: WDAE)
National Rep.: Katz

Counties: 16; ERP: 65,000 w
Prog. (Dup.): St, shw, flk, con

WFLA-FM (Am: WFLA)
National Rep.: John Blair

Counties: 34 ERP: 46,000 w
WPKM
National Rep.: Good Music Broadcasters

Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA
Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta

WGKA-FM (Am: WGKA)
National Rep.: Good Music Broadcasters
Counties: 10; ERP: 9.4 kw
Prog. (Sep.): Cl, s-cl, shw, op, flk

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49.000 w
Prog. (Dup. & sep.): Pop, st, nws, wthr, intvw

Augusta

WAUG-FM (Am: WAUG)
ERP: 9,000 w
Prog. (Sep.): Cl, s-cl, pop

WBBQ-FM (Am: WBBO.
Counties: 31; ERP: 19.3 kw
Prog. (Dup.): St, pop, nws, sports, intvw

Columbus

WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 kw
Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark
Counties: II; ERP: 300 w
Prog. (Dup.): Pop, nws

LaGrange

WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: 8; ERP: 2.3 kw
Prog. (Sep.): St, nws, sprts, shw, wthr

Marietta

WBIE-FM (Am: WBIE)
Counties: 21; ERP: 3.5 kw
Prog. (Dup.): Pop, st, shw, sprts, nws

Newnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: II; ERP: 330 w
Prog, (dup.): Nws, wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 kw
Prog. (Dup.)

Toccoa

WLET-FM (Am: WLET)
National Rep.: Thomas F. Clark

Counties: 10; ERP: 730 w
Prog. (Dup.): Nws, st, sprts

IDAHO

Boise

KBOI-FM (Am: KBOI)
Counties: 17; ERP: 17.5 kw
Prog. tDup.)

Lewiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS

Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr. sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: II; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, jz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, Hawaiian

WDHF
Counties: 9 ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Pop, shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw jz, nws

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Cl, op, dr, nws, intvw

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw, nws, wthr

WNIB
Counties: 10; ERP: II kw

Market Pen.: 42.4% (Pulse)

Prog.: Cl, con, jz, op, shw

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): Cl, flk, jz, dr. nws

WXFM
ERP: 32,000 w
Prog.: Cl, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl, cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, nws

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters
Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

(For abbreviations, see 6o*, p. 10)
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Harrisburg

WEBQ-FM (Am: WEBQ)
Counties: II; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 lew

Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mattoon

WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23,000 w
Prog. (Dup.)

Mr Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 lew

Prog.: S-cl, cl, con, st, shw

Mr. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st, nws,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 lew

Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 kw
Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Sep.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA

Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw
Prog. (Dup.): St, nws, flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-cl

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw
Prog. (Dup.)

Evansville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw
Prog. (Dup.): St, shw, s-cl, con, cl

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw
Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, s-cl, cl, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion

WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith

Counties: 27; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprt*

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw
Prog. (Sep.): Programatic

Richmond

WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney
Counties: 20; ERP: 23,000 w
Prog. (Sep.) : Pop, s-cl

WGLM
Counties: 23; ERP: 32,000 w
Prog.: Cl, con, s-cl, st, jz

Terre Haute

WTHI-FM (Am: WTHI)
National Rep.: Boiling

Counties: 20; ERP: 7,400 w
Prog. (Sep.): Cl, con, op, s-cl, pop

Warsaw
WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA

Des Moines

KDMI
ERP: 115,000 w
Prog.: Rel, sacred, nws, wthr, cl

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw
Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

Sioux City

KDVR
Countios: II; ERP: 3,000 w
Prog.: Cl, s-cl, jz, nws, wthr

KANSAS

Salinas

KAFM
Counties: 9; ERP: 3.6 kw
Proq.: Cl, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Heritage
Counties: I; ERP: 3,200

Prog. (Sep.): Cl, con, op, nws, iz

Wichita

KFH-FM
Counties: 12; ERP: 10.6 kw
Prog. (Dup.)

KENTUCKY
Hopkinsville

WKOF (Am: WKOA)
Counties: 10; ERP: 3.73 kw
Prog. (Sep.): Pop, st, shws, nws, sprts

Louisville

WLVL
National Rep.: Walker-Rawalt
Counties: 16; ERP: 35,000 w
Prog.: Cl, pop, s-cl, shw, flk

Owensboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney
Counties: 14

Prog. (Dup.): Cl, con, op, nws, sprts

Paducah

WKYB-FM (Am: WKYB)
National Rep.: Boiling

Counties: 40; ERP: 32,000 w
Prog.: S-cl, pop, st, nws

LOUISIANA

Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): Cl, s-cl, pop, st, nws, wthr

(For abbreviations, see box, p. 10)
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New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con

Shreveport

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog. (Dup.): Pop, flk, nws, sprts, wthr

MAINE

Bangor

WABI-FM (Am: WABI)
National Rep.: George P. Hollingbery

Counties: 7; ERP; 6,100 w
Prog. (Sep. nights): St, cl, shw, con, nws

Caribou

WFST-FM (Am: WFST)
National Rep.: Devney O'Connell and

Daren F. McGavren
Counties: 2; ERP: 250 w
Prog. (Dup.): Shw, st, s-cl, con, nws

Lewiston

WCOU-FM (Am: WCOU)
National Rep.: Devney-O'Connell

Counties: 8; ERP: 13,800 w
Prog. (Sep. nights): Cl, shw, con, s-cl, op

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw

Prog.: Cl, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w
Prog. (Sep.): Programatic

MARYLAND

Annapolis

WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Baltimore

WBAL-FM (Am: WBAL)
National Rep.: Spot Time Sales

Counties: 33; ERP: 20,000 w
Prog. (Sep.): Cl, s-cl, shw, flk, ji

WLDM
NOW

165,000 watts

-DETROIT-

WFMM
National Rep.: Walker-Rawalt
Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, flk, cl. op

WITH-FM (Am: WITH)
National Rep.: QXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws. wthr

Havre De Grace

WASA-FM (Am: WASA)
Counties: 5; ERP: 3,000 w
Prog. (Dup. days, sep. nights): St, pop, shw,

nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop. nws, wthr

MASSACHUSETTS

Boston

WBCN
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: Cl, con, s-cl, op, shw

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw

Prog. (Dup.): Pop, st, nws, sprts, wthr

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shv, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

Springfield

WMAS-FM (Am: WMAS)
National Rep.: Boiling

Counties: 3; ERP: 1.35 kw

Prog. (Dup.): Pop, st, nws, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: QXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN

Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollingbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7.900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WDTM
National Rep.: Good Music Broadcasters
Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flk, shw

WLDM
National Rep.: Walker-Rawalt
Counties: 6; ERP: 20,000 w
Prog.: St, shw, s-cl, cl, con

WMUZ
Counties: 8; ERP: I 15,000 w
Prog.: Sacred music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
Counties: 20; ERP: 61,000 w
Prog.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ)
National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50.000 w
Prog. (Dup.): Nws, pop, st, con, s-cl

East Lansing

WSWM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 30,000 w
Prog.: S-cl, cl, nws, shw, jz

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel
Counties: 32; ERP: I 15,000 w
Prog. (Sep. after 7pm)

WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney
Counties: 7; ERP: 1750 w
Prog. (Sep. and Dup.): Cl, con, s-cl, pop, st

Holland

WJBL-FM (Am: WJBL)
National Rep.: Walker-Rawalt
Counties: 23; ERP: 37,000 w
Prog. (Sep.)

Inkster

WCHD (Am: WCHB)
National Rep.: Bob Dore
Counties: 6; ERP: 34,000 w
Prog. (Sep.): Cl, s-cl, pop, st, tlk

Kalamazoo

WMCR
Counties: 15; ERP: 36 kw
Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw
Prog. (Sep.): St, disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney
Counties: 6; ERP: 1,700 w
Prog. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog. (Dup.) : Pop, nws

MINNESOTA

Brainerd

KLIZ-FM (Am: KLIZ)
National Rep.: Walker-Rawalt
Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl. st, nws, cl, sprts

(For abbreviaflons, see box, p. 10)
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Minneapolis

KWFM
National Rep.:Walker-Rawalt, QXR Network

ERP: 22.5 lew

Prog.: CI, s-cl, jz, nws, st

WAYL
Counties: 8; ERP: 10 kw
Prog.: St, shw, jz, flk, spoken word

WLOL-FM (Am: WLOL)
National Rep.: Heritage Stations

Counties: 5; ERP: 9.7 kw
Prog. (Sep.): CI, con, op, s-cl, jz

WPBC-FM (Am: WPBC)
National Rep.: H-R
ERP: 5.4 kw
Prog. (Sep. nights): CI, con, s-cl, st, shw

Saint Cloud

KFAM-FM (Am: KFAM)
National Rep.: John E. Pearson

Counties: I I; ERP: 15,000 w
Prog. (Dup.): St, nws, wthr, sprts, disn

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 39 kw
Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

Springfield

KTTS-FM (Am: KITS)
National Rep.: Weed
ERP: 9.1 kw
Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA

Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMQ
National Rep.: Walker-Rawalt
Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, jz, disn

Omaha
KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)
Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters
Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: Cl

NEVADA

Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

MISSOURI

Kansas City

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Prog.: St, wthr, jz, shw, pop

KCMO-FM (Am: KCMO)
Counties: 54; ERP: 65,000 w
Prog. (Sep.): St, s-cl, cl, shw, nws

KXTR
National Rep.: Walker-Rawalt
Counties: 18; ERP: 58,200 w
Market Pen.: 35.2% (Pulse)

Prog.: Cl, con, nws, flk, s-cl

St. Louis

KADI (Am: KADY)
National Rep.: Broadcast Time Sales

ERP: 24,700 w
Prog. (Sep.): St, s-cl, shw, cl, nws

KCFM
National Rep.: Walker-Rawalt
ERP: 96 kw

KMOX-FM (Am: KMOX)
National Rep.: CBS Spot Sales

Counties: 4; ERP: 47.3 kw
Prog. (Dup.)

KSTL-FM (Am: KSTL)

Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX
Counties: 14; ERP: 25.5 kw
Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman
ERP: 22 kw

NEW JERSEY

Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

WJLK-FM (Am: WJLK)
Counties 3; ERP: 1,000 w
Prog. (Dup.): St, pop, nws, wthr, intvw

Bridgeton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark
ERP: 9 kw
Prog. (Sep.): Cl, con, op, s-cl, pop, QXR

Dover

WDHA
Counties: 14; ERP: 675 w
Prog.: Cl, con, op. nws, wthr

Long Branch

WRLB
Counties: 12; ERP: I kw
Prog.: St, s-cl, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, jz

Red Bank
WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

(For abbreviations, see box, p. 10)
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NEW MEXICO

Albuquerque

KHFM
National Rep.: Modern Media Fm Sales

Counties: 6; ERP: 1,500 w
Prog.: CI, con, s-cl, st, nws

Los Alamos

KRSN-FM (Am: KRSN)
Nationa I Rep.: Bob Dore (East)

Torbet, Allan & Crane (West)
Counties: 4; ERP: 4,600 w
Prog.: CI, s-cl, op, dr, nws

NEW YORK

Babylon

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Binghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 lew

Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw

Prog. (Sep.): CI, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WWOL-FM (Am: WWOL)
National Rep.: Heritage Stations

Counties: 2; ERP: 750 w
Market Pen.: 34.8% ( I960 Pulse)

Prog. (Sep.): CI, con, op, jz

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5,000 w
Prog. (Sep. nights): Disn, s-cl

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): CI, educ, con, s-cl, shw

We're covering the

WORLD

with

SOUND . .

.

beautiful sound!

HERITAGE

Hear it at the N.A.B.

Garden City

WLIR
Counties: 4; ERP: 1.000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jz, nws

Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: 1.000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w

Prog. (Dup.): Pop, st, nws, sprts, educ

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell

Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nws, con, s-cl, wthr

New Rochelle

WVOX-FM (Am: WVOX)
National Rep.: Bollinq

Counties: 7; ERP: 1,000 w
Prog. (Dup.): Shw, st, cl, nws, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw

Market Pen.: 53.4% (Pulse 7/60)

Prog. (Sep.): Cl, con, s-cl, shw, flk

WNCN
Market Pen.: 53.4% (Pulse 7/60)

Prog.: Cl, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer

ERP: 1 1,000 w
Market Pen.: 53.4% (Pulse 7/60)

Prog. (Dup.): Cl, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)

Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed

ERP: 46,000 w
Prog. (Sep.): Cl, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney

Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr, educ

Patchogue

WALK-FM (Am: WALK)
National Rep.: Grant Webb
Counties: 20; ERP: 15,000 w
Prog. (Sep. nights): St, s-cl, cl, shw, nws

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla

Counties: 6; ERP: 3.700 w
Prog. (Dup.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla

Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

Rochester

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, jz, rel,

disn

Syracuse

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jz, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network

Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA

Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con, s-cl, shw, wthr

Durham
WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w
Prog. (Dup.): Cl, pop, st, shw, nws

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: 1 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw

Prog.: S-cl, cl, st, rel, cmtry

Leoksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell

Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

(For abbreviations, see box, p. 10)
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Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt

Counties: 85; ERP: 36,000 w
Prog.: CI, con, op, s-cl, st

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw

Market Pen.: 27.2% (Pulse)

Prog. (Dup.): CI, con, op

Rocky Mount

WFMA (Am: WCEC)
National Rep.: John Pearson

Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthr

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt

ERP: 15 kw

Prog. (Dup.): St, nws, wthr, rel, sprts

Sanford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

Statesville

WFMX (Am: WSIC)
National Rep.: Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st. shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): CI, s-cl, st, shw, nws

OHIO

Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webb
Counties: 6; ERP: 1,000 w
Prog. (Dup.): Sprts, st, s-el, con, jz

Canton

WCNO (Am: WAND)
National Rep.: Walker-Rawalt
Counties: 28; ERP: 27,000 w
Prog. (Sep.): Pop, s-cl, st, shw, cl

WHBC-FM (Am: WHBC)
National Rep.: Venard, Rintoul & McConnell
ERP: 15,000 w
Prog. (Dup.): St, pop, s-cl, nws, sprts

Cincinnati

WAEF
National Rep.: Walker-Rawalt
Counties: 13; ERP: 4.8 kw
Market Pen.-: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15,500 w
Prog. (Sep.): Cl, s-cl, shw, con, st

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 21,500 w
Market Pen.: 33% (Pulse)

Prog. (Sep.): Cl, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw
Prog.: Jz

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.): St, shw, cl, con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 2.8 kw
Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt
Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 26 kw
Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): Cl, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnell
Counties: 33; ERP: 52 kw

Prog. (Sep.): Nws, s-cl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)
ERP: 20,000 w
Prog. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16; ERP: 24 kw

Prog. (Sep.): Quality music

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark

Counties: 20; ERP: 8,200 w
Prog. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr,

sprts

Middletown

WPFB-FM (Am: WPFB)
Prog.: (Sep.) Sprts, pop, st, nws, wthr

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, t-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConneD
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

Toledo

WMHE
Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

Youngstown

WKBN-FM (Am: WKBN)
National Rep.: Paul H. Raymer
Counties: 26; ERP: 50,000 w
Prog. (Dup.)

OKLAHOMA

Oklahoma City

KEFM
National Rep.: Good Music Broadcaster*

ERP: 3.7 kw

Prog.: Pop, cl, shw, jz, wthr

KYFM
National Rep.: Walker-Rawalt

Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Prog.: (Sep.) St, con, jz, sprts, nws

Tulsa

KIHI
Counties: 8; ERP: 2.95 kw

Prog.: Cl, s-cl, pop, shw, jz

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1,500 w
Prog.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 kw

Prog.: Pop, st, cl, shw, s-cl

OREGON

Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)

National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w
Prog. (Sep.): Cl, con, s-cl, up, nws

KGMG
National Rep.: Heritage Stations

Counties: 15; ERP: 68,250 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KPFM (Am: KPAM)
National Rep. : Weed
Counties: 22; ERP: 33,000 w
Prog. (Sep.): Cl, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: II; ERP: 4.4 kw

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: 1 1; ERP: 17.7 kw

Prog.: S-cl, st, pop, shw, educ

(For abbreviations, see box, p. 10)
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FM STATION KEY (Cont'd)

InTimeofFeap f

In Time- of World Turmoil and Fear The People

turn to the One Great Source of Assurance and Peace.

TJiE BIBLE
You can render no greater service to your audience

in these trying times of doubt and uncertainty than to

present

daily bible readings

HOMER GRIFFITH well known narrator of "The

Friendly Philosopher" programs reads from the King

James Version of The Holy Bible without comment.

Three minute condensations of all the great promises,

prophesies, and teachings from the Books of Moses to

Jesus and the Apostles.

Now Available

On Mylar tape in 13 week series for release on a

three, five or seven day per week schedule.

Send $5.00 for audition tape (the first week's

programs). Deposit fully refundable upon return of

tape or credited to your first purchase.

HOMER GRIFFITH

P.O. Box 32, Redlands, California

PENNSYLVANIA

Allentown

WFMZ
National Rep.: QXR Network
Counties: 20; ERP: 4.8 kw
Prog.: CI, nws

Altoono

WFBG-FM (Am: WFBG)
Counties: 35; ERP: 33 kw
Prog. (Sep.): S-cl, cl, st, con, op

WVAM-FM (Am: WVAM)
National Rep.: Weed
Counties: 3; ERP: 360 w
Prog. (Sep.): S-cl, st, shw, cl, con

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw
Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w
Prog. (Sep.): St, con, nws, wthr, \z

Harrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw

Market Pen.: 13% (Pulse 5/60)
Prog. (Sep.): St, nws, cmtry, cl, disn

Hazleton

WAZL-FM (Am: WAZL)
National Rep.: Raymer
Prog. (Sep.)

Johnstown

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)
Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties. 9; ERP: 15 kw

Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed

Counties: 4; ERP: 7.2 kw
Prog. (Sep.): cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): Cl. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% (Pulse I960)

Prog. (Sep.): Con, s-cl, st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/60)

Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM (Am: WIBG)
National Rep.: Katz

ERP: 20 kw
Prog. (Dup.): Pop, nws, st, wthr, svee info

(For abbreviafions, see box, p. 10)
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FM STATION KEY (Cont'd)

WIFI
National Rep.: Wallter-Rawalt

Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 Itw

Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WOAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) CI, s-cl, op, shw, con

WAZZ (Am: WAMO)
ERP: 5 kw
National Rep.: Hi-Fi Music Broadcasters

Prog: Ji

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Walker-Rawalt

Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters

Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50,000 w
Prog. (Dup.): Pop, cl, s-cl, sprts, disn

Red Lion

WGCB-FM (Am: WGCB)
ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Sc ronton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw

Prog. (Dup.): St, nws, sprts, wthr, jz

Shenandoah Heights

WPPA-FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw
Prog. (Dup.)

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barre

WBRE-FM (Am: WBRE)
National Rep.: Boiling

Counties: 21; ERP: 22,000 w
Prog. (Dup.): Nws, wthr, st, shw

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw
Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives

Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND

Providence

WLOV
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)
Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA

Anderson

WCAC-FM (Am: WAIM)
National Rep.: Devney-O'Connell
Counties: 20; ERP: 6,400 w
Prog.: (Dup.)

Charleston

WCSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Reo.: Meeker
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, (z, con, op, s-cl

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed
Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop

WMUU-FM (Am: WMUU)
National Rep.: Beattie

ERP: 840 w
Prog. (Dup. until sunset): Cl, con, op, s-cl,

rel

TENNESSEE

Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop, nws, cl

WLOM
Counties: 53; ERP: 33,000 w
Prog.: Cl, con, s-cl, jz, shw

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Prog.: Pop, st, con, shw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham

ERP: bO.000 w
Prog. (Dup.): Nws, pop, iprtt, it, rel

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w
Prog. (Sep.): St, shw, pop, s-cl, nws

Memphis

WMCF (Am: WMC)
National Rep: John Blair

ERP: 300,000 w
Prog. (Sep.): St, shw, s-cl, cl, con

Nashville

WFMB
National Rep.: Walker-Rawalt
Counties: 10; ERP: 3.4 kw

Prog.: Cl, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
ERP: 30,000 w

TEXAS

Amanita

KGNC-FM (Am: KGNC)
National Rep.: KATZ
Counties: 18; ERP: 14.6 kw
Prog. (Sep.): Cl, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: Cl, s-cl, op, st, shw

(For abbreviations, see box, p. 10)
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MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

1. An adult audience in the

age of accumulation.

2» An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"
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KTBC-FM (Am: KTBC)
National Rep.: Paul H. Raymer
Counties: 29; ERP: 94 kw

Proq. (Sep.): Pop, st, s-cl, cl, nws

Dallas

KCPA
National Rep.: Walker-Rawalt

Counties: 20; ERP: 4.83 lew

KIXL-FM (Am: KIXL)

National Rep.: Broadcast Time Sales

Counties: 8; ERP: 20.5 kw

Prog. (Sep. nights): St, nws, wthr, shw, pop

KRLD-FM (Am: KRLD)

National Rep.: Branham
Counties: 58; ERP: 59 kw
Prog. (Dup.): Pop, s-cl, cl, nws, dr

WBAP-FM (Am: WBAP)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 52 kw

Prog. (Sep.): Con, s-cl, st, shw, wthr

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)

Counties: 8; ERP: 6.5 kw

Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth

KFJZ-FM (Am: KFJZ)

National Rep.: Blair

Counties: 16; ERP: 28.1 kw

Prog. (Sep.): Shw, st, pop, nws, wthr

Gainesville

KGAF-FM (Am: KGAF)

ERP: 215 kw

Prog. (Sep.): Pop, st, nws, wthr, shw

Harlingen

KELT (Am: KGBT)

Counties: 4; ERP: 3 kw

Prog. (Sep.): St, s-cl, con, shw, jz

Houston

KFMK
Counties: 25; ERP: 10.5 kw

Market Pen.: 30.9 (Pulse 1/60)

Prog.: Pop, st, shw, jz, wthr, nws, s-cl, flk,

intvw, rel

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
Counties: 9; ERP: 15,500 w
Market Pen.: 31.2% (Pulse '60)

Prog.: Pop, st, nws, wthr, shw

KRBE

Counties: 88; ERP: 79,100 w

Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)

Counties: 1 7; ERP: 29,500 w

Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw

Piog. Pop, cl, s-cl, shw, op

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw

Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ

National Rep.: Good Music Broadcasters

Counties: 17; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
National Rep.: Weed
ERP: 12.9 kw
Prog. (Sep.): Cl,' jz, shw

KITY (Am: KONO)
Counties: 13: ERP: 4,400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco

KEFC

Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthr, rel

UTAH

Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

VIRGINIA

Charlottesville

WCCV-FM (Am: WCHV)
National Rep.: Thomas Clark

Counties: 23; ERP: 3.4 kw

Prog. (Sep.): Cl, con, nws, wthr

WINA-FM (Am: WINA)

Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 lew

Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: I I; ERP: 7.2 kw

Prog. (Sep.)

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore

Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Newport News

WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 20; ERP: 37,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): Cl, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WRVC
Counties: 20; ERP: 8,700 w
Prog.: Cl, s-cl, jz, op, nws

WSLS-FM (Am: WSLS)
Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

Staunton

WAFC-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jz, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 kw
Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON

Bellingham

KGMI
National Rep.: Heritage Stations

Counties: I I; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con op, nws, jz

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)
Prog.: St, shw, nws, wthr, jz

(For abbreviations, see box, p. 10)

QUALITY MUSIC

FOR

QUALITATIVE AUDIENCE

SERVING

SEATTLE, TACOMA

AND ALL OF WESTERN WASHINGTON

KLSN
Call Walker-Rawalt

I'll
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KGFM (Am: KGDN)
National Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): CI, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politz I960)

Prog.: CI, con, op, nws, iz

KING-FM (Am: KING)
National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): CI, op, jz, flic, shw

KISW
National Rep.: Hi-Fi Music Broadcasters

Counties: 13; ERP: 10.5 lew

Prog.: CI, con, op, cmtry, dr

KLSN
National Rep.: Walker-Rawalt

Counties: 13; ERP: 19,000 w
Prcg.: CI, con, s-cl, shw, jz

KMCS
ERP: 17.5 kw

Prog: St, wthr, flk

Spokane

KREM-FM (Am: KREM)
National Rep.: Petry

Counties: 23; ERP: 4,800 w

KXLY-FM (Am: KXLY)
National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog. (Sep.): CI, s-cl, jz

Tacoma

KTNT-FM (Am: KTNT)
National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

KTWR
National Rep: Fm Unlimited

Counties: 3; ERP: 10 kw

Prog.: Disn, rel, cmtry, dr, s-cl

WEST VIRGINIA

Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): CI, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2.600 w
Prog. (Sep.): CI, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Prog. (Dup. and Sep.): Pop, st, )z, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w
Prog. (Sep.): St, shw, s-cl

WISCONSIN

Eau Claire

WIAL (Am: WEAQ)
National Rep.: Hollingbery

Counties: II; ERP. 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel
Counties: 15; ERP: II kw
Frog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3,600 w
Prog. (Dup.): S-cl, st, shw, wthr, nws

WMIL-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christa!

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wausau

WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl, nws, sprts, wthr

Watertown

WTTN-FM (Am: WTTN)
National Rep.: George Hopewell
Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell
Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nws

PUERTO RICO

San Juan

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw

(For abbreviations, see box, p. 10)

FM Grows
92% in '60*

50,000 homes added

in Golden Sound Circle

It is more than coincidence that

this great growth occurred in the

first year of WFBM-FM's oper-

ation. Planned variety program-

ming, outstanding news-in-depth

coverage and day-in-and-day-

out promotion have focused more

and more attention on FM.

Now WFBM-FM "Golden Sound
of the Middle West" . . .

• Reaches a market of 237,557 select

FM Families

• Dominates a 51 county area

where retail sales total more than

$2 billion.

This is the select market for your

product . . . just ask Walker-

Rawalt, Inc.

Based on 1960 FM set sales in WFBM-FM coverage area.

mc
GOLDEN SOUND OF THE MIDDLEWEST"

000

Mid-America's most powerful commercial FM station

A Service of TIME-LIFE Broadcast



Central Indiana boasts one of the more rapidly expanding FM audiences

in the country.

Modestly enough, we at Sarkes Tarzian, Inc., feel responsible for a certain

measure of the FM success in this area. For, it's no coincidence that much
of FM's tremendous growth in Hoosierland has occurred since the

Sarkes Tarzian FM receiver came on the market.

We had long believed that the big drawback to FM expansion was the high

receiver cost. So, the Tarzian engineers went to work and came up with

a High-Quality . . . Low-Cost FM receiver— drift-free . . . seven tube

electronic circuit . . . beautiful styling . . . attractive color combinations.

We immediately began promoting this set through our existing broadcast

outlets in Indiana—FM . . . AM . . . and TV. The results were just as

we had expected. Here was what the public had been looking for—

a

low-cost, American-made, FM radio with ALL the high quality

performance features.

Now Hoosiers aren't the easiest people to sell, but they do recognize a true

bargain when they see one. And, we're happy to report that they've been

snapping up these Tarzian FMs almost as fast as we can supply them.

You can boost your own FM audience in the same manner with this

Sarkes Tarzian FM receiver. If you're interested in more details, call or

write for specifications and quantity discount prices. And, also ask about

our combination AM FM set.

BROADCAST EQUIPMENT DIVISION

CONSUMER PRODUCTS SECTION

SARKES TARZIAN INC
east hillside drive • bloomington, Indiana

edlson 2-7251
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Nielsen now reflects Mutual

Radio's new profile for coverage

better-looking than ever

where the buying is biggest.

70 % of all drugstore sales

and 66% of all food store sales

are in A and B markets.

Have you seen our profile lately?

Mutual now ties up 66% of its

radio audience in these markets

Mutual also covers 87 of the

top 100 markets with local

affiliates -more than any other

network. Got a food or drugstore

account in the house? Buy

Mutual Radio-and you've got it

covered at the point of sale.

MUTUAL RADIO
A Service to

Independent Stations

Subsidiary of

Minnesota Mining and

Manufacturing Company ^gfc .
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ABC
RADIO NITWORK

June 6, 1961

Mr. Arnold Alpert
Asst. Publisher
U.S. Radio
40 East 49th Street
New York, New York

Dear Arnle:

Congratulations on your new "book."

And speaking for ABC Radio, we're particularly delighted to see
your youthful and vital new look. You know, that's what we sell,
too - youth and vitality - backed by performance.

Last summer ABC Radio researched the young adult market. Found
it big, bountiful and burgeoning. Last Pall *BC Radio went after
the young adult market with programming and promotion. This
Spring advertisers virtually own the young adult market with
"Breakfast Club" on ABC Radio ... "Flair" on ABC Radio. . .Sports on
ABC Radio... News on ABC Radio. That's why, program for program,
hour for hour, minute for minute, it costs advertisers less to
sell more with ABC Radio.

And so sales are up... ratings are up... and of course our confidence
in the future of Radio is boundless. We're so pleased to see
that your confidence is showing, toot

Cordially,

Robert Pauley
Vice President in Charge of

ABC Radio Network
RP: Jh

A a i A M E R I A N B R D PARA M N
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OFFICERS: Norman R. Glenn, editor/publisher; Bernard Piatt, executive vice president; Arnold Alpert,

vice president/assistant publisher; Elaine Couper Glenn, secretary/treasurer.

EDITORIAL BOARD: Norman R. Glenn, Arnold Alpert, John McMillin, Jane Pinkerton.

EDITORIAL: Jane Pinkerton, managing editor; Mary Lou Ponsell, senior editor; Barry Mallin, assistant

editor; Maury Kurtz, art editor.

ADVERTISING: Sal Massimino, business manager; Shirley Allison, administration production; (Los

Angeles) Edith K. Whaley, 216 S. Vermont, DUnkirk 7-6160; (San Francisco 11) Whalcy Simpson

Co., 700 Montgomery Bldg., SUtter 1-4583.
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ARTICLES

23 WHY DETROIT LOVES RADIO / the story of America's automotive romance with

radio and how the big agencies buy for autos against increased competition

28 THE GOVERNOR REPLIES TO OUR OPEN LETTER / LeRoy Collins, president of

the NAB, answers u.s. radio on "Radio's Five Needs" and how they can be met

30 "MORE PERSONAL THAN TV" / radio's great closeness to its listeners makes it

unique and important to Jerry Arthur, v.p. and media director, Donahue ir Coe

35 $10 BILLION TEEN MARKET—AND RADIO OWNS IT / probing report on the teen

market today and why it is ever more important to radio and its advertisers

38 ANOTHER JOB THAT RADIO DID BEST / how radio reported and communicated

the rise of the first American into space to millions of listeners across the land

42 $650,000 SUCCESS / using radio and billboards as sole media, an unusual Mil-

waukee restaurant built success with classical music on WTMJ Milwaukee

45 SUMMER RADIO IS HOT / A. C. Nielsen provides some auto-plus figures which

show car listening high all year 'round, peaks markedly during summer months

DEPARTMENTS

Commercial Clinic 49, Letters 20, Names and Faces 58, Radio Focus Ideas 50,

Radio Focus People 54, Radio's Reach 14, Silver Mike 19, Soundings 9, Time Buys 16

BPA MEMBER OF BUSINESS PUBLICATIONS AUDIT OF CIRCULATIONS INC.

U. S. Radio is published monthly by Air Media Inc., Editorial and business offices at 40 E. 49 Street,

New York 17, telephone MUrray Hill 8-0475: printing office, 3110 Elm Ave., Baltimore II. Subscription

(USA) $5 per year including U.S. FM, monthly publication also published by Air Media Inc. Outside

USA, $6 per year. Copyright 1961 by Air Media Inc. Accepted as controlled circulation at Baltimore
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MISS TEENAGE AMERICA

(SONT

LUSIVELY RADIO / EXC
LUSIVELY YOURS /"FOR INCREASED
BILLIN(f / FOR/INCREASED AUDIENCE

write, wire -Mr call

FUTURSONICTPRODUCTIONS, INC. / 3103 ROUTH ST., DALLAS, Rl 1-6281
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the simple

facts about

business

magazine

advertising

& readership

are these

In the 20 years

since 1940, adver-

tising dollars in-

vested in trade pub-

lications have in-

creased from $64,-

000,000 to almost

$600,000,000 annual-

ly—a rate of growth

second only to tele-

vision.

Readership of busi-

ness publications,

according to Mc-

Graw-Hill study, is

up sharply since

1950. The reason:

Greater demands
on the knowledge

and ability of busi-

ness executives

who must keep up

with the pace and

competition of

American business.

Today a great need

exists for alert, cou-

rageous, profession-

al business publica-

tions in every field

—publications that

really reach their

fields.

The top book in the

average trade field,

according to a

widely-quoted Mc-

Graw-Hill study, de-

livers 66% of the

executives allied to

that trade category.

The top three pub-

lications deliver

92%. It was noted

that an increased-

cost-per-qualified

reader and a re-

duced-degree-of-in-

fluence accompa-

nied each publica-

tion in descending

order.



the simple

acts about

SPONSOR

advertising

readership

are these

SPONSOR tops its

ield by a wider

nargin than the

iverage leader. A

urvey (not made

ly SPONSOR)
lased on the agen-

:y-advertiser mail-

ng list of a big na-

ional rep showed

iPONSOR ahead

xith 88.7% reader-

hip. A recent study

if New York ad

gency readership

onducted by a

eneral ad publica-

ion showed SPON-

SOR leading the

lext broadcast book

iy 27%; and 70%
head in the "mag-

zine read most"

ategory.

SPONSOR'S page

rate ($625) is about

8% less than the

magazine that rates

second in most sur-

veys.

The busy ad execu-

tive is kept fully

posted and pro-

tected with one

broadcast book spe-

cializing in the

things he wants to

know. Its new
SPONSOR-WEEK,
added to the eight

yellow pages, in-

terpretive articles

in depth, and in-

formative depart-

ments, provide

agency/advertiser

readers with a com-

plete weekly pack-

age.

Thus, SPONSOR is

the one publication

fully keyed to your

spot sales objec-

tives. It's the short-

est distance be-

tween buyer and

seller.

SPONSOR
Shortest Distance

Between Buyer

And Seller



Col. John J. Barton
Superintendent, Indiana State Police

Howard Seiler
Superintendent, Michigan State Police

Col. L. E. Beier
Chief, Wisconsin State Patrol

Sheriff Frank Sain
Sheriff of Cook County, Illinois

Col. William Morris
Superintendent , Illinois State Police

Governor Howard Pyle
President, National Safety Council

Orlando W. Wilson
Superintendent, Chicago Police Department

Flying Sergeant Clarence Erickson and
Flying Officer Irv Hayden
Safety Education Section, Traffic Division,
Chicago Police Department

Sergeant Tim McCarthy
Safety Education Officer, Indiana State Police

(Ma iM/mJ^tid

vice-president and general manager, WGN, Inc.

AWARD-WINNING
WGN RADIO
ACTIVITIES:

Signal 10

Trafficopter

Traffic Central

— plus many special

highway safety campaigns.

J
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SOUNDINGS
/ news & interpretation

New and more pointed hooks have appeared in the Radio Code of the National Assn.

of Broadcasters with the recent recommendation by the code board (subject to approval by

the full board at a meeting in Washington later this month). Sections which heretofore

warned against maltreatment of listeners' "sensitivities" were augmented with specific

notice that:

"Advertising of certain intimate personal products which might offend or embarrass the

listening audience is unacceptable. Among these are products for the treatment of hem-

orrhoids and for use in feminine hygiene."

This is the first time a direct veto has been suggested against specific product types, bring-

ing to mind a recent (successful) radio test for a unique but highly unorthodox copy tech-

nique in behalf of a feminine hygiene item, Tassette through Weiss & Geller, N.Y.

Single-rate issue continues apace, with gaining number of stations converting their

rate cards so that national and local advertisers respond to sales lures of the same an-

nouncement and program costs. Among the newest in the one-rate lineup: WHAT Phila-

delphia and KRAK Sacramento. Former station, specialist in Negro-appeal radio, is headed

by President William A. Banks. His theory: "The single rate is fair to all advertisers, is the

inevitable solution to many rate problems broadcasters and advertisers have faced." Man-

ning Slater, president and general manager of KRAK, thinks the one-rate "is the only logical

answer to the ever-present problem of 'who gets what rate when'."

New Negro market information from the Keystone Broadcasting System, which an-

alyzed Negro-appeal programing for its 361 radio station affiliates in 23 states, finds that

the average station programs 43 quarter-hours weekly to this specialized audience.

The breakdown as to total hours (not quarters) of Negro-appeal programing for the

KBS Negro network: 20 hours or less per week, 318 stations; 21 to 40 hours, 36 sta-

tions; 41 and 100 hours, 6 stations; over 100 hours, 1 station. (Highest amount of air

time is for an Alabama affiliate, with 118 hours weekly of Negro-appeal programing.)

Progressive legislation was passed 1 June in California after strenuous efforts for 20

years by many groups, including the state's Associated Press Radio and Tv Assn. and its

chairman, Don Mozley, news director of KCBS San Francisco, as well as the California

Broadcasters Assn. The issue: whether air newsmen would have the same privilege of their

print brethren in not disclosing confidential news sources. The victory: the state Senate

judiciary committee voted approval before sanction by the governor and the state legislature.

What makes selling ammunition? A lot more than mimeographed station logs sent

to reps or a re-hash of a program schedule multilithed for agency buyers and media super-

visors. So said an agency media man commenting on the type of station information he

wants to see and citing a recent two-color folder issued by WQXR New York. What do buy-

ers want in a station folder? "Market, market and MORE market information," he said.

Among this station's facts: county-by-county primary and secondary areas with radio homes

in each, audience composition analysis as to family income, education, occupation; net

unduplicated homes reached daily and weekly.

U. S. RADIO/June 1961 9



SOUNDINGS
news & interpretation

The "survey week" rash is being treated in Canada, the Bureau of Broadcast Meas-
urement reports. Canadian stations followed the pattern of some U. S. colleagues in hypo-

ing activity before the scheduled measurement. But Duncan Grant, executive v.p. of the

bureau, says his investigating committee—set up to "study formal complaints and to make
recommendations for disciplinary action"—hasn't had anything to do so far.

This month one of the nation's oldest ad agencies, Bozell and Jacobs,
observes its 40th anniversary at headquarters in Omaha with a "return to the fold" of more

than 100 executive staffers from 12 cities where branch operations are located. The an-

niversary coincides with an annual meeting of key personnel and a re-appraisal of work

which has been done, which is still to be done in the vast area of advertising and allied

activity. A long-time radio pro who goes to these sessions, discussing the medium in New
York before leaving to attend the conclave, is V.P. (for broadcast) Harold Fair. Said he:

"No matter how big any other medium ever gets, the one which comes into the home local-

ly with a purely local stamp is radio. Tv, which for awhile assumed the mantle of showman-

ship and new excitement, turned ears and eyes from radio. But today, with radio's news,

information, immediacy and reliability, the older medium still has a vast potential."

If you Consider Memphis, Tenn. a "typical Negro market," you'll be interested in get-

ting a copy of a new study, "Pilot survey of a Negro market," published by Brick Muller &
Associates, Falls Bldg., Memphis. The cost per copy: $25; $7.50 for each additional. Facts

and figures on market, media, radio tune-in and consumer preferences are pegged on per-

sonal interviews.

NEXT
MONTH:

Fall buying tactics and patterns for products in the big and

booming drug field will kick-off the July issue, with a full

report on what major national advertisers in the cold and

headache remedy product categories, in particular, will

air next fall to market their merchandise. Their heavy-

up comes, of course, as the cold season descends on all sec-

tions of the country. Readers will also find a profile of a

30-year radio veteran, Harold Fair, broadcast v.p. for Bozell

&: Jacobs, New York, whose radio theories and practices are

keved to his quote from Alistair Cooke: "Radio is almost a

talking wallpaper." There'll also be a penetrating analysis

of some of the reasons why FCC Chairman Minow's con-

cepts of "well advertised" public hearings for station li-

censes and renewals "are wrong." And a rundown on how

a national radio advertiser. Pet Milk, tailors its own orig-

inal program to a selected media pattern will highlight the

advantages of a sponsor matching the physical buy to the

entertainment program surrounding it. U.S. radio will also

print in their entirety a selection of outstanding editorials-

concerning much-fought-for issues—aired by leading radio

stations throughout the country.
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WHO Radio

should be No. 14

on any "Top Market

radio list!

50,000 -Watt WHO Radio Covers

865,350 Homes In Iowa PLUS!

EVERY time your marketing strategy calls for

radio in America's top radio markets . . .

50,000-watt WHO Radio belongs on the list!

There are only 13 markets in America in which

any radio station reaches a larger audience or

more buying power than does WHO!

WHO Radio reaches 865,350 homes in "Iowa

PLUS!" (96 of Iowa's 99 counties plus a number

of counties in neighboring states). 75% of all Iowa

retail sales are made in counties you reach with

WHO. (Metropolitan Des Moines accounts for only

9% of Iowa's retail sales. All eight of Iowa's leading

metro areas, including Des Moines, account for

just 33%.)

Many surveys, for 23 consecutive years, have

measured the Iowa radio audience, and have proved

that WHO is Iowa's most listened-to radio station.

A 93-county area Pulse (March, I960) gives WHO
the No. 1 position in every weekday quarter-hour

surveyed over 85 other stations.

Next time you make up a "top radio market" list,

be sure No. 14 is WHO Radio! Ask your PGW
Colonel for the latest information on "Iowa Plus."

Sources: Pulse (March, I960), NCS No. 2, SRDS.

WHO
for Iowa PLUS !

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV. Davenport

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

Peters, Griffin, Woodward. Inc., Representatives

U. S. RADIO/June 1961 11



The "color house" that quality



fond integrity built

The WGN

Mid-America Broadcast Center

finest in the nation

The only broadcasting center conceived, de-

signed and built for color—WGN's new, ultra-

modern studios offer clients a total service.

There are three complete color studios, con-

taining every facility for the production of

color programs, from ID commercials to hour-

long musicals. And a mobile, remote-color-

unit covers any news break, sports event or

other program in any part of Chicago or its

suburbs. WGN's remote color facility is one

of only two in the entire country !

In addition to color . . . the exciting WGN
BroadcastCenter is the finest, best equipped

broadcast plant in the land. Its facilities-

including a turntable stage for automobile

commercials — are unparalleled anywhere in

radio and television, in audio and videotap-

ing and in all other related services.

Owned and operated by Chicagoans, this

great new WGN "color house" is dedicated

to rendering greater service to all Chicago-

land—to advertisers, and to their agencies.

WGN
WGN

Radio and

Television

2501 Bradley Place, Chicago 18, Illinois

Color studio. Show rehearsal



RADIO'S REACH/ JUNE 1961

AM STATIONS ON AIR* 3,572

FM STATIONS ON AIR- 866

SETS MANUFACTURER** 1,384,052

RARIO SETS I/V USE 156,394,000

CAR RARIOSf 40,387,000

FM SETS IN USEj 15,500,000

AM STATIONS ON AIR: I he 3,572 am stations on the air at the end of April represent

an increase ol 11 stations over the previous month. Applications pending: 541; stations

under construct ion: 1 53.

FM STATIONS ON AIR: Fm stations on the air at the end of April number 866, an in-

crease ol 1 1 stations compared with the previous month. Applications pending: 73; sta-

tions under construction: 210.

SETS MANUFACTURED: Total radio production in March, 1,384,052, includes 384,227

auto radios and 75.04-1 I'm radios. This total is 271,023 sets higher than the previous

month. Total radio sales for March, excluding auto radios, is 853,821, an increase of

187.593 over February. Cumulative radio sales for the year total 2,100,729, just above

last year's mark ol 2. ()79. .'HIS sets. Radio production to date this year totals 3,589,154 sets

against 4,465,706 sets produced last year.

NETWORK: Pepsi-Cola Co. leads network advertisers in terms of total home broadcasts

according to A. C. Nielsen Co.'s monthly index for four weeks ending April 2, 1961.

Pepsi registers 341 broadcasts for a total of 133,585,000 home broadcasts delivered. In

the second position is Sylvania Electric Products with 239 broadcasts and 130,764,000

home broadcasts delivered. Liggett S: Myers Tobacco, Pharmaco Inc. and R. J. Reynolds

Tobacco follow in third, fourth and fifth position, respectively. Mennen Co. leads in total

commercial minutes delivered, broadcasting 112.211.000. Sylvania Electric Products is

second with 103.941,000 commercial minutes delivered. In third, fourth and fifth posi-

tion are Liggett v Myers Tobacco. Pharmaco and Studebaker-Packard Corp.

LOCAL: An audience participation program aired six nights a week on KOOD Honolulu
(formerly broadcast on another station there) began April 1 with 41 weekly sponsors. All

sponsors are on 52-week contracts bringing S2.600 in billings monthly to the station.

Other new business signed by KOOD in April boosted the total increase in billings over

March to $3,300.

*FCC. April, **EIA. March, fRAB estimate.
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The Big

WLW
Radio World

!

...with audience among top 10 in

America ! ...and first in Cincinnati

!

WLW RADIO now commands an overwhelm-
ing 70% of the daytime total audience, more
than twice as much as the other 4 Cincinnati

Radio Stations combined! And WLW Radio

also commands 38% of the daytime metro-

politan Cincinnati audience.

WLW Radio has increased its daytime total

audience 50% in one year! And has increased

its daytime metropolitan Cincinnati audience

27% in one year!

So when you're buying Radio time, take a
good look at these figures and charts . . . and
you'll see why you should call your WLW
Representative! You'll be glad you did.

1,000

TOTAL AUDIENCE (October-November 1960 NSI)
Number of Radio Homes Reached Per Broadcast. Average Vi Hour Per 3 Hour Day Part—6 AM to 6 PM.

10,000 20,000 30,000 40,000 50,000 60,000 70,000 80,000 90,000

WLW

Station B

Station C

Station D

Station E

CINCINNATI AUDIENCE (October-November 1960 NSI)
Number of Radio Homes Reached Per Broadcast. Average Vt Hour Per 3 Hour Day Part—6 AM to 6 PM

—

projected against 320,200 radio homes in metro Cincinnati.

1,000 3,000 5,000 7,000 9.000 11,000 13,000 15,000 17,000 19,000

WLW
i i i i

Station B

Station C

Station D

Station E

World's Highest Fidelity Radio Station I Crosley Broadcasting Corporation, a division of Avco
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TIME BUYS
AMERICAN TOBACCO COMPANY

Agency: Lawrence C. Gumbinner,

New York

Product: ck; vrs

The tobacco company launches a

10-week drive beginning July 1 for

Roi-Tan cigars. Spots have been

placed in 15 top markets, predomi-

nantly on the west coast. Traffic and

week-end times will receive the ma-

jor portion of the schedule. Time-

buyer is George Blinn.

BRISTOL-MYERS

Agency: Doherty, Clifford, Steers ir

Shen field Inc., Neiu York

PrOdUCt: DEODORANT

With summer approaching rapid-

ly, Bristol-Myers opens an eight-week

campaign for Mum deodorant. The
flight will hit 30 markets in the

south and southwest, beginning

July 3. Frequencies range from 12

to 30 per week for one-minute tran-

scribed announcements. Both day

and evening times throughout the

week will be used. Don Miller is the

timebuyer.

CHURCH & DWIGHT CO.

Agency: Charles W. Hoyt Inc.,

New York

PrOdUCt: BAKING SODA

A one-month campaign extolling

the versatility of Arm & Hammer
baking soda hits New York City and
four major markets in Tennessee

June 26. Besides its use in baking,

says timebuyer Doug Huram, the

product can soothe sunburned skin,

wash cars and douse fires. Six sta-

tions in Chattanooga, Knoxville,

Memphis and Nashville and three

stations in New York (WOR,
WNEW, WMGM) will carry the

spots both day and evening, prima-

rily during weekdays. Frecjuencies

range from 20 one-minute announce-

ments per week in Tennessee to 25

to 50 20s and 30s per week in New
York, depending on the station.

HERTZ SYSTEM INC.

Agency: Norman, Craig ir Kurnmel
Inc., New York

PrOdUCt: AUTOMOBILE RENTALS

The automobile rental service has

begun a foray into about 10 or 12 se-

lected markets. The starting time

was June 5 for the eight-week cam-

paign. All announcements are min-

utes.

PUROLATOR

Agency: /. Walter Thompson Inc.,

New York

PrOdUCt: AUTOMOBILE FILTER

Blanketing the country with radio,

Purolator, the oil and air automo-

bile filter, opens an eight-week stag-

gered campaign in 81 markets on

June 26. Concentrating on traffic

hours, evening and weekends, the

spots will run 30 seconds and one

minute. Frequencies vary according

to location. The announcements
will be broadcast both live and re-

corded with the Blair Group forming

a major portion of the stations used.

Helen Davis is the timebuyer.

SAVINGS BANK ASSOCIATION
OF NEW YORK STATE

Agency: Benton ir Bowles Inc.,

New York

Product: SAVINGS ACCOUNTS

The Savings Bank Association enters

radio for the first time when it opens

a 10-week campaign in New York

State on June 25. In an effort to

persuade the consumer to spend less

and save more, the association has

purchased spots in 15 major New
York State markets. About 30 sta-

tions will broadcast the one-minute

and 30-second transcribed announce-

ments, primarily during traffic, day-

time and weekend times. Bob Silber-

berg is the timebuyer.

TEXACO INC.

Agency: Cunningham ir Walsh Inc.,

New York

Product: gasoi i\i

A 100-market campaign, involving

about 200 stations in all sections of

the country, opens for Texaco on

June 29. The drive will run through

Labor Day, concentrating on traffic

and week-end times. Frequencies

average about 30 one-minute ets.

per week per market. Timebuyer is

Bill Santoni.

VOLVO

Agency: Sind ir Sullivan, New York

Product: automobiles

The Swedish import has begun a

drive into 14 major markets from

coast to coast. Starting date was

May 22 for the 13-week staggered

campaign. About 45 stations are in-

volved, broadcasting 20s, 30s and

minutes during traffic times. Fre-

quencies range from 10 to 95 per

week, depending on the size of the

market. Timebuyer is Jean Simpson.

BROOKS FOODS

Agency: S. E. Zubrow Inc.,

Philadelphia

Product: foods

A big flight of spots in 10 to 12 mid-

western markets gets started the

week of July 10 for Brooks best sell-
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ers; catsup, barbecue sauce and

baked beans. The Illinois food

maker and packager, which uses

radio as its only ad medium, will run

this flight lor lour to six weeks. M.u

kets to be saturated are Si. Louis,

Detroit, Chicago, Louisville, Grand

Rapids, Peoria, Cleveland, Kansas

City, Cincinnati, Milwaukee and In-

dianapolis. The agency has ordered

a combination of 60- and five-second

spots, with frequencies varied by

market. The five-second announce-

ments will get the most play in most

markets. For instance, Chicago sta-

tions will be blitzed with 35 minutes

per week and 70 fives. Weekday,

daytime emphasis will lean toward

Wednesday, Thursday and Friday,

the favorite shopping days. Time-

buyer is Yolanda Tini.

FORD MOTOR CO.

Agency: Kenyon & Eckhardt Inc.,

New York

PrOdUCt: FORD INSTITUTIONAL

The Ford Road Show, in progress

this year from March through July,

moved into Minneapolis June 14 for

a 10-day stay. A caravan of current

Ford models that goes from city to

city, the Road Show parks itself in

a shopping center from which it

sponsors live disc jockey broadcasts

with commercials enticing the listen-

er to "come see the Ford Road

Show." In Minneapolis the show

will be heard on four stations, using

18 20-second spots and six one-min-

ute spots per station per day. All

spots are live, promoting the Ford

line. It is estimated that Kenyon

& Eckhardt spent $2,400 for the Min-

neapolis placements.

GROVE LABORATORIES

Agency: Doherty, Clifford, Steers fa

Shenfield Inc., New York

Product: AMMENS MEDICATED POWDER

A 13-week flight, centering on 20 ma-

jor eastern markets, was initiated on

May 22 by Grove for its Ammens
Powder product. A total of 40 sta-

tions are broadcasting the one min-

ute ets at the rate of 24 per week.

Week-days, both clay and evening,

are handling the bulk of the sched-

ule, although some week-end time

has been purchased. Bob Widholm
is the timebuyer.

$
1 BILLI0N+

will pour into New England

during

SUMMER

VACATION

MONTHS

33
MAINE

Augusta
Bangor
Biddeford

Houlton

Lewiston

Portland

Presque Isle

N. H.

Claremont
Concord
Hanover
Keene
Manchester

VERMONT
Brattleboro

Rutland

Waterbury

Strategically Located

Radio Stations:

MASS.
Boston
Fall River

Fitchburg

Greenfield

Hyannis

Lowell

Northampton
Pittsfield

Springfield

Ware
Worcester

CONN.
Bridgeport

Hartford

New London
Torrington

Waterbury

R. I.

Providence

Westerly

*BOSTON
WNAC, 50.000 Watts

Key Station

ONLY
The Yankee Network

DELIVERS

96%
of this

RICH MARKET
PLUS

A Sum*"
ert'we

Bonus

MILLIONS OF TOURISTS,
SPENDING MILLIONS OF

DOLLARS, BUYING MILLIONS

OF PRODUCTS!

yankee Network
21 Brookline Avenue, Boston 15, Mass.

A Division of RKO General • Represented Nationally by H-R

Sell Your Product to ALL New England

at 1 TIME WITH 1 BUY
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5CPB FIVE-CHANNEL SELECTIVE PROGRAM REPEATER

is money • • •

and
quality

IKENZIE "INSTANT" AUDIO

ruggedly

built

complete

ia

torn
|

rel

Proven by millions of hours of continuous service

NOTHING FASTER...

NO HIGHER QUALITY!

The completely transistorized 5CPB features

perfect quality and greatest reliability. It is the

fastest automated audio unit you can get...

carefully designed and built to give you the

continuous, dependable service you need.

a perfect companion! MacKenzie 1CPR
Instant Recorder— and single-channel
playback repeater — assures perfect pre-

recorded announcements. ..made in leisure

time. Provides natural live quality repro-

duction. ..instant playback. ..instant auto-

matic erasure, interlocked against accidental

operation. Saves waste motion, lost time...

makes every precious second count. ..for you!

Check how MACKENZIE "Instant" Audio
can save you at least four minutes of

saleable time each day ... or at least 120
minutes of saleable time per month!
Send coupon TODAY!

MACKENZIE 5CPB Five-Channel Selective

Program Repeater gives you quick returns on your

investment

time is money! And every second saved... every miscue

or fluff that you eliminate means more time to be sold...

fewer penalties. ..and all of these mean greater return

on your investment.

The ruggedly built, completely dependable MACKENZIE
5CPB contains five continuous loop tapes that may be used

simultaneously or individually. ..plays pre-recorded spots,

announcements, commercials, station breaks, jingles, music

bridges, sound effects. ..any material requiring precision

cueing and instantaneous stop-start operation. Saves

seconds-minutes-hours. ..puts money in your pocket!

Gentlemen,
1 1 Please contact us immediately.

Please mail me the complete story on
MACKENZIE money-making equipment.

Name-

Title-

Company,

Addr(

City^ _State_

Norman J. Ostby, General Manager

MACKENZIE ELECTRONICS, INC.
1025 NORTH Mc CADDEN PLACE, HOLLYWOOD 38, CALIF. / Hollywood 3-5186
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She is not only the "happiest
and hu kicst timebuyer in New
York"; she is also the most dec-

orated woman timebuyer in the

same city. Her name is Hope
Martinez and she recently be-

I came the first woman to win

I the Silver Nail Timebuyer of

I
the Year award of the Station

Representatives Association.

"Although reps may com-

j plain about Hope because she

I is a tough individual," said

Frank Pellegrin, executive vice-

president of H-R Representa-
tives Inc., in presenting the award, "they know that

when they make a sale, BBDO has made the top buy."
Hope takes her reputation as a tough-minded buyer

with grace and good nature. This combination of qual-

ities has easily made her one of the best known and
most respected of female timebuyers along Madison
Avenue during the 15 years she has been with BBDO
Inc.

She stepped out of a "dull job in an accounting
office" to walk into advertising in 1945. She did so on
the advice of a friend who thought she should give ad-

vertising a whirl.

And give it a whirl she did. When she went to

BBDO she started in the accounting department there.

A year later she was in the hospital for the birth of

her only child, Claudia, now 14. Within four months
she was back in the office, this time in the media de-

partment as an assistant timebuyer.

It was during these years that television was a baby
and radio enjoyed the prominence of big billings

—

whether stars or advertisers. Hope first worked on the

American Tobacco account for Lucky Strike (she still

does) and the New York Telephone Co. account.

"In those days I learned a lot about radio that I've

never forgotten. I think radio is terrific and I never

hesitate to tell an account group they ought to use it

if it's what the client needs," she says. In the past few

years she has bought time for United Fruit as well as

Luckies, two of the biggest radio users in the past

decade.

Her real name is Esperanza, the Spanish word for

hope. She was born in Spain, in the capital cit\ oi

Madrid. Her parents brought the family to New York
when she was very young.

She is married to John Anzolin, who works in New
York in the automobile finance and insurance field.

Of her career, she says, "Sometimes my husband doesn't

exactly understand my work or why I find it so inter-

esting. But we have always been able to keep a happ\

marriage in spite of my job. During a buying spree I

may be in the office until 9 p.m., but we always make
allowances for this because it is just unavoidable."

The Anzolins lived at one time in their own home
in Nassau County, Long Island. But they now live in

a Kew Gardens, Queens, apartment. "I just got slowly

sick of pulling up weeds, cutting grass and commut-
ing," she explains. It now takes her one-half hour to

get to the office on the subway.

Hope says that daughter Claudia does not particu-

larly want to be a timebuyer. "But if she did, I cer-

tainly wouldn't want to discourage her. I have loved

my job. Claudia would like to study the dance. If she

still wants to do that when she is old enough to start

a career, I'll be 100 percent behind her." Claudia now
attends a private school in Queens. Her mother
would like to send her to college. But she thinks noth-

ing can replace the education of learning the ropes on
the job.

Recalling her own education, Hope says that she

never planned on a particular career. She attended

Washington Irving High School and Benjamin Frank-

lin School of Business, both in New York City. "I

liked my business courses, but I could never stand

shorthand. All I knew was that I'd better train for

something because I had to earn a living some day."

As the Silver Nail Timebuyer of the Year, Miss

Martinez has not done badly at earning a living. Not
badly at all.

U. S. RADIO/June 1961 1
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GO REGIONAL!
COVER ALL KELO-IAND!
There's no stopping a radio spot

when vou place it on KELO Sioux

Falls.' 13,600-watt franklinized

power hurls your message through-

out all KELO-LAND. And KELO
program power (built on sensible

music picks, full NBC news, color-

ful weather reporting, on-the-spot

sportseasts) drives your message
home convincingly!

NBCKELO
13,600 WATTS RADIATED POWER

Sioux Falls, S. D. and all Kelo-land

JOE FLOYD, President

Jim Molohon, Mgr.; Evans Nord, Gen. Mgr.

Represented nationally by H-R

In Minneapolis by Wayne Evans & Associates

MIDCO
Midcontinent Broadcasting Group

KELO-LAND/tv ond radio Sioux Falls, S. D.;

WLOL/am, fm Minneapolis-St. Paul; WKOW/am
and tv Madison, Wis.; KSO radio Des Moines

A HIT!

The "new" U.S. radio is a hit.

Format, editorial treatment and

content all add up to a book which

is truly representative of our in-

dustry.

Ed Papazian says radio "has no
central voice."

The article entitled An Open Let-

ter to Governor Collins notes "radio

. . . needs a powerful, vibrant and

truly national voice of its own."

u.s. radio is a step in the righl di-

rection.

ROBERT M. TETER
Vice-President-Radio
Peters, Griffin, Woodivard Inc.

New York

Having just finished reading the

first issue of the "new" u.s. radio, f

must take this opportunity to add

my congratulations to the many you

have already received.

We derive a great deal of pleasure

and inspiration from the fact that an

excellent publication such as yours

in dedicated to the same end we seek:

the increase of "radio's power, pros-

perity and prestige."

We contemplate your future with

excitement and anticipate your suc-

cess with pride. May the coming

years bring you that which you seek

for others.

JACK D. ALEXANDER
Executive Vice-President

Futursonic Productions Inc.

Dallas

I appreciate the personal copy of

the first issue of u.s. radio under

your new prestige format. I'm

pleased to see this improvement in a

magazine that devotes itself entirely

to the subject of radio, which is so

often overlooked in other publica-

tions. Congratulations and keep up
the good work.

best wishes from WBZ, which this

year celebrates 40 years of broad-

tasting in the public interest.

PAUL G. O'FRIEL

General Manager
WBZ
Boston

I read the April-May issue of u.s.

radio from cover to cover upon my
return Irom the convention and find

it to be an all-radio journalistic

masterpiece.

I was very much sold on the idea

.mil philosophy behind u.s. radio

previously, but the new approach,

material and layout is certainly out-

standing.

There's no question in my mind
but what you are going to help

radio's case in the years to come.

SIMON GOLDMAN
President

WJTN
Jamestown, N.Y.

I just finished reading the April-

May issue of u.s. radio.

I am deeply thrilled that the in-

dustry now has a fine magazine will-

ing to stand up and be counted for

radio.

PHIL PHILLIPS

General Manager
KBRS
Springdale, Ark.

DEAR GOVERNOR

I think your May issue of u.s. radio

is great!

Believe me, u.s. radio has come a

long way since its first publication

when as director of advertising for

WBBM Chicago I placed an ad.

Your open letter to Governor Col-

lins is the sort of approach that will

eventually make u.s. radio the

spokesman for radio that it should

be.
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Again, my hearty congratulations

and kudos to the staff!

HARRY WILBER

General Manager
WBEE
Chicago

Seldom in 2.S years of broadcasting

have we written to a trade paper.

Your Dear Coventor letter, April-

May issue, deserves commendation.

It realistically outlines radio's chal-

lenges. It reflects mature and affirma-

tive hope for an unfettered competi-

tive mass media. It admonishes im-

passive industry leadership, selfish

devisive actions, or petulant regula-

tory threats. We need greater unity.

BOB THOMAS

WJAG
Norfolk, Neb.

COMMERCIAL CLINIC

What a very nice article about our

Mr. Julian Koenig and our agency. I

know Mr. Koenig enjoyed reading it

as I did.

I was wondering if you would

kindly send me four or five copies of

the magazine. Thank you for your

attention and assistance.

DIANE SHUGRUE

Papert, Koenig ir Lois Inc.

New York

Thank you so much for the copy of

U.S. radio with the Falstaff story. I

think it is a great article and I am
sure that everyone from Buddy
Griesidieck on down at Falstaff will

be similarly delighted.

JOHN DICKSON

KMPC
Los Angeles

SILVER MIKE

It was a most pleasant surprise to

pick up the March issue of u.s. radio

and find that I had won your Silver

Mike Award.

So often there is previous notice

when such an award is made. I feel

that a completely unexpected award

seems to have added luster. My sec-

ond surprise came when I received

the very handsome and useful ash-

tray bearing the miniature silver

mike. It is on my desk as I write you,

and it will always have a place of

honor in my office.

ROBERT E. DUNVILLE

President
Crosley Broadcasting Corp.
Cincinnati

Man., 1961

PULSE

(Also confirm

by

Nielsen)

KNUZ
THE LEADER IN HOUSTON — 24 HOURS

Affiliated with K« QUE — Houston's

TOP FM STATION
MEMBER OF TEXAS QUADRANGLE
IN HOUSTON, CALL DAVE MORRIS

JAckson 3-2581

1^THE KATZ AGENCY, live.

National Representatives
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QUALITY BROADCASTING
SELLS RICH, RICH
SOUTHERN
NEW ENGLAND

QUALITY IN THE SADDLER'S CRAFT IS REPRESENTED BY THE WORLD FAMOUS SMITH WORTHINGTON

FORWARD SEAT SADDLE. CUSTOM MADE IN HARTFORD. CONNECTICUT. A HARTFORD FIRM SINCE

1794. THE SMITH WORTHINGTON SADDLERY COMPANY IS THE OLDEST ORGANIZATION OF ITS KIND IN

THE NATION.

QUALITY IN BROADCASTING IS THE HALLMARK OF WTIC TELEVISION AND RADIO WHOSE FIRST

CONSIDERATION IS ALWAYS THE VIEWER AND LISTENER.

WTIC-TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC.

WTIC 50,000 watts NBC Affiliate

REPRESENTED BY THE HENRY I. CHRISTAL COMPANY
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With $25 million a year in radio,

the auto makers can hit drivers right

behind the wheel. This explains..

WHY DETROIT LOVES RADIO

1961 nears the midway, leaders

of the United States automobile in-

dustry, who hold, it is said, the

weights to the scale of the American
economy, reflect on a selling season

that fell short in a long way.

Although optimism from Detroit

opened the model year last October

with advertising budgets as high as

ever, confusion within the industry

sparked by the introduction of five

additional compacts later caused the

automakers to shift into low gear.

The brakes were applied to all

phases of manufacturing and market-

ing. Production skidded, layoffs be-

gan, and advertising, where possible,

was reduced.

Restless admen then mused that

radio, most flexible of media, might

suffer the greatest from cutback of

Detroit ad monies. Because auto-

makers were under firm, long-term

commitments for network television

and national magazine space, the

prophets of loss forecast that radio

would be the chief nominee for the

chopping block.

The prediction was never realized.

In fact, it was reversed.

Radio, because of its very flexibil-
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became the medium on which
Deli oil could most lean. by check-

ing business figures, (which auto-

makers do regularly and often to

map advci i isint;) , it was possible to

ordei radio schedules immediately

on i lie heels of a climb in sales. This

condition produced a more than

usual sporadic pattern for the buy-

ing of radio.

On the local scene, America's

32,896 automobile dealers kept a

stead) pace of local radio advertis-

ing. In most communities, dealers

who have not been off the air in

years insisted they do not intend to

get off the air in 1961.

The introduction of eight new
compact cars—in less than eighteen

months—achieved part of Detroit's

goal: Sales of imported cars in the

U.S. dropped in 1960 for the first

time in six years.

A rise in sales and production

began to be felt as the automotive

industry moved into the summer
months. The last week in May be-

came the second best production

period so far this year. But the year-

to-date total is 35 percent behind

that of a year ago.

It is known that in 1960 the five

major automotive manufacturers

—

American Motors Corp., Chrysler

Corp., Ford Motor Co., General

Motors Corp. and Studebaker-Pack-

ard Corp. — spent approximately

$120,000,000 on advertising. It is

estimated that they spent $25,000,-

000—give or take a few—on radio

advertising during that year. This

figure, of course, includes the out-

lays for introducing the 1961 cars.

Radio advertising for Chevrolet,

which spent $3 million, this year

took three roads: national spot,

network and local spot. The na-

tional spot campaigns began at

introduction with 52-week contracts,

while networks carried Chevy com-

mercials via CBS and NBC news.

Chevrolet also made extensive buys

on stations of Keystone Broadcasting

System, which the agency classifies

as network purchases. In local mar-

kets, most of Chevrolet's 7,065 deal-

ers participated actively in cam-

paigns on their community's stations.

Chevy began its 29th year in radio

last fall with a three-week introduc-
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tory campaign that reached into 150

markets using 300 radio stations, ac-

cording to Robert H. Crooker Jr.

who is associate media supervisor on
the account at Campbell-Ewald Inc.,

Detroit. During the announcement
period Chevrolet's frequencies hit

36 spots a week per station, concen-

trated in drive times and on week-

ends. The announcements were one
minute transcriptions.

"We purchased spots on at least

two stations per market," reports

Mr. Crooker. "During the introduc-

tion frequencies were as high as 36

spots a week including weekends.

Most of our spots were run during

drive times. The remaining 30 per-

cent were scattered through the

schedule, with some dropped in on
weekends."

When the introduction ended,

Chevrolet's radio campaign did not.

Spots continued in selected markets,

at least 60 strong, on 125 stations.

However, according to the Camp-
bell-Ewald, frequencies dropped to

10-12 spots per week. Again, Chev-

rolet used at least two stations per

market. Spots were placed the same
way everywhere: a minute in morn-
ing drive time and another in the

afternoon drive period. Where 12

spots a week were bought, the extra

two ran on Saturdays.

The spot campaign is still running
in some markets. But some markets

were dropped at the end of March,

according to some trade sources.

Chevrolet denies dropping any mar-

kets, but the fact that it was done is

generally agreed.

As one industry source revealed,

"Chevrolet was on a large number
of stations in many markets on a 52-

week basis which was terminated

March 31." Another spokesman re-

vealed that Chevrolet broke off its

campaign in a "heartbreaking man-
ner. It first cancelled completely,

then reinstated some campaigns. It

later changed its radio advertising to

alternate-week-schedules in markets

that were reinstated."

On the networks, Chevy has been
and continues to be extremely active.

CBS Radio reports that Chevrolet

has renewed sponsorship of the

"Chevy News" with Robert Trout
and Allan Jackson. The auto firm

has sponsored Troul and fackson

newscasts since July, 1054. b takes

12 five-minute programs on Saturday

and Sunday. The long-term tie-up

between Chevrolet and these two
radio reporters has linked diem ii

revocably in the public mind, thus

providing a classic example of spon-

sor identification with a type <>l

program.

Chevrolet has also sponsored such

CBS radio programs as "Challenge

of the Fifties," and "Years "I Crisis."

On NBC, Chevrolet has 85 News
on the Hour programs per week.

The 10-minute newscasts are sched-

uled 17 a day, Monday through Fri-

day, and are shared by four spon-

sors. Each program has a one
minute announcement for the pri-

mary sponsor and 30-second an-

nouncement for the secondary spon-

sor. Sponsors are rotated in such a

way that Chevrolet's commercials

would be heard on eight news shows
one day, nine the next.

Chevrolet reports that when its

wholesale cancellation of spot radio

was rumored its spot schedules were
limited to those markets where there

were no NBC or CBS network out-

lets carrying its programs, accord-

ing to Carl Uren, assistant advertis-

ing manager.

Chevrolet dealers are active in

their localities, but not on the scale

of Ford dealers who benefit from

J. Walter Thompson's determined

organization of their ad programs in-

to a tight network.

Most Chevy dealers have long

contracts with one or more stations.

Others stay off the air for a while

and "heavy up" with saturation

campaigns at sales-projected in-

tervals.

The most spectacular local cam-

paign for Chevy this past model year

was the Chevrolet dealer association

buy of the complete commercial

schedule of a half-dozen stations in

the Portsmouth, Va., area for an en-

tire day.

"Chevrolet is heavy in radio, be-

cause, we feel that it gives us excel-

lent coverage in major markets. It

is sound and economical," says Jack
Izard, Chevrolet's advertising man-
ager since January, 1960. "We en-

courage our dealers to use radio

Rambler dealers of Philadelphia

co-sponsor WCAU broadcasts of Eagles

football and weekday sportscasts.

whenever the opportunity arises."

Campbell-Ewald coordinates ad pro-

grams for several dealer associations,

but the bulk of dealer advertising is

handled direct by dealers or through

local ad agencies.

In contrast, the Ford Division of

Ford Motor Co. has perhaps one of

the most streamlined dealer circuits

of any new car manufacturer. It

has been variously estimated that J.

Walter Thompson places from $5

million to $7 million every year for

Ford in radio. Most of this is spent

on the local level by dealers. Less

$2 million, perhaps less than SI mil-

lion has been spent on national spot

this year, the second year that Ford

has been all but off national airwaves

except for announcement time.

Last fall, according to Thompson's
chief timebuyer on the account,

Harold Veltman, Ford opened the

model year with national spot in its

lop 60 markets. The campaign was

shared equally b\ the Ford car, the

Falcon compact, with some time go-
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i 1 1 14, to Ford's 1 hunderbird.

Fold went on the air for Fal-

con with a two-week campaign
beginning April 19 in 60 markets.

( sing frequencies from 45 to 90

spots per week in this multiple-sta-

tion buy, it is reported that Ford

spent $165,000 on the campaign.

Most announcements were scheduled

iluring chive times, but they were

supplemented in a few cases with

weekend spots.

The company used spot at one
other instance in the Fall, 1960. Says

Edward Rodgers, administrator of

broadcast advertising for Ford Di-

vision, "We used radio to promote

our 12-month warranty last Fall. We
went on the air so fast that we wired

live copy to our held representatives

and they had it on the air within

24 hours. This was a demonstration

of great flexibility. It certainly met
our demands. I would like to learn

more about other ways in which
radio can be used for its flexibility."

Ford does not advertise on net-

woi k radio.

But it remains for the local ac-

tivities of the 6,756 Ford dealers, or-

ganized into 36 dealer associations,

to tell the real story of Ford's stake

in radio.

In the New York district of Ford

Dealers Association, there are 126

dealers, according to Carl Rhodes,

JWT's account executive for the dis

tiid. "The 1961 radio budget Eoi

the New York FDA," he says, "is

nearly one-fourth, or about 22\/2
percent of the total advertising

budget. Keeping in mind that the

local dealer is very much a part of

his own community, we often place

his schedules on low-power stations

to avoid too much overlap into an-

other dealer's area. Sure, we like the

greater reach that the more powerful

stations provide; but a dealer has a

strong personal identification with

his community and he likes to show

The major automobile companies, their products, the advertising

ADVERTISER ADVERTISING EXECUTIVES AGENCY

American Motors Corp. E. B. Brogan—AM Geyer, Morey, Madden & Ballard Inc.,

N.Y., Detroit

I

Rambler, American

Chrysler Corp James L Wichert—Dir. Adv. Young & Rubicam Inc., Detroit

- James A. Lawson—Dir. Sales Prom.

CHRYSLER DIV. Elmer W. Rupp—Adv. Coordinator

Chrysler, Imperial

DODGE DIV. Wendell D. Moore— Dir. Adv. & Sales Prom. Batten, Barton, Durstine & Osborn

Arnold C. Thomson—Adv. Mgr. (Car) Inc., N.Y., Detroit
Dodge Dart

R L Goodwin_Adv Mgr. (Truck)

Dodge Polara

Lancer

Dodge Truck

PLYMOUTH DIV.

Plymouth

Valiant

John C. Guenther—Adv. Dir.

William A. Hammond—Mgr. Adv.

N. W. Ayer & Son Inc.,

Detroit

Philadelphia,

Ford Motor Co.

FORD MOTOR DIV.

John R. Bowers—AM

Edward Rodgers—Adm. B'cast Adv.

David W. Lee—AM—Ford Truck

J. Walter Thompson Inc., N.Y., Detroit

Ford

Falcon

Ford Truck

LINCOLN-MERCURY DIV.

Comet
Lincoln

Mercury

Chase Morsey Jr.—Mgr. Gen. Mktg.—L-M Div.

Robert J. Fisher—Adv. & Sales Prom. Mgr.—

L-M Div.

Bruce E. Miller—Adv. & Sales Prom. Mgr.—

Mercury & Comet

Harry L. Swan—Adv. & Sales Prom. Mgr.—

Lincoln Continental

Kenyon & Eckhardt Inc., N.Y., Detroit
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his loyalty to the community station.

The dealer and the station manage]
are both local business men trying

to strengthen business in their

town."

In other Ford districts, radio gets

ail even larger share than the one

fourth of total budget allocated in

New York. Murray Kester, vice

president and general sales manager
of New York's newest Ford agency,

Gotham Ford Inc., has spent many
years with agencies in smaller mar-

kets such as Wilkes-Barre and Doyles-

town, Pa.

"In the smaller towns," says Mr.

Continued on page 52

No. 1 agency radio buyer

Some $5 million of lord radio

advertising is placed annually by

J. Walter Thompson timebuyers

under the supervision of Ruth

Jones, associate media director.

agencies and the men and women responsible for radio campaigns
ACCOUNT EXECUTIVES MEDIA EXECUTIVES TIMEBUYERS

John F. Henry Jr.—VP-AS-Det.

Neal Nylan—VP-Dealer Adv.-Det.

Allen Gage—AE-Det.

Arthur L. Terry Jr.—Media Dir. -Detroit Eugene A. Letoumeau—Detroit

Jan van Emmerik—Assoc. Media Dir.,

Broadcast—NY

J. J. Serigny—AS Thomas R. Maynard Jr.—Dir., Media

Relations

Calvin Nixon

Robert E. Anderson—VP-Det.

John McKee—AS-Det.

Albert J. Weinrich—VP-Admin.-Det.

Scott Frampton—AE-NY

Don Grant—AE-NY

John Wilson—AE-Det. (Passenger Cars)
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Last month the editors of the new

president of the NAB,

THE GOVERNOR

U. S. RADIO SAID:

"It is unfortunate that television and radio

are so often and so carelessly lumped under the

general title of 'broadcasting' .... radio too fre-

quently is short changed. Its distinctive mission,

character and importance become blurred.

"Radio today has five great needs. They are:

1. Radio needs more identity. Radio men

must express and emphasize those things which

make the medium different, special and unique.

2. Radio needs greater pride. Many radio

broadcasters have developed a sense of inferiority

unjustified by the facts of radio's achievements.

3. Radio needs higher goals. Not one of the

leading radio men we have talked to recently be-

lieves that the medium has yet achieved more

than a fraction of its potential as a medium of

communication and a medium of commerce.

4. Radio needs real leadership. This huge

diversified business in which individual decision

by hundreds of individual operators is the strong-

est guiding force, has nevertheless an urgent need

for strong leaders.

5. Radio needs a truly national voice.

Radio's story must be told on a broader scale,

and it must be told in depth.

"These, Governor Collins, are the beliefs on

which we are building the new u.s. radio.

"We commend these same goals and objectives

to you in your radio work at the NAB."
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U. S. Radio addressed an "Open Letter" to the new

Governor LeRoy Collins, outlining radio's five great needs

REPLIES TO OUR OPEN LETTER

NAB'S PRESIDENT ANSWERS:

"It was with great interest and appreciation

that I read your 'open report' addressed to me
in your recent issue.

First, permit me to congratulate you on your

expanded format.

This dynamic medium is too significant, im-

mense and varied to be appraised briefly, and it

is good to see additional coverage devoted to it

in the trade press.

You have outlined five goals for radio—the

needs for more identity, greater pride, higher

goals, real leadership and a national voice.

They are all worthy, indeed necessary.

They are goals all of us who are interested in

the improved welfare and stature of radio broad-

casting support, and NAB welcomes strong allies

in its continuing efforts to improve the estate of

radio broadcasting.

As you know, NAB has been active in the pro-

motion of radio—through such efforts as the

'Sell Radio With Radio' campaign and the Na-

tional Radio Month observance. We intend to

intensify and broaden our activities on behalf of

radio in the months ahead.

At the NAB convention, I said that with better

research we can find a much brighter future for

radio in this country, and I added that in the re-

search center I proposed for NAB to establish

one of the first broad areas, out of which specific

assignments would arise, should be: 'Where do

we go from here in radio?'

As for the increased stature of radio broad-

casting, I can recommend no better prescription

than an intelligently and fairly executed pro-

gram of broadcast editorialization by radio sta-

tions. In this way radio cements its integral

position in the overall positive forces for com-

munity improvement.

We will need, of course, continued improve-

ment in and more effective enforcement of our

Code of Good Practice. This is the public's best

assurance of our commitment to quality, and our

own best assurance of integrity.

By the combined efforts of all of us interested

in radio's advancement, I am sure that we can

contribute significantly to the greater future

which will be radio's.

Toward that goal we need a chorus of voices,

sounding in harmony the myriad virtues of radio

broadcasting. Yours is warmly welcome."

Sincerely,

U. S. RADIO/June 1961 29



"Radio has great flow. It follows people wherever they go. That's why it's a

Gerald Arthur, Donahue & Coe v.p., listens to historic radio programs on client presentation tape he prepared
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"1

good qualitative buy."

"MORE
PERSONAL
THAN TV"

AGENCYMAN
ARTHUR

Photography by Herb Levart

J ERRY ARTHUR of Donahue & Coe Inc.,

New York, is a soft touch for a radio schedule.

His job as vice president and media director

envelops all media, but he quickly confesses a warm,

personal interest in radio. "I have been

nuts about radio since I was a kid," he recalls.

"When I got out of high school I started to

learn everything I could about it. In college

(Harvard) . I wrote my thesis on radio as

an advertising medium."

Today, he still takes an active interest,

both personal and professional, in radio. So

much so, that he has given hours of his time to the

preparation of a four and one-half hour

tape that tells the history of radio through

excerpts of famed programs. For this collection he

researched in network tape libraries.

He plays the tape for anyone who has time to

listen. Parts of it are integrated into

the agency's radio presentation for its clients.
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Donahue & Coe ( lients use a lot of

radio, and, if they follow Mr. Ar-

thur's pi es< ription, t hey use il wisely.

He likes to point oul to them that

radio is one of the best media for

teaching the qualitative audience,

the "who," instead ol the "how
many." The "who," Mi. Arthur be-

lieves, is one of the most important

elements in media sele< tion.

"All advertisers should bu\ media

on a qualitative basis," he is con-

vinced, "but some don't. They don't

because thev have so mm 1 1 money to

spend that they will spend it on the

mass, leaching people who are not

even prospei tive < ustomers."

plays a vital role. "Radio," says Mr.
Arthur, "being a highly personalized

medium, lends itseli to the qualita-

tive approach. Unit-wise it is a low

cost medium that can delivei very

specific audiences.

"Radio oilers the greatest possibili-

ties for advertiser involvement in

personal life. Television is mass, but

radio is personal. You can get peo-

ple at differenl times of the day—as

the) brush their teeth in the morn-

ing, cook breakfast, drive to work,

clean the house, wash the car, go to

bed. With this kind of personal lis-

tening, an advertiser can get mass

unduplicated audience.

Taking time to relax in his office between client meetings, Jerry Arthur recalls

Amos 'n' Andy days of radio when ratings were higher than tv shows' today.

Another reason advertisers favor

the quantitative reveals a new an-

gle. According to Jerry Arthur,

"A lot of advertisers have the mis-

conception that they are national ad-

vertisers, They are not. They may
be strong in 50 or 60 top markets.

Conversely, they may be strong in a

few hundred small markets, weak in

larger ones. The knowledge of where

an advertiser is strongest determines

the media approach to his marketing

situation."

When the agency finds out where
a client's prospective customers are,

and who they are, then a media se-

lection can be made in which radio

"Radio has great flow. It follows

the people. This is its greatest vir-

tue. Advertisers must realize this and
change their creative approach often

in order to match the listener's be-

havior at the time of day he is lis-

tening.

"And radio has a physical closeness

to the listener that no other medium
can duplicate. Television is still in

a phase where it is a space apart

from the viewer. There is a distance

between the viewer and the set. But
the radio is so close that it is right

on the nightstand by the listener's

ear as he goes to sleep, or next to his

armchair as he relaxes, or in his car

as he drives to the office or to a re-

soi t on a holiday."

but to use radio properly for its

advantages is the trick, claims Mr.

Arthur.

How does the media director ad-

vise his clients to use the medium?

"Units of audience in radio are not

that big," according to Mr. Arthur.

"You must use radio enough. We
sometimes use it for what we call a

'tonnage' effect of total exposure.

"For one of our c lients we recently

ran six- and four-second announce-

ments of frequencies from 100 to 400

a week. Campaigns like this offer the

biggest challenge to an agency and
an advertiser. They should be based

on sound marketing judgment and
intelligent creative planning.

"Another way in which we used

the 'tonnage' principle was in a cam-
paign a year ago for a drug company
that wanted to revitalize a product

that had been dormant for many
years. So we conceived an all-media

test campaign that ran in several

markets. Radio announcements led

up to the breaking of other media
ads in each market.

"We ran 275 to 300 spots a week
on behalf of this product. The re-

sults were outstanding and the cam-

paign went national shortly after

that."

Jerry Arthur stands firm on his

opinion that it is foolish for an agen-

cy to buy a station on the basis of

the "numbers."

"To us, the Number 1 station in

a market is the station that can best

fulfill the needs of our client," he de-

fines. "You cannot approach a sta-

tion buy in any other way. To do so

is unrealistic

.

"There is no slide-rule method of

buying radio. The idea of buying

the cost-per-thousand way is fraught

with pitfalls.

"To be our Number 1 choice, a sta-

tion must reach the audience wre want

to reach—efficiently enough to get

impact. We go to great lengths to

choose the kind of station that fits

the bill for each campaign.

"The first step toward finding the

right station is to analyze all avail-

able public information on that

station.

"The second step is to carefully

check the habits of people in the

community. We find out such infor-
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nialion as waking limes, shopping

habits, driving habiis, community

events, whether the city has public

beaches, and so on. Our media re-

search stall is constantly alert Eoi

changes in living and listening hab-

its so that we can find new uses for

radio.

"The third step is to take the pro-

gram log of a station and analyze ii

carefully to see if il is truly pro-

gramed to its audience. If it is, and

if in its total audience sit the people

we want to reach, this is our Number
1 station."

When he buys a station, Mr. Ar-

the sial ion i ale < .11 d. Km ing 011 .1

rotating plan would In- bettei than

the present fixed position. The rail-

card should provide some inienlivc

for an advertise! 10 buy on a total

exposure basis.

"Radio should be bought on a

weekly instead of a daily basis, liut

a slat ion must provide an advertiser

with incentives."

Mr. Arthur believes that radio is

missing a big bet by not promoting

the use ol regional networks. Re-

gional networks would allow an ad-

vertiser to have continuous markets

available to him. He could better

with stations was run iiieiit mer-

chandising in 1 001 (lin.it ion with a

ladio i ampaign lot Kascodog food.

We asked stations to help 11s con-

duct a 'Name the Pup' contest. I he\

loopeiaied bcautilulh and I think

we had a 1 ampaign thai was more
ellcitive beiause ol the wa\ the met

chandising was handled. It added
depth to our campaign which
showed in supermarket sales."

Donahue & Coe's media directOl

stands apart from many of his indus-

try counterparts in one opinion he

holds. He has no axe to grind with

the rating services. "I don't think

thur does not like to buy it in a re-

stricted way—weekdays, drive times,

for example. He believes he can do

a much better job for his clients by

taking advantage of more total ex-

posure.

"Agencies should unlock more of

the magic power that radio has at all

times of the day, or on weekends.

The practice of limiting buys to a

few hours a day is not sound. The
logs are too crowded and impact is

reduced.

"I would say that representatives

can help to solve this problem. And
the solution lies in the structure of

follow his distribution pattern.

"He would also be more in a posi-

tion to benefit from station merchan-

dising services. In the past few years,

radio has become extremely mer-

chandisable on the local level. Ra-

dio stations help in a campaign be-

fore and after the campaign is on

the air, as well as during the cam-

paign.

"Some of our timebuyers go into

the field and do nothing but help a

station set up merchandising and

promotion programs for particular

campaigns.

"An example," Mr. Arthur ex-

plains, "of how our timebuyers work

the rating services today hamper the

media buyer at all. The more ratings,

the more checks you have on what

you are doing and how right it is. A
central rating system is not only un-

feasible, it is unnecessary."

But he does see ways in which ra-

dio would benefit by more research.

In particular, he feels that more
should be learned about out-of-home

listening. He would also like to see

research on the relationship of radio

listening to magazine reading. And
he would like to see radio establish

more basic circulation values.

Another radio research area that

has remained a constant void has
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been fm. Donahue 8c Coe has been

exploring fm for a year and a hall.

With no facts available, (he agency

decided to go after them itself. It

has participated in a study with set

manufacturers and stations that

should be available soon.

"Fm can no longer be ignored,"

Mr. Arthur asserts. "We feel that it

is important enough that we should

give our clients all the facts about it

we can. But fm is not a medium on
its own. It is a medium within a me-

dium, just as Harper's and Look are

each a medium within a medium."

Jerry Arthur's personal interest in

radio causes him to think pretty seri-

ously about it. And he nurtures a

few serious notions about what it

would take to make spot radio gather

more steam.

"Radio is so unique that it needs

the concerted attention of those peo-

ple who hold it apart from other

media. I think there should be two

national associations of broadcasters

—one for television, the other for

radio. As it stands today, television

constantly overshadows radio in in-

dustry functions. Even on the local

level, I don't think it's a particularly

good idea for both a radio and tele-

vision station to be owned by the

same person.

"I also think it would be a good

idea for radio stations to form a bu-

reau of exchange so that there would
be cross-pollination of ideas from

market to market."

One of Mr. Arthur's pet subjects

is how radio has changed and
"grown up" since its birth. In fact,

radio's history is important in the

agency's client presentation on the

medium. The presentation tells of

radio's evolution, its recovery from

the television threat.

"Radio has changed and will con-

tinue to change. It has changed so

radically that the name 'radio' no
longer applies. It is a misnomei and
should be replaced. During the post-

war pel iod, a lot of people went into

radio to make a fast buck. These
non-broadcaster businessmen have

hurt radio's integrity. Anil when
television came on the scene, it came
so fast that many of radio's talented

people defected to the newer medi-

um. It took radio a long time to

iecover.

"Radio today is a medium more
clearly defined than it has been for

15 years. It has gone through its

Dark Age and entered its Renais-

sance. Television has not.

"Radio's process of evolution has

been reflective of the times. All me-

dia reflect the socio-economic condi-

tions of the culture they serve and

which, in turn, sustains them. For

instance, in the '30s, 12 of the top 15

radio programs were comedies. Peo-

ple wanted to laugh during those

depression years, and they got what

they wanted—some of the best radio

comedy of all time. Amos 'n' Andy
got ratings in the 70's then, ratings

never since equaled, even by a tele-

vision program."

The evolution of radio, particu-

larly as it has signaled the rise of

independent stations, has shifted the

responsibility for refreshing pro-

gram ideas from national networks

to local stations, Mr. Arthur notes.

"In the large markets, the inde-

pendent stations have to live with

the problem of 'How do we stand

out?' These stations have finally re-

sorted to the advantage of radio's

innate 'sound.' They have developed

a continual sound or identity that

is not unlike an advertiser's logo-

type in an advertisement. The iden-

tity they have developed has, in a

sense, been dictated by the prefer-

ences of the people the station wants
to reach.

"These sounds and identities vary
in every market. That's why sta-

tions under group ownership have
to be programed carefully. I think
it is a big mistake for a group to

have identical program philosophies

or formats for each station it owns.
The smart group owner will pro-

gram each station to the audience
he wants to reach as characterized

by th market in which it is located."

Radio programing has become
imaginative on the local level, Mr.
Arthur observes, but there are still

some old program types and new
program tastes to be developed. He
particularly singles out children's

programing as being neglected by
most radio stations.

"Radio has lost completely the

children's audience. Many radio sta-

tions are able to put on fine chil-

dren's programs. Radio through
sound can create word pictures that

stimulate the imagination of a child.

Television cannot do this. Tele-

vision, in fact, robs the young view-

er of his imagination by supplying
the picture to go with the words.

"If children's programs were to

return to radio, it is likely that ra-

dio's defectors, the breakfast cereals

and other food advertisers, would
come marching back."

And what of the future? How will

radio fit into the vast changes that

will come into our lives through the

achievements of science?

"In 15 years, we may not have

broadast media as we know them to-

day. Instead, we may be able to go

to entertainment stores and buy or

tent taped shows. We may be able

to take them home and play them on
our own machines. This may be our

leisure entertainment. Toll televi-

sion will give us live coverage ex-

clusively of sports, news.

"The housewife may use closed-

circuit television to do her market-

ing. Through automated television

she may see the supermarket shelves

from her home, push buttons for her

selections, and have the groceries de-

livered.

"If these changes occur, of course,

the role of the advertising agency,

the advertiser and media will be con-

siderably different and considerably

more complex."

"If children's programs were to return

to radio, it is likely that radio's

defectors, the breakfast cereals and

other food advertisers, would come back."
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$10 BILLION

TEEN MARKET
-AND RADIO

OWNS 'EM

^3 \i subject M i nis to have

produced a maximum ol thought,

wonder, amazement, despaii and ul

tei confusion: the teenager.

In dealing with the irascible teen,

parents more often than nol feel like

a third baseman trying to pick up a

ground ball with ;i baseball glove on
cm h hand.

II the teen's bubbling, ebullient

world produces more than us share

ol filial headaches, the marketing
man can thank his stars.

For the lure of the teenage mar-

ket is proving more attractive each

Radio provides teenagers with companionship without invading privacy; thus, it enjoys greater acceptance than other media.

Radio, Seventeen study proves, can lure the

teenagers, unique among consumers, to the advertiser

who taps the resources of the airways

day. Greater independence, assert-

iveness, speed-up in communications

have all shaped a marketing universe

that currently accounts for about $10

billion a year in expenditures on all

types of items and services.

And habit studies are continually

demonstrating that the mass media
choice of teenagers is radio.

In a study conducted for Seventeen

magazine by the Eugene Gilbert re-

search organization, teenage girls

said they listen an average daily
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RADIO OWNERSHIP AMONG TEENAGE GIRLS

53.4% own portable radios

35.8% own table model radios

23.8% own clock radios

TIME SPENT BY TEEN GIRLS WITH RADIO
Average daily (median) time girls spend with radio: 2 hours and 13 minutes.

Weekdays Weekend days

Don't listen 3.0% 2.7%

15 minutes or less 3.6 4.0

30 minutes 19.4 3.4

45 minutes 8.7 8.5

1 hour 7.9 23.2

2 hours 17.1 17.1

3 hours 18.8 19.0

More than 3 hours 14.0 15.2

No answer 7.5 6.9

Seventeen Magazine—Eugene Gilbert Research Organization.

(median) time of two hours and 13

minutes; about a third listen three

hours or more a day.

The study was conducted among

4,532 teenage girls. The survey tech-

nique was in-depth interviews.

Radio's influence with this group

can be seen in answers received to

the following questions:

• "What did you do after getting

up in the morning?"

Listened to radio, 16.5 percent;

read newspaper, 14.4 percent,

and watched television, 4.5 per-

cent.

• "From the time you came home
in the afternoon until you ate

dinner, what did you do?"

Listened to radio, 16.5 percent;

did homework, 16.3 percent;

talked on phone, 15.4 percent;

watched television, 1 1 percent;

read, 5.8 percent (among other

responses)

.

• "After dinner until bedtime,

what did you do?"

Listened to radio, 22.1 percent;

watched television, 10.2 percent;

read for pleasure, 6 percent; did

homework, 53.9 percent; talked

on phone, 43.7 percent.

Indications of the growing size of

the teenage market are these facts

from the Bureau of Census. The
Census grouping of ages 15 to 19

alone shows that in 1960 there were
13.5 million teenagers in this cate-

gory, representing eight percent of

the total population. A decade be-

fore that in 1950, there were only

10.7 million, accounting for seven

percent of the populace.

Intriguing from a marketing
standpoint is the pioje< tion lot 1970.

According to estimates, there will be

19.2 million teens from 15 to 19, rep-

resenting 9.2 percent of the total

population.

And the lure of the teenage mar-

ket is not because of her and his

roles as homemakers or wage earn-

ers, or as buyers of cars or wedding
gowns or as purchasers of homes and
furniture in the future.

The appeal of this purchasing

group is in the present, too.

In the study conducted for Seven-

teen, it was reported that 800,000

teen-age girls become engaged each

year; 565,000 own their own cars;

3.8 million work full or part time.

Teen girls, the study states, spend

$300 million annually on cosmetics.

They spend approximately $3.2

billion annually on apparel and foot-

wear. The average teenage girl

spends $300 a year on her wardrobe.

More than three million girls from

13 to 19 years of age drive a car.

Two out of five influenced the

pin c hase of the last family car in

some way.

51 percent of the girls interviewed

in the Seventeen study traveled with

their families on vacation and in-

fluenced decisions about the trip.

Four out of five teenage girls cook

or bake everything from cookies to

casseroles.

46 percent make their own break-

fast.

51 percent who eat lunch at home
or take their own lunch to school

prepare it themselves.

4.8 million teenage girls have hob-

bies.

What makes the teenager tick?

And why is he or she a special mar-

ket?

PROGRAM FAVORITES OF TEENAGE GIRLS

13-15

AGE CLASS
16-17 18-19

DISC JOCKEY 80.5% 71.2% 75.4%

OTHER 11.8 15.5 17.8

NO ANSWER 7.7

* Seventeen Magazine—Eugene Gilbert Research Organization.

13.3 6.8
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Psychological research on the atti-

tudes of teens cm be related to mar-

keting:

• A cultural lag between the age

of physical maturity and the age

of assuming adtdt responsibility

obviously makes them different

from anv other group in the

population.

• Awareness of their physical de-

velopment combined with the

need to submit to parental con-

trol or restraint engenders an

atmosphere of rebellion and un-

willingness to accept established

patterns of social behavior.

• Teenagers, therefore, find a bas-

ic ned to be "in" with their own
group and sometimes "out" with

all others.

• Such thinking embodies their

reactions not only to social situ-

ations and issues, but also to

products and services.

• Most teenagers like to feel that

they exercise considerable con-

trol over purchases intended for

them even when the parent is

providing the necessary financial

support.

• Similarly, for goods and services

intended for family use, the

teenager is keenly aware of his

voting rights in a family system

based on democratic ideals and

will use considerable leverage to

motivate parental choice in a

purchase that he or she prefers.

• As evidenced by their attraction

to trends, teenagers exhibit

more symptoms of mass condi-

tioning than any other segment

of the population.

• And because of this, all types of

mass stimuli have a greater

chance of acceptance and for re-

sponse with teens than with the

adult audience.

And when it comes to mass media
selection, studies continually prove

that radio is the teenager's prime

choice, the medium with which they

spend the most time.

It is also ironic that advertisers

with goods and services to sell to

teenagers have not been standing on
line with commercials in hand.

Part of the problem has been a

lack of concerted selling effort by ra-

dio to show these advertisers the po-

tential of sound advertising.

Anothei problem is one ol radio's

traditional hurdles to overcome the

"picture" argument. At the close of

the story is a list of advertisers who
are in the May issue of Seventeen.

Suffice it to say that only a small

percentage can also be ranked among

What lollous is one coinpan\'s

evaluation ol the lout inajoi mass
media and then abilii\ to influe nt e

the teenage m.ii kc t

:

Neiospapers are the le ast used and
least effective influence on teenagers.

The small percentage o| teens who
the users of radio. Hut those that pick up newspapers rarel) el<. more
are radio customers demonstrate that than sc an headlines and photographs
it can be done, even though they fall or follow comic snips. Local news

WHEN DO TEENAGERS LISTEN ON WEEK DAYS?-

What did you do after getting up (in the morning)?

Watched television 4.5%

Read newspaper 14.4

Listened to radio 16.5

From the time you came home in the afternoon until

you ate dinner, what did you do?

Watched television 11.0%

Read 5.8

Listened to radio 16.5

Did homework 16.3

Practiced instrument 2.9

Talked on phone 15.4

Prepared or helped with dinner 38.3

After dinner, until bedtime, what did you do?

Watched television 10.2%

Read for pleasure 6.0

Listened to radio 22.1

Did homework 53.9

Talked on phone 43.7

Visited with friends 11.2

Had date 3.6

* Seventeen Magazine—Eugene Gilbert Research Organization.

into the cosmetics, apparel and foot-

wear categories that represent the

bulk of specialized magazine adver-

tising.

Radio's power in reaching the

teenage market can be easily docu-

mented quantitatively. It has also

been demonstrated qualitatively by

a major research firm that deals in

market research.

affecting them personally seems to

be the only major factor which will

induce active perusal of a news item.

Magazines—Those of a specialized

nature having direct identification

with teenage interests— hobbies,

sports, fashions—enjoy some accept-

ance as major forms of escape. As a

factual springboard to fantasy, they

Continued on page 57
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Radio news re-proved its drama and power during the

man-into-space launch by relaying the story to a waiting nation

ANOTHER JOB THAT RADIO DID BEST

I N Los Angeles on the morning of

May 5 as the clock passed 7:15,

highway authorities confirmed that

traffic was moving across arteries

more slowly than usual. Drivers

were going light on the gas and

heavy on the radio volume.

While across the country in New
York at about the same time, a Man-
hattan policeman—as the minute
hand reached 10:20 EDT—was ob-

served forget ling about traffic and
listening to a radio in an illegally

parked taxi.

These two incidents were not iso-

lated. They were re-enacted that

morning in various forms in cities,

towns and villages from Washington
to Walla Walla and from Benning-

ton to Bakersfield.

The turned-up radio represented

for millions upon millions of Amer-
icans the only way they could be

part of the on-the-scene reporting

of the most historic news story of

this generation—the launching into

space of the Redstone rocket with

Commander Alan B. Shepard Jr.

aboard.

Instantaneous coverage of the 15-

minute space ride was a radio tri-

umph in every sense of the word. As
radio's transmitters spanned a wait-

ing nation with the story, the sound
medium scored more than its share

of exclusives as a purveyor of news

and interpretation.

The radio delivery was exclusive

to those busy Americans who were

on the go and could keep up with

Colonel John Powers (center), Project

Mercury information director, shows

astronaut pressure suit to Roy Neal (right)

and James Kitchell, NBC newsmen.
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Robert Trout, veteran CBS newsman, is at the microphone at the network's Cape Canaveral headquarters.

Dan Bloom (left), managing editor, CBS Radio News, was producer of the network's broadcast and project coordinator.

the story no other way.

Moreover, while radio and tv

shared portions of the coverage,

radio was the only medium that kept

up with Commander Shepard's ex-

ploits once he was out of camera

range.

Typical of the plaudits handed to

radio was this comment on the fol-

lowing morning by Jack Gould of

the New York Times:

"The occurrence of the flight in

mid-morning brought radio very

much into its own on networks and
independent stations. With so many
persons away from home at that

hour, it was the older medium that

brought the news probably to as

many millions as tv."

How was all this accomplished?

Who were the personalities involved?

The nature and extent of the

broadcast coverage was such that the

four national radio networks and
three tv networks agreed to pool

their facilities for the basic story.

The job of coordinating and direct-

ing the pool effort was assigned to

Roy Neal and Jim Kitchell of NBC,
following a drawing of names.

They worked with the crews of

ABC, CBS, MBS and NBC.

The coordinated radio coverage

was fed simultaneously to all net-

works, but each was free to exercise

its own individuality in the handling

of the commentary and news pres-

entation.

Once the astronaut was in flight,

Colonel John Powers, information

director for Project Mercury and of-

ficial spokesman for the National

Aeronautics & Space Administration,

provided listeners with audio-only

bulletins every two minutes. Operat-

ing from Mercury Control, brain

site of the entire space experiment at

Cape Canaveral, Colonel Powers

provided progress reports on Com-
mander Shepard's journey into space.

Radio was also present at the two

key locations when the astronaut re-

turned to earth.

The first effort was spotted with

one of the destroyers near the site

where Commander Shepard was

picked out of the water. Mutual cor-

respondent Fred Vandeventer coordi-

nated this portion of the radio

coverage.

The second location of radio's

operation was Grand Bahama Island,

where the astronaut was taken for

preliminary examination. Charles

Batchelder, also of Mutual, handled

this pool assignment.

All the pooled facilities were fed

to a main switching center, a unique

control facility that is the equivalent

of an entire network master control

room contained in two 35-foot trail-

ers. The center was constructed

specifically for the pooled coverage

of Project Mercury and Eor similar

presentation of developments in the

future.

The center was designed, according

to assignment by the pool, by tech-

nical supervisor Warren Phillips of

NBC, and was constructed by net-

work engineering personnel using

NBC equipment.

Here's how the individual net-

works handled the presentation of

the space story:

ABC Radio's Arthur Van Horn
was the network's radio anchorman
at the site. The first special broad-

cast over ABC occurred at 10:22 a.m.

EDT.
The network then stayed with the

story until the astronaut had success-

fully completed the space flight and

had been picked up by the helicopter

in the Caribbean and flown to the

carrier U.S.S. Lake Cham plain.

The network later interrupted its

programing at about 11:48 a.m. EDT
to carry various reports and com-

ments regarding the successful flight

and the physical condition of Com-
mander Shepard.

Several hours later in the after-

noon, ABC kept up with the Project

Mercury story and presented a re-

capitulation of the astronaut's flght

and a tape recording of his arrival

on the aircraft carrier.
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In the evening highlights of the

space shot were presented at 9:30 to

9:55 p.m. EDT. In total, ABC Radio
carried 17 special reports on the day

of the shoot.

On (he lollowing Monday, May 8,

the network carried a special broad-

cast from Washington, where Com-
ander Shepard received the NASA
medal presented by President Ken-

nedy. And the network's radio cov-

erage was in on the news conference

held by Commander Shepard and

At ABC Radio's news headquarters at Cape Canaveral, Jules Bergman, ABC
science editor, scans monitor as he interprets the dramatic developments.

the other six astronauts.

CBS Radio, after leading up to the

historic event with preliminary pro-

graming the week before the space

shoot, launched its actual news cov-

erage at 10:25 a.m. EDT. Under the

direction of veteran network news-

man Robert Trout, the network pro-

vided a running description of the

quarter-hour sub-orbital space ride

including the moment when Com-
mander Shepard actually assumed

manual control of the flight.

During the final critical moments
of the flight, CBS Radio presented

reports from Charles Von Fremd at

Mercury Control, Richard Bate at

the Forward Observation Post and

Robert Lodge from the U.S.S. Lake
Charnplain.

The commentary-broadcast con-

cluded with a detailed post-flight

mission report of the officers respon-

sible for the various technical groups

at Cape Canaveral.

I he program was produced by

Dan Bloom, undo the supervision

of Robert Skegdell, assistant direc-

tor, CBS News. Almost three hours

were devoted by the network to the

spate ride that day.

The day that Commander Shep-

ard arrived in Washington for the

nation's official welcome Robert

Trout was stationed at the White
House. He was assisted by Bill

Downs, who reported the arrival of

the space man and his party at An-
drews Air Force Base.

As the astronaut boarded heli-

copters lot the short trip to the

White House, Mr. Trout took up the

commentary describing the Presiden-

tial party as it awaited the whirly-

bird landings on the lawn.

Mr. Trout observed that the

flight horn Andrews to the White
House took almost as long as the 15-

ininute tide through space, 115 miles

up and 302 miles down range. Later,

the network's news facilities moved
to cover the astronaut's first news

conference.

An example of the many interest-

ing background programs that were

carried by the networks and stations

was the CBS Radio "Mercury: The
First American Spaceman."

These types of informational pro-

grams aired before the astronaut

launching afforded American radio

audiences with the same type of in-

sight and detailed knowledge that is

usually gained from a newspaper.

Four days before the launching

CBS Radio interviewed on this pro-

gram Dr. Kurt Debus, director of

launch operations at Cape Canav-

eral.

Dr. Debus pointed out that the

Redstone booster w:as one of the "old-

est and most reliable" rockets the

United States had developed.

As one of the developers of the

German V-2 rockets, he declared that

all the knowledge gained by the Ger-

man scientists who worked on the

weapon had been incorporated into

the Redstone.

In another program interview, Dr.

Clark Randt, of NASA's office of life

science programs, said that radia-

tion effects on the astronaut is what

worries the doctors most.
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He said that scientists are also

concerned "with man's reaction over

a long period of time to the exposure

of a single gas, such as 100 percent

oxygen."

Certain cardio-vascular problems

may confront the astronaut, slated

Dr. Ranch, such as faulty circulation

of the blood to the vital organs. He
also expressed concern that the space

ride would have an effect on the

astronaut's nervous system as well.

Mutual had a full complement of

news executives and correspondents

blanketing the space story for its

listeners. Norman Baer, news and
special events director, was in charge

of the MBS Canaveral set-up. He
was aided by newsman Bill Evenson

of the Washington staff, who served

as anchorman for the broadcasts.

In addition, MBS used the serv-

ices of Earl Ubell. science editor,

New York Herald-Tribune, and Ed
Williams, correspondent for affiliate

WMMB Melbourne, Fla., who served

as Canaveral on-the-scene specialist.

On the programing and technical

sides, Mutual supplied Frank Miller,

program director, as production ex-

ecutive for the pool feeds, and had
available for its own broadcasts its

chief Washington engineer, Charles

Ray, plus engineer Sam Hacker.

One feature of the MBS coverage

was that it maintained silence on its

news commentary while Colonel

Powers was providing reports of

Commander Shepard's flight through

space.

News Director Baer would not let

his newsmen either talk over Mr.

Powers' commentary, nor would he

let them talk during the eight- to 15-

second pauses between the official

interpretation. Mutual felt that these

pauses actually accented the tense-

ness and drama of the situation from
a listener's point of view.

Mutual also presented two 25-

minute specials that clay, wrap-ups of

the flight itself plus domestic and
overseas reactions. The World To-
day show featured an in-depth report

of the space shoot.

In addition, the network provided

a special informational closed-circuit

for its affiliates throughout the morn-
ing starting at 6:15 EDT. These
were fed via Washington, which had
its lines open directly to Mr. Baer at

Cape Canaveral. W hen the count-

down finally gol under way, the

closed-circuit broadcast gave the sta-

tions sufficient time to switch to the

live broadcast at 10:25 a.m.

NBC Radio covered the flight in

lull both on its regulai news pro-

grams and in special reports, some of

which were nearly two hours in

length.

Affiliates were kept posted on spe-

cial developments through the net-

work's "hot line" to affiliates. The
radio coverage featured NBC News
correspondents Merrill Mueller at

Cape Canaveral and Peter Hackes
with the recovery operation down
range. NBC Washington newsman
Russ Tornabene produced the radio

presentation.

A special NBC Radio show evalu-

ating and summarizing the space de-

velopment was heard at night in an
hourly presentation.

On the day of Commander Shep-

ard's official welcome in Washing-
ton, NBC Radio provided affiliates

with complete on-the-scene reporting

and commentary.

Radio Press International pro-

vided its subscribing stations with

voice reports and actualities direct

from Cape Canaveral during Project

Mercury's man-into-space triumph.

RPI's Gene Cobb, who has cov-

ered every missile shot from the

Florida location, was joined by cor-

respondents Dick Kidney and Paul

Pierce. This special event was fed to

the service's stations at no additional

cost.

In addition, RPI's global team of-

fered stations and their listeners

overseas reaction to the astronaut

feat. A special interview with the

parents of Commander Shepard was

a coverage highlight of the day.

Recently, as part of its background

informational offerings, RPI's Mr.

Kidney had traced the development

of the astronaut training program,

and Mr. Pierce had covered rocket

and missile shots from Edwards Air

Force Base, Calif.

For radio, the space achievement

added up to a job well done.

For the networks, the cooperative

effort represented a unique oppor-

tunity to show to the listening world

what a coordinated pool effort can

deliver in the way of reportage.
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>rding session at WTMJ Milwaukee is directed by Willy Keller (c). Gilbert Jaskowski pulls record as Gordon Hinkley announces.

Milwaukee restauranteur expands with local radio

diet that draws diners through an hour of classical music weekly

$650,000 SUCCESS STORY

I N just 10 years, a restaurant

placing 75 percent of its budget in

radio skyrocketed its gross receipts

from $200,000 to better than

1650,000.

The local businessman hasn't the

means to "sample" radio. He can't

run a "test" of the medium's effec-

tiveness on a budget that could go

for a new neon sign or a new canopy
over his entrance.

42

But once in radio, he can learn,

as did Sam Perlson, owner of Mil-

waukee's Chalet on the Lake, that

the "personal medium" is a most ef-

fective means of attracting cus-

tomers.

The Chalet on the Lake is located

in suburban Milwaukee, on the

shore of Lake Michigan. And the

single program that has enabled Sam
Perlson to develop his restaurant
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into one of llic most successful in I he

Midwest, is a one-hour, Sunday

morning classical music show en-

titled Invitation to Beauty.

On July 1, 1961, this program,

broadcast over WTMJ Milwaukee,

will celebrate 10 solid years of serv-

ing up customers to the Chalet on

the Lake.

This success has enabled Mr. Perl-

son to completely remodel his op-

eration. Ten years ago the Chalet

seated only 235 diners; it can now ac-

commodate 510. Owner Perlson has

recently added the Motel Chalet,

located close to the restaurant. As
with most local radio stories, this

one has a personal aspect. The Cha-

let success was not made "by-the-

numbers"—it was achieved through

Sam Perlson's "hunch" that radio

could put his restaurant on the map.
But there's nothing "folksy" about

gross receipts that now approach the

three quarters of a million dollar

mark.

When Mr. Perlson, a Milwaukee
lawyer, bought the restaurant in

1947, it was a run-down, out-of-the-

way night spot. First, he renovated

it and then looked around for the

medium that would best expose it to

the Milwaukee citizenry.

Donald Hacker of the Dayton
Johnson & Hacker advertising agency,

Milwaukee, and Mr. Perlson scruti-

nized all available media and finally

picked radio for the lion's share of

the budget. Once the medium was
selected, they gave the job of de-

livering the message to WTMJ. But
when it came to deciding just hoiv

that message should be delivered, dis-

agreement arose between advertiser,

agency and station as to the most ef-

fective means of creating a successful

campaign.

A spot campaign was considered,

but Mr. Perlson, highly concerned

about creating the proper, definitive

image for the Chalet, felt that spot

was not the answer. More and more
ideas were tossed into the hopper.

Finally, Mr. Perlson decided that

what he wanted to sponsor was a

classical music program. It was
argued that this would have no draw
(this was before hi-fi and the classical

music rage had begun to take

hold) . The station feared for the

hold on its established audience if it
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were to begin playing Heethovcn.

Mr. Ha< ker, of the agency, feared the

restaurant would lose what lew cus-

tomers it had, because no one would
listen to Tschaikowsky. lint Sam
Perlson was firm in his decision.

The second "taboo" he broke was

to suggest that, rather than advertise

the Chalet's "fine food," the copy
should concentrate on the mood and
atmosphere of the restaurant. He
wanted to develop an elite clientele,

and to do this the restauranteur felt

it was not necessary to "hit them
over the head." At last, the title of

the program was chosen, Invitation

to Beauty. This would be the key-

note of the whole campaign, sug-

gesting the romance of a restaurant

chalet in the woods, overlooking the

lake.

And so it was, that on Sunday,

July 1, 1951, Invitation to Beauty
took to the air . . . with a rousing

rendition of "The Mexican Hat
Dance."

It should be noted that the Cha-

let does not use radio exclusively.

"The restaurant also maintains two
billboards," says Mr. Hacker. He
states that the radio expenditure of

about $12,500 yearly represents 75

percent of the total advertising

budget (for every $1 Mr. Perlson

spends on radio, he gets back $52)

.

When the program went on the air

in 1951, it was only a 15-minute

show. But as adjacent time segments

became available, it expanded. On
August 1, 1951, it was lengthened to

30 minutes; then to 45 on May 17,

1953, reaching its current, full-hour

proportions, November 6, 1955.

Just as the program grew in

length, so did its image begin to take

a specific shape. A highly important

radio factor—the "personal touch"

—

was established on that first broad-

cast. This "touch" was given by

Gordon Hinkley, the only personal-

ity the show has had. Listeners soon

began to associate Mr. Hinkley and

his manner of presentation with a

few satisfying moments of pleasur-

able listening each Sunday morning.

Identification with the personality

will often come more quickly than

any other element of a program, and,

this according to Mr. Hacker, "cer-

tainly proved to be true with Invita-

tion to Beauty." The mello-voiced

announce) pilches his talk in a low

key, so as not to intrude upon the

congenial almosphcie ol the ( lassical

music, Speaking ol llinkl<\'s pan
in the program, Mr. Hacker says,

"His job is to provide vert brief in-

troductory remarks about cadi selec-

tion and featured artist and to pres-

ent the Chalet's commercials, which
are spaced 15 minutes apart."

I he piospc i n\ ol ,m\ piogiam dc:

pends, in large, upon the careful

weaving of the commercial copy into

the over-all pattern. The weaver, in

this instance, is Robert Vail, copy

writer at Dayton Johnson & Hacker.

"In our copy," says Mr. Vail, "we
try to make the point that 'to dine

at the Chalet is to do the adventur-

ous thing ... to go out and beyond

BEFORE
Ten years ago the Chalet on the

Lake restaurant had a sales gross of

$200,000 an out-of-the-way location

12 miles from downtown Milwaukee.

AFTER
Today, after a decade of program

sponsorship, the restaurant is grossing

more than $650,000 annually and

attracts customers from a -wide area.



the usual and the commonplace . . .

to seek out a new and thrilling ex-

I
lei icut e. . .

"We wain listeners to feel that

no matter whai the time of year, it's

always lewarding to drive to the

Chalei for an experience above the

commonplace . . . an experience that

fascinating place to dine. The food,

of course, is positively out of this

world. But fin ther than that, there's

always "something new" at the Cha-

let . . . as if you had never been there

before. Each season, each month,
each week brings new and delightful

changes to the Chalet, with its mag-

Sponsor, agency and station men lunch to discuss coming program. Sam Perlson

(c), operator of restaurant, talks with Gordon Hinkley (I), WTMJ Milwaukee

announcer, and Robert Vail, copywriter, Dayton, Johnson and Hacker advertising.

can be provided onl\ h\ the Chalet.

Of course we talk about the usual

too," Mr. Vail continues, "such as

'service' and 'menus,' but we make
an effort to endow these things with

a special romantic charm. We might

say, for instance, that 'the entire pur-

pose in being of the Chalet is to

please you ... to please you superla-

tively well.' We tell the listener that

'it is a matter of personal pride that

the Chalet on the Lake offers menus
beyond compare . . . deft and cour-

teous service . . . and all in a manner
of magnificance that is unmatched
anywhere in America.'

"

The following excerpts from Cha-

let copy will indicate a few of Mr.

Vail's methods of attracting cus-

tomers:

There are many reasons why the

Chalet on the Lake continues, year

after year, to be Milwaukee's most

nificent setting fiigh on Lake Mich-
igan's inviting shore. . .

. . . Here on Milwaukee's very door-

step, is the dining showplace of the

nation, with magnificent menus
created by one of America's truly

great chefs. Here at the Chalet on

the Lake, you will forget the worries

and tensions of the day . . . here is

beauty unsurpassed, high on Lake
Michigan's beautiful shore just wait-

ing for you. To dine at the Chalet

on the Lake is to do the adventur-

ous thing—to go out and beyond the

usual and the commonplace . . . to

seek out a new and thrilling experi-

ence that you will ivant to enjoy

again, and yet again.

. . . The Chalet invites you to hold

that summertime party, wedding re-

ception, banquet or business confer-

ence in the Parisian elegance of the

new Bistro Room overlooking; the

magnificent Chalet Esplanade. Here,

all the cliff-high lake show beauty of

the Chalet surrounds your afjair with

a special, continental character . . .

Here is all the fabled beauty and
romance of an Adriatic paradise—
and yet, the Chalet on the Lake is

just a short drive into suburban Mil-

waukee on the new Expressway 141.

The cumulative effect of copy, an-

nouncer and programing has devel-

oped a large and faithful following

to Invitation to Beauty. Loyal listen-

ers have become loyal customers.

Many express then praises in a con-

tinual How of letters to the station.

The following is representative of

the program's devoted following:

Gentlemen:

For many years now I have been

listening to your program, "Invita-

tion to Beauty." I have thoroughly

enjoyed the music on this hour every

Sunday, and felt it was about time

to thank you for sponsoring a pro-'

gram of such high calibre.

Because of the delightful hour of

fine music, I have made it a point to

visit your lovely Chalet on the Lake
and found it even as you claimed it

to be
—"An Invitation to Beauty"

and truly a delight to the palate. . .

Sincerely yours,

Pauline Goeltz

According to Mr. Hacker, it is

more than a little surprising that the

program has brought the restaurant

such success, due to the Chalet's out-

of-the-way location. "The restaurant

is far from being readily accessible.

It is located 12 miles from downtown
Milwaukee and is well off the beaten

tiack," Mr. Hacker explained.

Reflecting on his 10-year sponsor-

ship of Invitation to Beauty, Mr.

Perlson considers the program "in-

dispensable" and adds that he plans

no change in its highly successful

format.

On the subject of radio's effective-

ness, Mr. Hacker states, "There is no
secret in how to use radio as a medi-

um. We as an agency use a lot of

radio for our clients with remarkable

success. Frequency and consistency,

combined with the buying of time

adjacent to programs already estab-

lished, are the keys to successful use

of radio as a medium."

44 U. S. RADIO/June 1951



SUMMER RADIO: BIG

AUTO TUNE-IN FOR SPONSORS
OuT-OF-HOME radio listening,

too seldom taken into account by a

buyer in consideration of cost-per-

1.000, nevertheless is a vital element

in the media strategy of advertisers

moving into the medium and, most

particularly, to those who sponsoi

radio during the siuninci months.

These are the mom lis <>l peak
tune-in to automobile and portable

tadios. During the hot spell, when
people are driving to and from en-

tertainment spois, to weekend le-

sorts and on vacation, the out-ol-

home radio audience swells even be-

yond its gigantic all-year-round pro-

portions.

Week in and week out during the

millions of homes

morning
(Mon.-Fri.)

1.5 1.3

Auto-Plus (31% (19%

afternoon

(Mon.-Fri.)

1.8 1.7

38% !34%

evening
(7 days)

1.1

.46%

1-hc 4.7 6.8 4.7 5.0 3.2 28

Summer radio sponsors get a surprising bonus in their time

buys. This A. C. Nielsen analysis, for example, shows vividly

that nighttime tune-in in automobiles adds 46% to the

morning (Monday-Friday)

average for day part J-A '60 J-F '61 J-A '60 J-.F '61 J-A '60 J-F '61

in-home audience (based on a week-long average for July

and August, 1960). The minimum bonus for sponsors, whose

cpm's are based on in-home sets, is 19% even in -wintertime.

afternoon (Monday-Friday)

lions of homes
Auto-Plus 0.5 1.6 1.7 1.3 1.5 1.2 1.3 1.3 1.3 1.7 2.2 2.3

evening (7 days)

1.5 1.6 1.4 0.9 0.7

in-home 3.2 7.1 8.7 8.1 7.5 6.3 6.1 5.9 4.9 4.5 4.2 4.5 4.3 3.4 2.6 2.2 2.2

erage for hour beginning 6 am 7 8
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year, car Listening is high because ol

the number <>l radio-equipped cars

and the number ol people who drive

to and from work. But summertime
adds to the car tune in .1 sizable seg-

ment of persons with portable radios

or those listening to receivers in pub

lie places (restaurants, hotels).

A. C. Nielsen, in its "Radio 61"

report, details more pre< isel) the

auto-plus audience in giving radio's

dimension in this year of a new
decade.

It shows, for example, a whopping

46% ol the in-home audience as the

auto-plus contribution during the

July-August period of last yeai foi .1

week long evening average. But even

the comparable winter period, Jan-
uary-February of 1961, shows a high

of 40% added In < ;u listening.

And auto-plus listening peaks dur-

ing the summer in the evening

hours, a reversal of the winter pat-

tern. For example, a winter measure-
ment in the chart on page 45 shows
an evening tune-in of 2.8 million

homes which compares with 3.2 mil-

lion for the same time period in the

s u 1 1 nner measurement.

Idie relationship between in home
and out-ol home tune-in remains

fairly constant from hour-to-hour

throughout the day in the 7 a.m. to

8 p.m. span, with the peak between

4 and 6 p.m. (presumably as drivers

return from work and shopping).

Here's a day long rundown on
auto-plus audiences by day parts for

a winter period (January-February,

1961), in millions of cars in terms of

the average for the hour.

Morning (Monday through Fri-

day): 6 a.m., .5 million; 7 a.m., 1.6;

8 a.m., 1.7; 9 a.m., 1.3; 10 a.m., 1.5;

1 1 a.m., 1.2 million.

Afternoon (Monday through Fri-

day): 12 noon, 1.3 million; 1 p.m.,

1.3; 2 p.m., 1.3; 3 p.m., 1.7; 4 p.m.,

2.2; 5 p.m., 2.3 million.

Evening (averaged for all seven

days): 6 p.m., 1.5 million; 7 p.m., 1.6;

8 p.m., 1.4; 9 p.m., 9; 10 p.m., .7; 11

p.m., .7 million.

Listening is less evenly spread

throughout the daytime hours for in-

home receivers. A typical week an-

alyzed by Nielsen for March, 1960.

for example, shows that 34% of the

week's radio listening in the home
occurs between 6 a.m. and noon on

Monday through Friday.

The in-home tune-in as a percent-

age of the total week's listening by

day parts shows in addition: 23% of

the listening takes place on week

clays from noon to 6 p.m.; 11% on

Saturdays from 6 a.m. to 6 p.m.; 8%
on Sundays from 6 a.m. to 6 p.m.

18% from 6 p.m. to midnight (seven

night average) and 6% from mid-

night to 6 a.m. (seven-day average)

.

During this measured week, 40.7

million families or 82.3% of the

total U .S. radio homes tuned to

radio for an average of 16 hours and
Continued on page 51

RADIO REACHES 49.5 MILLION HOMES

49.5'

41.4

£3=

* !

•Continental U.S.

millions of homes
1950 '61

Chart above contrasts the number of homes reached in 1950 and 1 9G 1 : 41.4

million vs. 49.5 million. Below, chart shows the growth of radio stations

from 2,781 in 1950 to 3,955 this year. Facts from A. C. Nielsen, 'Radio '61'.

3955'

2781

-

number of stations

'Continental U.S. 1950 '61
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.and there's t

that keeps

snatching aw<

advertising

contracts . .

.

1
1
"This is the fourth time I've had that

nightmare. But I think I've figured

out what's bugging me.

2j"As promotion manager, I'm responsi-

ble for the ads that create a basic im-

pression of our advertising medium.

3|"So, naturally, we play up our strong-

est sales point — to register a simple,

convincing impression. But this puts all

our eggs in one basket. It's a good, hon-

est basket and we get business from it...

4|"but suppose some advertisers need
what we've got, for some other good

reason. We have at least ten reasons

besides the one we're promoting, but

how are those advertisers going to know
we've got what they want? Get it?"

5| "I think so. And I have an idea! When
I used to work at the ad agency I

remember everybody using Standard

Rate when they compared media. Why
don't you put an ad in. .

."

6 ".
. . in SRDS. Well, thanks, sweetie,

but we have an ad in there featuring

our one big—hey—

with competent
, strategically placed

information in SRDS
YOU ARE THERE
Selling by helping people buy.

Standard Rate & Data Service, Inc.

7|"- hey -that's it! That's the place to

put all our sales angles. Every last one
of them, anchored here where every

prospect has to look before his schedule

is frozen. Thanks a million, honey —
that does it."

the national authority serving the media-buying function

C. Laury Botthof, President and Publisher
5201 OLD ORCHARD ROAD, SKOKIE, ILL. - Y0RKT0WN 6-8500

SALES OFFICES - SKOKIE, NEW YORK, ATLANTA, LOS ANGELES
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COMMERCIAL

CLINIC

BATTLE OF THE BUMPERS

The great American steel and ahnni-

num industries are waging the Battle

<>l i he Bumpers in Detroit and the

radio airwaves are the battleground.

Commercial spots, using humor as

the fire cap, have been cannonading

hack and forth challenging the mer-

its of the opposing products.

The two antagonists are "Lulu La
Lumium," a misguided young thing,

and a rascally old steel pair called

"Rusty" and "Salty." The cause is

the automobile bumper. The spoils

will be the automotive and bumper
manufacturers' business.

On April 17, WJR Detroit listen-

ers first heard the beguiling tones of

"Lulu La Lumium," pretty, but of

dubious character. "Lulu" repre-

Great Lakes Steel Co.'s ideas of new
aluminum automobile bumpers and

parts that Reynolds and other alumi-

num manufacturers are trying to sell

to the auto industry.

Two years ago, Reynolds produced

several comic radio spots featuring

"Rusty" and "Salty" (Reynolds' im-

age of the "old fashioned" steel

bumper) who were depicted as two

characters continually fatting them-

selves upon auto parts not made of

aluminum.
In answer to this "affrontery,"

Great Lakes Steel, a division of the

National Steel Corp., had its agency,

Campbell-Ewald, Detroit, create a

series of commercials that would de-

pict aluminum parts as pretty, but

flimsy.

The campaign, a 13-week schedule

on WJR only, is aimed directly at

the automotive industry and is sup-

plemented by space ads in several

automotive and business magazines

and the Midwest edition of The
117/// Street Journal.

Campbell-Ewald has prepared 1

1

of these one-minute comic spoofs.

Conceived and written by C-E's ra-

dio-tv writer, Ken Raught, all but

one (the first) of these commercials

feature just two characters: "The
Old Steel Bumper" and "Lulu La
Lumium." In the first commercial
Mr. Raught created, there is an addi-

tional character: a young, naive steel

bumper. But all of them follow a

very tight format intended to pro-

vide quick and easy identification.

Here are the basics of the format:

Using a soap opera-type theme, an

organ introduces an announcer who
delivers a limerick on the topic of

the playlet, then follows the dialogue

between "Lulu" and the "Old Steel

Bumper." The story concentrates on
banter between the two about "Lu-

lu's" doubtful merits. At the end,

the organ plays a few sharp "stinger"

chords, to indicate the plight of

"Lulu's" situation (very much like

the ending on a Helen Trent Show).

Among the titles of these commer-
cials are "The Ram Test," "Locked

Bumpers," "The Bumper-to-Bumper
Brigade" and others that indicate

the various scrapes "Lulu" finds her-

self in.

This is a portion of the first com-

mercial that includes the third

bumper:

(A new and an old steel bumper,

who can "bump with the best of

'em," are talking)

(Sound of "Lulu's" car driving up)

Neu' Steel Bumper: Gee, you're

cute.

Old. Steel Bumper: Watch it, son.

She's one of that light metal

tribe. I)i a few months she'll

look like a crumpled gum wrap-

per.

Lulu (mad): Look, old, crabby

and frustrated: why don't you
go out and bump a bulldozer?

(Lulu's car revs up and she pulls

away)

New Bumper: She looked so soft,

too . . .

Old Bumper: Yea . . . soft enough
to be dented by a rubber baby

buggy bumper. . . . Remember,
you're Great Lakes Steel, son.

Stick to your own kind. You
xuouldn't want an old cook-pot

for a mother-in-law

.

"We feel this campaign has been

most effective," says Gerald Yar-

brough, C-E account executixc Eoi

Great Lakes Steel. "This aggressive-

ness has set a precedent in the usual-

ly staid steel industry. But it was

worth it. Almost all the comment on

these commercials, and we have had

a lot of response, has been favorable.

This shows us we have been able,

through this comic approach, to

reach the very people (engineers and

management) we were aiming to hit.

It is interesting to note," Mr. Yar-

brough added, "that Reynolds has

brought 'Rusty' and 'Dusty' out of

their files and are running them in

competition to our spots."

"Aluminum's advertising and sales

promotion got ahead of its product

development efforts," says Wilfred

D. MacDonnell, president of Great

Lakes Steel Corp. "Public opinion

sampling revealed that many people

think the aluminum bumper already

is an accomplished fact on American-

made automobiles. And we found

that too many people think this

non-existent aluminum bumper is

superior to a steel bumper and less

costly. Of course, the competitive

aluminum bumper is still a dream.

"The consequence of the unusual

marketing strategy has been to place

the steel bumper in competition

against a product which does not

even exist," he added. "And now, we
are taking our gloves off too."
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1^
LUCKY KEY was needed to unlock disc jockey Keith James

from his cage. In the promotion WGH Norfolk, Va., dis-

tributed 25,000 keys to promote a new local shopping center.

THIS SPECIAL "Radio Month" exhibit was put in the win-

dow of the Trenton Trust Co. by WTTM Trenton, N.J.

Promotion was typical of many others around the U.S. in May.

PICNIC prizes for listeners to WIL St. Louis are "WHIRLING DERVISH" is the name of this handy rotating tape 'ail-

provided by this WIL Picnic Patrol wagon. Listen- ridge file. Styled after the paper book racks you see in drugstores, this

ers call in place of picnic and xuagon meets them. file was created by Richard Parks, asst. chief eng., KGO San Francisco.

HAVE TAPE, will travel . . . is the message of Wil-

liam M. McCormick for WNAC Boston as he covers

the country visiting timebuyers in various cities.

50



SUMMER RADIO
Continued from page Hi

52 minutes for the week. On the

average, each of these homes allotted

three-fourths of its listening lime to

da) time hours.

Even without the addition ol auto-

plus figures, radio listening is up.

A. C. Nielsen figures show that in

the past year the daily rale of in-

home listening had ranged from one
and one-half to two hours per home,
with the fanuary-Februar) level up
from I960 (one hour, 49 minutes,

and one hour, 57 minutes, respec-

tively, contrasted with one hour and

52 minutes for January of I960 and
one hour, 49 minutes for February

of last year).

Moi ning ( Monday through Fi i

day): Northeast, 53 minutes; Fast

< enlral, 52 minutes; West < cnlral, 61;

South, 50; Pa< ifi< . 13. Afternoon
(Monday through Friday): North
east, 81 minutes; Fast central, 38;

West central, 17; South, .'55; Pacific,

28. Evening (averaged Eoi all seve n

nights): Northeast, 19 minutes; Fast

central, 20; West central, 23; South,

19; Pa< ific, 20.

Radio's growth continues to be

phenomenal. Even though the coun-

try long since has had near-satura

tion of radio receivers as radio pur

chase grows with population growth,

the speed with which additional

tadio stations have been added is

even more marked.

houn (6 p.m. to midnight) lot an

average ol lorn and I In ee lom i h ,

hours pel home.

'Flic A. (.'.. .Nielsen analysis Eoi the

week's cumulative andieme:
Five weekdays: morning—70.9%

ol total V. S. radio homes or 35.1

million homes tune for six hours
and 38 minutes; alternoon—57.8%
ol all ladio homes oi 28.6 million

homes listen lor five hours, 28 min-

utes.

Saturday: morning—46.1% of all

radio homes or 22.8 million homes
tune for one hour, 44 minutes; after-

noon—34% of all radio homes for

16.8 million homes listen for two
hours and eight minutes.

Sunday: morning—35.9% of radio

Jan. '60 Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. Jan. '61 Feb

Radio listening in the home keeps rising, Nielsen shows. In the past year, for example, the daily rate has changed from one

and one-half to two years per home. The January-February level this year is slightly higher than a year ago, as shown above.

The month-by-month per home
tune-in for the other months of

1960: March, one hour, 59 minutes;

April, 1:52; May, 1:55; June, 1:50;

July, 1:41; August, 1:35; September,

1:48; October, 1:40; November, 1:49;

December, 1:39.

Nighttime listening follows pretty

much the same pattern in all sections

of the country, but daytime tune-in

varies widely. The West central

section, for example, has a consider-

ably higher rate of listening than

other sections of the country

lor Monday-through-Friday daytime

periods.

Here are the sectional minutes

spent with radio per home per day,

by day parts:

Between 1950 and early this year,

the number of radio stations has

grown from 2,781 to 3,955 within

the continental limits of the U. S.

The number of homes equipped
with one or more radios in this same
period of time rose from 41.4 million

to 49.5 million, also within the con-

tinental limits.

Accumulated audiences—and this

is what advertisers buy—show that

in a measured week more than seven

in 10 (70.9%) radio homes have

tuned in at some time during the

morning hours for an average of

more than six and one-half hours

per home and that more than five

in 10 (53.5%) of these radio homes
have tuned in during the evening

homes or 17.8 million homes foi one

hour and 38 minutes; afternoon

—

31.1% of radio homes or 15.4 mil-

lion homes tune for one hour and

58 minutes.

Seven nights: from 6 p.m. to mid-

night—53.5% of radio homes or

26.5 million homes for four hours

and 44 minutes; from midnight to

6 a.m.—16.4% of all radio homes or

8.1 million homes listen four hours

and 36 minutes.

Entire week: 82.3% of all U. S.

radio homes or 40.7 million homes
listen to radio for an average of 16

hours and 52 minutes per home.

Accumulated audience are what

the preponderance of sponsors

seek.
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HOW we can offer you

PROVEN
RESULTS*

with these

TELE-BROADCASTER STATIONS

*T0P RATINGS IN

AUDIENCE

* MORE LISTENERS

PER DOLLAR

* SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
STATIONS

KUDL
KALI
KOFY
BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES

For facts & figures CALL

A TELE-BROADCASTER STATION

Cuisine Exquise . . . Dans

Une Atmosphere Elegante

RESTAURANT

VOmN

575 Park Avenue at 63rd St.

NEW YORK

Lunch and Dinner Reservations

Michel : TEmpleton 8-64-30

WHY DETROIT LOVES RADIO
Continued from page 27

Kester, "radio is the car dealer's big-

gesi friend. Radio will reach the

people Lai more eflec livel) ihan

newspapers or television, and it is

certainl) more economical. In the

small town, ihe dollar spent loi

radio is the best dollar you can

spend." He believes that identifica-

tion with a single announcer as well

.in .i station is vei v effe< tive, and thai

public service, news and weather

are the best programs for spot ad-

jacent ies. And he notes that use of

summei radio is good because "We
<an hit them while they're driving."

Foul Motoi has commissioned .1

lengthy study of media effectiveness

which is expected to be completed
in about one year. The research will

examine comparative media values

and is said to be the first such work
undertaken by an automotive adver-

tiser. It is being conducted undei

the supervision of George H. Brown,
marketing research manager, in co-

operation w ith }. Waller Thompson.
Radio spending for Chrysler

Corp.'s Plymouth Division may
have neared Chevrolet's output this

yeai it production had remained

steady. It was revealed by an agenc \

source that Plymouth radio spending

for this year may hover around the

$2 million mark and total advertis-

ing outlays will reach $11 million.

Plymouth started at announce-

ment time with intentions of carry-

ing spot radio campaigns in about

65 markets for 52 weeks. Introduc-

tion started in 65 markets with fre-

quencies ranging from 25 to 100

spots per week, the heavier amount
going into Plymouth's top 10 or 15

markets. The goal of the campaign,

according to Robert Rowen, media
supervisor at N. W. Ayer & Son, was
to reach as many radio homes as pos-

sible as often as possible. Another
goal, Mr. Rowen explains, was to

concentrate on reaching men
through heavy spot buys during

drive times. But if a station demon-
strated a good male audience at

other times of the day, Mr. Rowen
recalls that he would place Ply-

mouth spots there. The campaign
used a variety of commercial lengths,

but the main vehicles were minutes

and 30s.

Although the time purchased by

Plymouth was split about 50-50 be-

tween the Plymouth and compact

Valiant, Mr. Rowen maintains that

the agency strives for individual en-

tity for each car.

"After four to six weeks our cam-
paign tapered oil in all markets,"

Mr. Rowen admits. Bui other media
were cut, too, he says, and Plymouth
always spends a proportionate

amount on radio. "Ol course, at an-

nouncement lime radio is a majoi

ingredient in our plans. During the

rest of the year we use it more as a

supporting force, or as a major part

ol the total effort during special

promotions. But we would like to

use more radio all year around, as

was our intention this year."

Plymouth, like Ford, this year ob-

served and capitalized on radio's flex-

ibility and ease of buying. A me-
chanic, il feature of the Plymouth
and Valiant this year, first to appear

in American-made cars, is an alter-

nates instead of the conventional

generator. The advantages of the al-

ternator are especially felt in cold

weather, which generally causes the

generator to perform below stand-

ards.

To promote this feature, Ply-

mouth went to radio as the result of

long-range weather forecasts re-

ceived in mid-winter. A bad snow
storm was predicted for the mid-

western states. N. W. Ayer quickly

whipped up ladio copy on the alter-

nator vs. generator, wired the spots

to stations in Detroit, Cleveland,

Chicago and Pittsburgh for a major

saturation on a weekend.

"We were extremely impressed

with the speed and efficiency with

which we were able to get this spe-

cial campiagn on the air," remarks

Louis T. Hagopian, account super-

visor for Plymouth at Ayer in De-

troit. Mr. Hagopian is a client

alumnus, formerly director of adver-

tising and sales promotion for Ply-

mouth-DeSoto-Valiant Division of

Chrysler before joining the agency

in the past year.

Neither Plymouth nor Valiant

participate in network radio spon-

sorship.

But Plymouth-Valiant activity on

the local scene is akin to Ford in its

coordination by Ayer. Plymouth tots

up 3,573 dealers this year. They
are organized into 18 dealer associa-

tions, all of which work through N.

W. Ayer in placing their time. Ac-
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cording to an N. \V. Ayei timebuy-

er, most dealers use radio and news-

paper heavily, and ii varies Erom

market to market which medium is

first. Very few dealers use television.

Rambler, the network radio suc-

cess storj ol the '50s, continues this

year to follow its established pat-

urn as a newscast sponsor on NBC's
Monitor. American Motors is going

into iis si x 1 1 1 yeai on the NBC week-

end schedule. Kach weekend it takes

from 20 to 24 five-minute newscasts

in whic h il uses one-minute and 30

second announcements. In spot ra-

dio American Motors has been ab-

sentee. Even at announcement time,

the company uses spot radio in only

a few selected markets, according to

its agency, Geyer, Morey, Madden &
Ballard Inc., Detroit.

American has 2,975 dealers through-

out the country who are extremely

active. An example of their partici-

pation is the sponsorship by the

Southern California Rambler deal-

ers of 15-minute segments before and
after games of the Los Angeles An-

gels baseball team broadcast by

KMPC Los Aneles. The dealers

share with two other sponsors the

quarter-hour Angel Warrnup preced-

ing the game and the 15-minute

Angel Report immediately follow-

ing the broadcast.

In Philadelphia, the Rambler
Dealers of Philadelphia are similar-

ly sports-minded. Four months be-

fore the start of the Philadelphia

Eagles pro football season, the deal-

ers have already signed for one-half

sponsorship of the 14 league games
to be broadcast by WCAU Philadel-

phia. They will share these broad-

casts with Household Finance Corp.

and Dow Chemical Co., who each

have bought one-quarter sponsor-

ships.

Also competing for the dollar in

the low-priced car field is Stude-

baker-Packard Corp., which, with its

Studebaker Lark and Hawk models,

is also consistently more active in

network radio than in national spot.

Studebaker, whose estimated annual
radio budget is well above $500,000,

made a broad purchase at announce-
ment time, according to James W.
Orr, the company's director of ad-

vertising and merchandising. At
that time the national campaign in-

volved from 1,300 to 1,800 radio sta-

tions.

On network, Studebakei is active

with newscasts on weekdays and
weekends. On A1SC Radio, the cat

company sponsors 15 live minute
news shows Monda\ through Friday,

taking three newscasts pel dav. On
weekends, Studebaker is heavier on

ABC, with a total of 21 news pro-

grams scattered throughout the Sal

urday and Sunday schedule. These
shows are in flights of three: the

liisl ran lout weeks honi Match 20

through April 16; the second from

May 1 through May 28, and the

third from June 12 through [line 28.

"We like to use network radio,"

says Mr. Orr, "because it is much
easier for us to cover our dealers

this way. By using the network we
have exposure on 350 to 400 stations

which covers 90 percent of our deal-

ers. We also feel that network radio

is far more economical for us from
a production point of view. For in-

stance, if we were on national spot

radio in 400 markets, with one sta-

tion in each market, we would have

to cut 400 transcriptions. The cost

of this is enormous. But on network,

we have to produce and pay for just

one ft."

Studebaker also sponsored on ABC
on March 13 one-half of the net-

work broadcast of the heavyweight

championship broadcast, plus the

pre- and post-fight programs in five

markets.

The dealers lend good support on
the local level, Mr. Orr explains.

"We always encourage them to use

radio," he emphasizes, "and we have

found that the smaller the market,

the more important radio becomes
to the dealer." Studebaker has

2,258 dealers in the U.S., and with

Cadillac and Chrysler, was one of

the three companies or divisions that

scored gains in dealerships in 1960.

The firm's advertising agency is

D'Arcy Advertising Co., St. Louis.

Chrysler's Dodge Division, by de-

sign, has moved into a marginal po-

sition where it has models that com-

pete with the low-priced cars, Ford

and Chevrolet, and the medium-
priced cars, Oldsmobile, Mercury
and Pontiac.

Hitting both the low-income and
medium-income consumer, plus the

family who has the money for a sec-

ond car compact like the Lancer,

Dodge has done well this year, al-

Continued oti page 55

Review, please,

the latest

accepted survey

of your choice:

ANY or ALL!

The unbelievable Family

audience in the

Louisville Metro Area

belongs to WKLO
Need we say more?

Call Bill Spencer

or

robert e.

eastman * co., i».

Other Air Trails Stations:

WING, Dayton, 0.

WCOL, Columbus, 0.

WIZE, Springfield, 0.

WEZE, Boston, Mass.
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WATCHMAKERS of Switzerland award foi merchandising

given by Cunningham iJ Walsh Inc., New York, to WCOL
Columbus, is held by Lee Lahey of Robert Eastman Co.

ROCKIN' CHAIR RAGE swept ovei the BPA hospitality

suite at NAB Convention in Washington. John Hurl-

but, BPA president, rocks and talks to (I to r) L. Wal-

ton Smith, WROC-TV Rochester, N.Y., Don Curran,

ABC Radio, and Doug Holcomb, WGBI Scranton, Pa.

FIRST ANNUAL California Mental Health Award presented

to Evangeline Baker of KNBC San Francisco. Presenting the

plaque to Miss Baker and KNBC program manager Jack

Wagner (I), is California Governor Edmund G. (Pat) Brown.

TOASTING the new all night news cast schedule << i KSFO
San Francisco are Herb Kennedy KSFO, Anne Tuten, Simon

Siegle and Paul Lucido. Mr. Siegel and Mr. Lucido are presi-

dent and general manager of Lucky Lanes, sponsor of new

program format of newscasts to run from midnight to dawn.

TOP GUNS at Metropolitan Broadcasting Corp. recently met

in New York. Seated (I to r): Jack Thayer, general manager,

WHK Cleveland; John Kluge, president and board chairman

of MetroMedia Inc., and John B. Sullivan, general manager,

WNEW New York. Standing: Harvey Glascock, general man-

oger, WIP Philadelphia; Daniel Hydrick, assistant to Kluge.



WHY DETROIT LOVES RADIO
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though expectations have fallen

short of the projected goal, accord-

ing to one Dodge executive. And
when production falls short, so does

advertising, because the company
does not generate as main i 1 1 1 it Is.

Dodge, like all other auto manufac-
turers, budgets its advertising per

car produced.

"We have used radio every year,"

says Wendell D. "Pete" Moore, di-

rector of advertising and sales pro-

motion for Dodge car and truck.

"We have used it more heavily in

1961 than in 1960," he says, attrib-

uting the rise in radio expenditure

to the counsel of the BBDO Inc.,

Detroit, the company's agency. "Ra-
dio is an effective medium, a medi-

um that is necessary to use when
we want to reach large masses of

people in a hurry."

It has been estimated that Dodge
spent nearly $1.5 million in nation-

al spot radio this year, while its

dealers spent approximately $2 mil-

lion. The combined expenditures

nearly parallel the funds allocated

to radio by Chevrolet and its dealers.

Dodge opened the model year on
radio with minute announcements
in Dodge's top 50 markets, accord-

ing to Woody Crouse, BBDO, De-
troit, timebuyer. Beginning in No-
vember, the campaign ran for eight

consecutive weeks. Frequencies were
extremely high, and the agency
tried for total exposure including

drive times and others for undupli-

cated reach. The campaign, as its

successors, was split 50-50 between
the Dodge Dart and the Lancer.

A second national spot campaign
came out of BBDO for Dodge in

January. A flight opened January
22 and ran through March 18, again

in Dodge's most productive 50
markets.

In February, Dodge opened a cam-
paign sponsoring Alex Dreier on
ABC Radio in behalf of Dodge
truck and the nsupplemented it with

a spot buy in their top markets.

The network campaign began
February 6 for 13 weeks, and has

been renewed to run through Au-
gust 4. The schedule consists of one
10-minute newscast per day, Mon-
day through Friday, 6:30 to 6:40

p.m. EDT.
This campaign was so successful in

U. S. RADIO/June 1961

behall ol Dodge tiiuk, sa\s the

agency, that the client decided to

supplement it with national spot

support. By March 20 Dodge truck

announcements were on the air in

the top 10 Dodge truck maikels lot

a campaign of six to eight weeks.

I he spois wei e s< heduled in the

evening and early in the morning,

the strategy being to hit the small

business man in the market for a

delivery truck. Morning spots were
placed around 7:30 a.m.; evening

spots went in between 6 and 6:30

p.m. Most of these spots were heard

dining local newscasts; outside the

peak traffic time, the frequency was
12 newscasts per week.

Dodge car began its third radio

campaign of the model year on May
15. Again, Dodge went into its top

50 markets in (lights of two. After

a run of two weeks and a two-week

hiatus, the commercials were back

on the air June 1 1 for two weeks

for a total of four on the air.

"The Dodge Division," remarks

the Detroit manager for one of the

leading station representatives, "has

unquestionably been the most active

car division from Detroit in 1961."

KUDO has a lathei unique ua\

ol measuring radio stations in

theii respective markets," h<- con-

tinues, "it is a combination ol di<

circulation paltein in conjunction

with the sound ol the station's pro-

graming. They keep a sheet on each

market this is continually updated

as stations change format, iis< oi I ill

in circulation. This appioach al-

lows them to gain for Dodge (Ik

largest unduplicated audiences as

they purchase the highest circula-

tion stations in each of three differ-

ent 'sound' categories."'

He also explains that the largest

percent of the Dodge budget for the

market goes to the station whose

audience has the largest spendable

income. And if there is money left

after the buy is complete, the time-

buyer might go back and buy more
frequencies on the lower-priced

stations.

Dodge dealers are heavy in local

markets, too, spending an estimated

$2 million this year. BBDO does not

currently buy for all dealer associa-

tions, although it is trying to estab-

lish a thoroughly coordinated plan

for the division's franchises. It now

Hire a

Rolls Royce
Limousine

For just a trifle higher cost, enjoy
the luxury of a chauffeur-driven

1961 Rolls Royce. Special theatre

and shopping rates. Airport and
pier service. Inquire about cor-

porate and personal charge
accounts. _

Buckingham Livery
349 E. 76th St., N. Y. C. YU 8-2200 \
$9 per hour. Diners Club honored. /
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Effective

July 1st it's

| koda 99 fm
(formerly KHGM)

Houston's Established

Leader in FM Radio

r

s

I
KODA - 1010 KC,

^ Houston's first new AM Sta-

% tion in tliirteen years, pre- j

% mieres in early August.

TAFT BROADCASTING CO.
Houston, Texas

Lynn Christian, Mgr.
r. :.V

ONE OF NEW YORK'S

FINER HOTELS
On the city's most famous
thoroughfare, 5th Avenue in

exclusive Washington Square.

Spacious single rooms from $10

daily. With air-conditioning from

$ 1 2 $ 14. Lavish 2 &3 room apart-

ments with serving pantries.

Television available.

SPECIAL RATES
on a monthly

basis. Additional

substantial

savings, on

unfurnished and

furnished

apartments

on lease.

Write for descriptive brochure

N. Scheinman, Managing Director

f&hAvenue

Hold
24 FIFTH AVENUE at 9th STREET

buys, among others, lor dealer

groups in Chicago, Cleveland, De-
ii oil .iihI the Delaware Valley. The
agency reports thai the latter group
is one of the more active. There are

2,7 10 Dodge dealers.

The more expensive the car, the

more ii is presumed thai ihe adver-

tiser makes use of class and mass
magazine space. This is not true.

( iadillai
. the top-pi i< ed luxut \ ( at

made in this country, uses large and
frequent portions of spot radio.

I he medium-priced car advertisers

are all active and ardent radio users.

Oldsmobile and the < ompact F 85

have continuing spot campaigns in

addition to announcement radio, as

well as sponsorship of a network
news program-

When the 196] models were intio-

duced, Oldsmobile went on the air

on 200 stations for two to three

weeks. Frequencies were low, num-
bering only three spots per week.
They were placed on weekdays, in

either morning or afternoon drive

times. This year's campaign for Olds
mobile was notable in that it in-

cluded many fm stations in top
markets. These buys were made with
money left if am time purchases al-

lowed it.

In addition, Oldsmobile has a 52-

week ladio campaign going that is

subjec t to renewals every 13 weeks.

This campaign uses 125 stations,

each getting three spots per week.
The strategy behind this continuing
campaign, according to Jack Walsh,
chief timebuyer at Oldsmobile's
agency, D. P. Brother & Co., Detroit,

is to support the dealers in these

markets, who are expected to sup-

plement with campaigns of their

own. "Two years ago," says Mr.
W alsh, "we studied the sales and ad-

vertising programs of 100 dealers.

We found that those dealers getting

factory support of three spots per

week in their markets had 100 per-

cent better sales."

But, he explains, each dealer is

subject to monthly review; if his own
advertising or sales do not meet a

standard, the national schedule is

placed in another market for the

next cycle.

Oldsmobile has no dealer associa-

tions, but its 3,545 dealers are active

radio users. One of the most active

is Charles Story, who advertises that

he is "The World's Largest Olds

Dealer." Story Oldsmobile, Lansing,

Mich., is ,i I requent advei I isci on
WILS Lansing. The dealer often

rents the station's mobile unit for

two or three weeks, and WILS broad-

casts right from his showroom or

some other location. During these

periods he also buys 20 one-minute
spots a clay. Story spends roughly

$2,000 for each campaign on WILS,
the station reports.

On CliS. Oldsmobile is now in the

middle of its second yeai sponsoring

Lowell Thomas and the News, 6:45

to 7 p.m., EDT Monday through

Friday. The newscast is heard on
196 stations of the network, and is

fed to additional selected markets

where Oldsmobile wants coverage.

Pontiac Division, which sells its

standard size car at a slightly lower

price than Oldsmobile, is also slight-

h less active in radio advertising.

The division's only national spot

campaign was delivered at announce-

ment time in two flights—one for

Pontiac, the other for Tempest. Both
flights went into 160 to 170 markets

on a saturation basis, using 40 to 60

spots per week placed during drive

times on weekdays, and daytime on

weekends. Spots' were of one-minute

and 10-second duration, using the

personality of Victor Borge. The
Pontiac campaign ran two weeks in

October, while Tempest took two

weeks in November.

Pontiac sponsors no network radio,

and routes the remainder of its radio

through dealers, according to adver-

tising manager John F. Malone.

"We would like to use more spot

radio," says Mr. Malone, "but we
have 3,580 dealers who all want sup-

port in their markets. We can't

possibly schedule enough national

spot to cover them all, so we just go

in at announcement time. The rest

is up to the dealers. We think radio

is wonderful, and we would use it

seven days a week if we could."

Pontiac's agency, MacManus, John
& Adams Inc., Bloomfield Hills,

Mich., does prepare scripts for deal-

er use which are sent to all dealers.

One Pontiac dealer who has taken

advantage of agency support is Car-

son Pontiac, St. Louis, which has

been in business only one year. The
dealer wanted to celebrate its first

anniversary in a creative but reason-

able-cost way.

Carson had already been running
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a schedule on WIL St. Louis, and

the station suggested anniversary

contest. The idea: Display a Temp-

est wiili the station call letters

painted over ii. The |>ul>li(

would be invited i<> estimate (he

number of times the call letters ap-

peared on the car. In addition to

buying a schedule on radio, the

client paid for the painting <>l the

( ar, and then loaned the car l<> the

station for use in outdoor promo-

tion. Carson also bought ads in two

local newspapei s promoting the WIL
contest.

Buick cars are equivalent in price-

to Oldsmobiles, and it is reported

that Buick has been more active in

spot radio this year than in any pre-

vious year. During the current model

year, Buick bought saturations at

announcement time and in Feb-

ruary-March.

The introduction campaign was

placed in 83 markets for three weeks,

and was a multiple-station buy. Fre-

quencies ranged from 25 to 50 one-

minute announcements per week,

which were split evenly between

Buick's standard si/e car and its new
compact, the Buick Special.

On February 16, Buick opened a

national campaign for new and used

cars which ran through March 4.

About 75 markets were included in

this campaign, according to Mc-

Cann-Erickson Inc., Detroit, Buick's

agency. Frequencies numbered from

12 to 36 spots per week placed dur-

ing traffic times.

In May, Buick saturated the Los

Angeles market on behalf of its

dealers there. Heavy use of four-

second announcements in conjunc-

tion with minutes (up to 140 four-

second spots per week) was placed

on approximately 10 stations. The
campaign is on seven days a week
and will terminate on June 31. One
prominent Los Angeles station re-

ports the Buick saturation to be

"one of the heaviest in the station's

history."

Vincent Valek, assistant advertis-

ing manager for Buick, reports that

dealer use of radio is sporadic. But,

he says, dealers that do use radio

like it and use it extensively.

"Buick used NBC Monitor at an-

nouncement time for about seven

weeks," Mr. Valek recalls. "We
bought participations in five-minute

Bob Hope segments, taking from 10

to 12 programs each weekend.''

Mi ( latin !• i ic kson < lainis thai

Bui( k has no plans lot a late sum-

mer campaign .h this time. Mow
ever, an industry ligui c e lose to auto-

motive buying trends feels that

Hunk's purchases in Los Angeles

may be a prelude to additional Bui< k

radio.

In Ford's Lincoln-Men ur) Di-

vision, Mercury and her younger

sister, the compact Comet, have

used radio this year on a conl inning

basis.

Announcement sc hedules lot Mer-

cury were placed in 70 top automo-

tive markets for six to l<> weeks.

Frequencies varied from 25 to 75

one-minute spots per week per mar-

ket. These spots were scheduled in

morning and evening drive periods.

Spot activity out of Kenyon &
Eckhardt Inc., New York and De-

troit, has been coming in an oil-

again, on-again basis since announce-

ment. K&E has just put out an

availability call for a new flight.

The agency also operates adver-

tising programs for 22 regional di-

visions of the Lincoln-Mercury

Dealers Association, including the

Cleveland, Buffalo, Minneapolis- St.

Paul, Pittsburgh, New York and St.

Louis associations. Both New York
and St. Louis have radio campaigns

running now, as does Buffalo, which
started June 7, and Minneapolis-St.

Paul, which began June 5. In the

Pittsburgh area, K&E opened a drive

for Mercury in May that utilized at

least 50 radio stations.

A Detroit dealer campaign at-

tracted unusual attention as a spec-

tacular use of radio earlier this year,

when a Mercury campaign on WJBK
Detroit made use of 1,300 spots

Continued on page 60

TEEN MARKET

C.onliniird \u>m Jm^r 37

influence the ii readers in gieaiei pro-

portion than the small time they

spent leading them would indicate.

I'v Similai to inaga/iiics in its

escapist role. Programs selected arc

normally related to some- sell image

which identifies with actors or ac-

tresses in the program. Rarely can

tv attract a large teen audience loi

shows other than dramas and spoils

Radio—Enjoys the greatest meas-

ure of acceptance among teenagers

for two reasons. In the first place, it

fills a need for companionship and
belonging. It also provides them
with minimal reality contacts—news
and weather—without intruding on
their privacy. Studies show that

teenagers are more likely to accept

guidance and direction from radio

than from any other medium.

Figures from The Pulse indicate

that—on the average—a teen-age

girl tunes to radio about two hours
daily for a weekly total of 14; the

teen-age boy, a weekly total of almost

18 hours (97.4% of the boys listen

17 hours, 46 minutes). Life-Politz

studies indicate similarity in findings

to the Seventeen study.

For example, teenagers—as a

group—are thought to spend about
S10 billion each year. They own 10

million phonographs, 13 million

cameras. More than one and one-

half million teens own their own
cars, and more than 60% of teen

boys have a direct influence on the

brand of car next purchased by the

family.

KEEP YOUR EAR OJV . . .

Radio Pelsebeat News
Bringing the news sounds of the nation ALIVE!

—SOUNDS THAT ATTRACT LISTENERS

AND RING CASH REGISTERS-

JOIN THE GROWING RPN FAMILY OF STATIONS NOW!

RADIO PULSEBEAT NEWS
153 - 27 Hillside Ave., Jamaica 32, N. Y.

AX 1-4320 (For Sample Feed—AX 1-6677)
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the one

and only

radio

advertising

magazine

devoted

only to

radio is

U.S. RADIO

NAMES & FACES

Thomas B. Campbell is the president of the

newly formed Advertising Time Sales Inc.,

New York. The new radio-tv rep firm has been
organized from The Branham Co., and will re-

place Branham's broadcast division. The firm

will maintain sales offices in major markets
throughout the country. Mr. Campbell started

with Branham in 1941 as a radio salesman.

Alter a four-year stint with the Navy, where
he became commander of a torpedo boat, he
returned to his sales work with Branham. In

1951, he joined Blair-TV for a short time, and then returned to Branham as

a sales manager. In 1957, he became vice president and director of sales for

radio and television. Later he was made executive vice president, a position

he maintained until his recent appointment as president of the new Adver-
tising Time Sales Inc.

Esther Rauch, former director of sales devel-

opment for John Blair & Co., New York, is a

co-founder and vice president of the newly

created Better Broadcast Bureau, New York.

Miss Rauch began her broadcast experience

at KSTP Minneapolis-St. Paul, after which
she became manager of the fashion depart-

ment for a leading Milwaukee department
store. She was instrumental in initiating pro-

graming activities at KWDM Des Moines,

when it first went on the air. She later served

as music director at WMT Cedar Rapids. In 1951, she entered the agency

business in Chicago with Leo Burnett, first as a timebuyer and later, chief

timebuyer on the Tea Council account. She then joined Blair, Chicago, and
became manager of midwest sales development. After two years, she went to

New York in a similar post.

John Hoagland, vice president of Ogilvy,

Benson & Mather, New York, was recently ap-

pointed to the position of director of broad-

casting there. A graduate of Princeton, Mr.

Hoagland began his career as a page boy at

NBC in 1938. Next, he worked in program

development and sales at ABC. During the

war he was a fighter pilot in the African cam-

paign and, upon returning, he became direc-

tor of the radio department at Robert Orr

Assoc., New York. Next, he was supervisor of

radio-tv for the Campbell Soup Co. In 1954, he joined BBDO as vice presi-

dent and broadcast account supervisor. Among the accounts he handled

were General Mills, Minnesota Mining and Lever. In February 1959, he

left BBDO for Ogilvy where he became a vice president and associate direc-

tor of the broadcast department.
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Morton J. Wagner, head ol his ow n organiza-

tion, Wagner Assoc., a station management
firm, has joined the Gordon Broadcasting Co.,

San Francisco, as executive vice president and

managing director. Mr. Wagner left his post

as executive vice president and director of

the Bartell group last November in order to

develop his own firm. He had been with Bar-

tell for eight years. Mr. Wagner is a graduate

of the University of Wisconsin. For many
years he served as program and sales manager

in local radio facilities. Later, he became a staff member of WHA Madison,

educational outlet for the State of Wisconsin. He then served as general

manager of WMTV (TV) Madison for a period of four years. As Wagner
Assoc. makes additional broadcast acquisitions, the company will become
part of the Gordon group for operational supervision.

Joel Fleming has taken over as vice president

and general manager of all broadcasting op-

erations owned by, or associated with the Ivy

Broadcasting Co. In his new position, Mr.

Fleming will manage the firm's fm stations op-

erated as the Northeast Radio Network, as

well as WOLF Syracuse and WTKO Ithaca

owned by Radio Ithaca Inc., and operated in

association with the Ivy radio stations and en-

terprises. After graduating from Pennsylvania

State University, Mr. Fleming began his

broadcasting experience with local station operations moving then to net-

work. In addition, he has been associated with other media, including

magazine publishing and major market newspaper work. Mr. Fleming as-

sumes the managership duties of company president, E. E. Erdman, who
will now devote his time to executive affairs.

Charles A. Winchester is the newly appointed

vice president and supervisor of all radio/ tv

activities at Doherty, Clifford, Steers &: Shen-

field, New York. After graduating from Har-

vard, Mr. Winchester started out as a copy-

writer for a Boston agency. Later he joined

Ogilvy, Benson & Mather, New York, as a

media researcher, and from there he went to

DCS&S as an assistant researcher on the

Bristol-Myers account. In 1945, he joined

the Biow Co. as an account executive on the

Procter & Gamble account. When Biow was disbanded, he moved over

to Young &: Rubicam, which had absorbed the Spic 8c Span account he

handled for Biow. In 1958, he returned to DCS&S as client contact man on
the Bristol-Myers account. Later that same year he was made vice president

and account supervisor. He now lives with his family in Scarsdale.

IIIIIIIIUIIII

KFAL RADIO
FULTON, MISSOURI

DOMINANT FARM RADIO SERVICE

76 hours of farm radio a week
. . . Interesting, pertinent and

factual information and pro-

gramming for farmers.

"Smack in The Middle" of the Cross-

roads of the Nation! Dominating a

vast moving audience, travelers, and

vacationers going everywhere all year

long ... On U.S. 40, and U.S. 50—
both transcontinental highways, and on

U.S. 54 Chicago to the Southwest.

From Border to Border in Missouri,

KFAL RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and entertain-

ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts

Minium

DINING
at New York's elegant

MALMAIS0N
is a delightful experience

10 East 52nd St., New York

LUNCHEON . . . COCKTAILS . . .
DINNER

At the piano: Jules Kuti, 5 to 11 P.M.

PLaza 1-0845 • Closed Sundays
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WHY DETROIT LOVES RADIO
Continued from page 57

within a one- to two-week period.

According i<> [. Clifford Wilson,

vice president and media director

Cor K&E in the Detroit office, Mer-

cury and Cornel have been out of

network radio this year, although

there was some activity in I960. "We
have used network radio," says Mr.

W ilson, "when we found it ne<essai\

to extend our reach. Bui we have

a much greater interest in spot radio

and use it with generous frequen-

cies."

Chryslei sits in two price cate-

goiies. the mcdium-pi ic e and luxury

class with its various models that

range from $2,900 to $5,900. In its

magazine advertising Chrysler tends

to push the luxury and quality im-

age, lint in radio, as evidenced by

a major campaign last February, the

company has tried to push die low-

price economy with Chrysler quality.

On February 15, Chrysler opened

a three-week national radio cam-
paign in its top 50 markets. Key-

note of the campaign was the Chrys-

lei low price, and the campaign lias

been relerred to as the "SlMMil" cam-

paign. Frequencies ran as high as

.'((I per week in morning and evening

drive times.

At the same time, according to

Young 8c Rubicam Inc., Detroit,

Chrysler Division's agency, the

S'JDiil spot campaign was supple-

mented with NBC Monitor weekend
spots.

Calvin Nixon, Y&R timebuyer,

reports that Chrysler radio activity

this year is nearly 100 percent above

last year.

Chrysler is trying hard to organize

its dealers to a point where Young
& Rubicam can efficiently plan cam-

paigns for the associations. There
are now about 10 dealer associations

under the agency's wing. Their use

of radio has consisted mainly of

short two-week flights. Among all

Chart continued from page 27

the assoc iations, the Cleveland group
seems to have been the most radio

conscious, the agency says.

In the luxury class, dominated by

Cadillac, Imperial and Lincoln Con-
tinental, the use of radio noticeably

dwindles, with the exception of

< . n 1 iliac. Lincoln Continental, ac-

cording to Kenyon & Eckhardt, has

not advertised oh radio at all in

1961. Lincoln has not even gone
near fm, which its competitor Im-

perial has discovered to be extremely

worthwhile, and which Cadillac has

cxpei hnenied with in numerous
markets.

Cadillac will probably spend at

least $1 million in radio this year.

A large portion of this money will

introduce new models. Last year,

Cadillac announced the new cars in

a three-week campaign on 1,230 ra-

dio stations. In major markets, the

buy included from five to 10 stations,

reaching frequencies of 45 one-min-

ute announcements per week in

The major automobile companies, their products, the advertising

ADVERTISER ADVERTISING EXECUTIVES AGENCY

General MotOrS Corp. Richard B. Cogswell—Dir. Mdsg. McCann-Erickson Inc., Detroit

Gerald M. Millar—Adv. Mgr.—Mdsg. Dept.

BUICK MOTOR DIV. Vincent Valek—Asst. Adv. Mgr.

Buick

Buick Special

CADILLAC MOTOR DIV.

Cadillac

J. Phillip Schaupner—Mdsg. Mgr.

Kenneth R. Wolf—Asst. Adv. Mgr.

MacManus, John & Adams Inc., Bloom-

field Hills, Mich.

CHEVROLET MOTOR DIV.

Chevrolet, Corvair

Chevrolet Truck

Jack Izard—Adv. Mgr.

Carl Uren—Asst. Adv. Mgr.

Campbell-Ewald Inc., Detroit

OLDSMOBILE DIV.

Oldsmobile, F-85

James F. Mattox Jr.—Dir. Adv.

C. D. Barker—Asst. Adv. Mgr.

D. P. Brother & Co., Detroit

PONTIAC MOTOR DIV.

Pontiac, Tempest

John F. Malone—Adv. Mgr. MacManus, John & Adams Inc.. Bloom-

field Hills, Mich.

Studebaker-Packard Corp.

Studebaker

James W. Orr—Dir. Adv. & Mdsg. D'Arcy Advertising Co. Inc., New York

and South Bend, Ind.
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drive times. In smaller markets, Ere

quencies hovered around the 18 to

20 per week mark. Fin radio played

a significant role in this campaign,
as MacManus, John 8c Adams [nc,

Cadillac's agency, reports that one
or two fm stations were used in

major markets.

Km is used by Cadillac in San

Francisco on a 52-week basis, where
the company sponsors light c lassical

music on KPEN from 7 to 8 p.m.,

Monday through Friday. Each pro-

gram includes lour commercial min-

utes for Cadillac "prestige" an-

nouncements. MacManus, John 8c

Adams is reportedly investigating

other markets for fm advertising,

and is expected to steadily increase

its use of the quality frequency.

Cadillac's other 52-week radio

campaigns are currently running in

two markets. In Detroit, the com-
pany sponsors a 6 to 6:15 p.m. news-

cast on WWJ Monday through Fri-

day. In Los Angeles, Cadillac is on

K.F] five times a week with the 15-

minule Sid Fuller Cavah ade.

Fast summer, Cadillac ran a sum-
mer mop-up campaign in 60 markets

from July until announcement time.

The promotion was broken into two-

week alternating Mights. As for its

plans to repeat that campaign this

year, both agency and client are

silent.

Imperial's most talked about move
in radio since new model time has

been its purchase of the Imperial

Press Club, five minutes of news
interpretation Monday through Fri-

day on stations of the QXR network.

The purchase represents a 52-week

investment of $125,000—the large st

sum that any national advertiser has

spent on fm radio. Young 8c Rubi-
cam, Imperial's agency, has found
the fm buy "extremely satisfactory,"

and is gradually adding more sta-

tions to the list.

The investment by the auto-

makers in radio is considerable.

I hey believe in radio, primarily he-

cause it i^ivcs l hem a captive pins

pe ct 1 1 it- man behind the wheel.

And Detroit, generally, is increasing-

ly aware ol radio's importance in

drumming up local sales.

The dealer is realizing his unpen

tain returns from radio, too, and
is gradually learning how to get

the most dramatic lesuhs. "Gone
are the days," says one radio

man, "when the dealer gels an et

from (lie lac ton as part ol ;i pro-

motional kit. Some ol the best

sounding commerc ials in many ma-
jor markets are being played by
automobile dealers, some of whom
have paid as much as $10,000 for a

musical theme."

With this kind of dynamic action

by dealers, together with a full meas-

ure of support from the factory in

national spot, the automobile in-

dustry can have one of the most ef-

fective media programs in adver-

tising.

agencies and the men and women responsible for radio campaigns

ACCOUNT EXECUTIVES MEDIA EXECUTIVES TIMEBUYERS

E. McCord Mulock Jr.—VP-Mgmt. Svce. Dir.

Charles Flynn—AS

Kelso M. Taeger—VP-Media Dir.

William Davis—Media Super.

Judy Anderson

Charles Adams-Exec. VP-AS Ray Reiss—Media Dir. Richard Sheppard
Robert E. Field—AE Lee Hanson—B'cast Super.

Colin Campbell—Exec. VP-AS Carl Georgi Jr.—VP-Dir. Media Robert H. Crooker Jr.—

John L. Thornhill—VP-AS Asst. Media Super.

Sheldon Moyer—Sr. VP-AS

Val Corradi—Sr. VP-AE

C. Watts Wacker—VP-Media Dir. Jack Walsh—Chief
Dick Hoffman

James H. Graham—VP-AS

Colin J. John—VP-AE

Ray Reiss—Media Dir. Richard Sheppard

Frank Weber—AS-NY

Gordon Baird—AE-NY

David Bogle—AAE-NY

William Straub—AE-South Bend, Ind.

Frank Ott—Media Dir.-NY Frances Velthuys—NY-Chief

Robert Lazatera—NY

U. S. RADIO/June 1961 61



EDITORIAL PAGE

OUR POSITION ON CHAIRMAN MINOW

|
HOUGH most of FCC Chairman Newton Minow's remarks at the

NAB convention last month were directed at television, there were

ominous implications in his speech for radio, and we feel we owe it to

our readers to let them know exactly where we stand on the matter of

this highly controversial public servant.

We think Mr. Minow was wrong, outrageously wrong.

We think he was wrong in the threatening tones he adopted toward

broadcasters, tones which ill become any government official addressing

any group of free American citizens.

We think he was wrong in making the kind of sensational, rabble-

rousing speech which, as almost any child could have told him, would

be luridly played up in the press.

We think he was wrong in not recognizing his own status as a kind

of "90-day wonder" who was presuming to give all the answers to diffi-

cult questions which many intelligent men have been trying for years

to find.

We think he was wrong in many of the solutions he proposed, par-

ticularly those "well-advertised" public hearings to determine license

renewals.

In short, we think young Mr. Minow made an unfortunate start, and

we hope that it was just one of those errors which bright, energetic,

ambitious young men are apt to fall into.

If it was, and if increasing maturity shows him that his first respon-

sibility is within the FCC—to make it honest, impartial, efficient and

intelligent (which it has not always been)—then we shall have no quar-

rel with Mr. Minow.
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"Ill

55 seconds
we take
you
direct to

CUBA!"
And ... we did . . . WFAA 820 listeners were the

first to hear a direct report from Cuba. After many
long hours on the phone, "Southwest Central"

newsmen finally found someone who could speak

English and report on the invasion of Cuba.
WFAA then provided the networks and wire serv-

ices with the beat of the month. It happens every

day on WFAA! "Southwest Central's" audience

is kept abreast of happenings in "Big D" and
around the world 4 or 5 times every hour. And

this is in addition to regularly scheduled news

on the hour . . . coverage that is making WFAA
Radio's new "Southwest Central" the station people

are afraid to leave. They tune to and stay with

"Southwest Central" for the big stories . . . first,

and first-hand. News, special features, behind-the-

scenes sports, weather, farm news ... it comes

anytime and often on WFAA where professional

journalism makes the difference.

Isn't this the place for your message?

WFAA
from

COMMUNICATIONS CENTER

820 radio

DALLAS

RADIO SERVICE OF THE DALLAS MORNING NEWS

Represented by

(EdwardYpolry 4ICo.. Inc.)

The Original Station Representative



Ni Grows

[2% in '60*

000 homes added

Golden Sound Circle

is more than coincidence that

is great growth occurred in the

st year of WFBM-FM's oper-

ion. Planned variety program-

ng, outstanding news-in-depth

verage and day-in-and-day-

t promotion have focused more

d more attention on FM.

w WFBM-FM "Golden Sound
the Middle West" . . .

ft Reaches a market of 237,557 select

FM Families

'•Dominates a 51 county area

where retail sales total more than

$2 billion.

lis is the select market for your

oduct . . . just ask Walker-

iwalt, Inc.

on 1960 FM set sales in WFBM-FM coverage area.

mc
)£/V SOUND OF THE MIDDLEWEST"

a ODD

terica's most powerful commercial FM station

A Service of TIME-LIFE Broadcast

A U.S. RADIO PUBLICATION FOR FM BROADCASTERS AND ADVERTISERS

vol 2- no 5 JUNE -1961

35 CENTS

Profile of a mass audience

New Politz study conducted in five major

markets reveals fm has quantity, too

Fm profits are up

More fm stations are in the black as

profits climb higher, NAFMB study proves

Can fm sell an idea?

American Medical Association and its ad

agency await major campaign results

Major agency study on fm

Young & Rubicam, New York, releases

extensive fm study for public perusal

r
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FM is

on the

move!

so is

U.S. FM,

the magazine

that sells your

medium to

agencies and

advertisers!



Fore Most

Y&R's fm audience study The Young & Rubicam survey ol "
I he Fm Audience, ' showcased al the

is pace-setting the field National Assn. ol Broadcasters convention, continues to create .1 siir

among Em stations as well as advertising agenc ies and client companies,
all ol whom continue to seek desperately for illuminating, lucid analyses

as to I m's capabilities and potentials. Dr. Frank Mayans, v.p. and asso-

ciate director of research for the agency, said it was al media's request

the costly and comprehensive study was released publicly, an all-too-rare

move for industry researchers. Y&R's goal: to provide information on
which fm values could be assessed more accurately, with results "foi the

media man's use to correlate with his background and experience."

Two midwest groups survey There's growing interest in banning together fm stations in the top ma-
possible fm rep formation jor markets under a station representative umbrella, with two such

schemes burgeoning now in the midwest. Leadership in both pioposed

companies would (1) confine representation to stations in the top 20 Ol

25 markets, by population size and therefore by fm density, and (2) ac-

cept only one station per market on the basis of its programing (as

matched to others in the line-up) . Both are being thought of as answers

to buying bottlenecks, when agencies and sponsors evince most interest

in the largest markets.

First stereo fm stations: Difference in time focuses rival claims of two fm stations that they were

CE's WCFM, Zenith's WEFM the first in the country to go on the air with stereo under the new FCC
standards. WGFM, Schenectady, N. Y., the General Electric station, took

to the air June 1 between midnight and 1 a.m. eastern time. At the same
time in the midwest, the Zenith station, WEFM, Chicago, started stereo

operations. WGFM stereo is aired 20 hours weekly in the afternoon and
evening hours.

Harold Neal foresees fm's FCC's approval of stereo-fm broadcasting spurs a new facet of the medi-

"complete maturity" in '61 urn, in the view of Harold L. Neal Jr., v.p. and general manager of

WABC-FM, New York. He sees this as forecasting "the complete maturity

of the medium this year." Among his station's recent account acquisi-

tions: Hamilton Watch Co., Ford Motor Co., Beekman Towers (New
York hotel) , H. H. Scott Co., Pique Products.

Scott makes a wider-band H. H. Scott (see above) , Maynard, Mass. manufacturer, is pushing hard

tuner for stereo reception on the sale of a new wide-band fm multiplex stereo tuner which dealers

throughout the country are now receiving. It retails for $199.95 and
includes circuitry keyed to a wide band which, Scott reports, with a wider

width needed more for "optimum stereophonic reception" than for

monophonic tuners.
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Arnold Alpert
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Duplicate or separate

I am writing regarding the survey

you have taken concerning the pub-

lication of u. s. FM.

1 strongl) urge that you continue

ihe separate publication of u. s. fm.

One of the greatest obstacles fm faces

is lack of prestige. By combining
i . s. fm and u.s. radio, Em becomes
the stepchild that the am owners
wish it to he.

Alter 27 years in am radio, I feel

qualified to sa\ that the two are en-

tirely diflerent industries. They re-

quire different concepts of commer-
cials, programing and sales.

The more support we have as a

separate medium, such as your fine

publication, the sooner it is a satura-

tion medium. Our sincerest con-

gratulations to vou for pioneering

this publication. Please keep it

separate.

Coy Palmer
KBMF-FM
Pampa, Tex.

We would like to submit our vote

concerning the issue of making u. s.

FM a part of u.s. radio magazine. Ii

costs extra unnecessary dollars to buy

printed pages of superfluous material

which would be the case if you were
to combine the maga/inc. Please con-

tinue to publish it as a separate en-

tity, ft attracts many more vitally

interested people this way.

We would like to extend our ap-

preciation to you tor making this

magazine available. It has certain-

ly been of excellent quality.

Karen Hillstead
Proqram Director

KSL-FM
Salt Lake City

Many thanks for including my letter

in your letters column in the April-

May issue. May I call to your atten-

tion, however, that WFMF is in

Chicago. We are not located in Pitts-

burgh.

Sid Roberts
Station Manager
WFMF
Chicago

Merger

Congratulations on your merger with

Sponsor Publications. We hope that

your two fine publications, u.s. radio

and t . s. FM,will continue to prosper.

C. L. Doty
General Manager
WSAI
Cincinnati

2

* « D M a a a m a a a a aa a ajuuu a

, Air Media Inc.

40 E. 49th Street

J
New York 17, New York

r

SUBSCRIPTION \

Please see that I receive each monthly issue of U.S. RADIO and U.S. FM
—both for one year for one subscription of $5.

Name

Company

Title -

Type of Business

Company or

Home Address

City Zone State

PLEASE BILL PAYMENT ENCLOSED
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Fm radio:

Profile of a
mass audience

New Politz study of fm tune-in and fm listeners

in five major market areas on the west coast

points up quantity as well as quality factors

^\l)VERTISERS and agencies are

closely checking a new analysis in

depth of the fm markets serviced by-

five stations in the Heritage group.

Although the stations are located

in major metropolitan areas along

the west coast, the audience samples

and survey question techniques are

broad enough so that many buyers

think the patterns emerging typify

the national fm listener as well as

the west coast regional listener.

The study is an answer to ques-

tions posed by the Heritage stations

themselves as well as by prospective

advertisers, attempting to give spe-

cific dimension to the characteristics

of the fm family as listeners as well

as consumers. Patterns were cor-

related for audiences in Los Angeles,

San Francisco, San Diego, Seattle

and Portland, based on field inter-

views conducted at the turn of the

year and recently published.

Forty-four pages of charts and sta-

tistical documentation back-up some
of these general conclusions:

Fm's reach is vast, going into such

a large number of homes that the

fm audience is conclusively a mass

audience rather than a limited-ap-

peal audience as may have been true

in the early days of the medium.
Almost one-third—30.3%—of the

private households have an fm set

in working order.

Fm still has a built-in selective

factor, however, making it an "ex-

clusive" medium in the sense that it

reaches an advertiser's best prospects

—families with the most income, the

highest educational levels, the most

sophisticated consuming tastes.

For example, 42.7% of the house-

holds which report an annual in-

come of more than $7,000. Ami
38.3% of all fm households report

this high income figure, contrasted

with 27.2% of all households.

Of the households where the head

of the family reports college or other

advanced education, 37.8
(,

< are fm-

equipped, a third—33.4%—of all

households have the head of the

family in this classification, signifi-

cantly lower than the figure for fm
household heads, 41.7'

[
.

The biggest percentage of fm
listening is in the home of profes-

sional, managerial, sales and clerical

persons, with 36.6% of their homes
fm equipped. Almost half—48.5"

(l

—of these homes have household

heads in this work classification, con-

trasted with 40.1% of the total

households.
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Fm receivers tend i<> be located in

homes with three or more persons.

Of these three-person-plus homes,

35.1% are fm-equipped, with 57.7%
ill total fm homes including three

or more persons and 42.3% includ-

ing one or two.

The most-tuned-to time among Em

homes is from waking through

breakfast, bul Em listening is fairly

even throughout the day until the

post-bedtime hours.

The pattern lor an average day:

59.5",, ol the homes use I'm from

waking through breakfast; 47.3%,
after breakfast through lunch;

55.2%, after lunch through dinner;

50.2%,. altei dinner through going

to bed, and 25. M'
, , alter going to

bed until the going-to-sleep hour.

The peak listening times are in

the 1 ion i s altei breaklast and through

lunch, when the household using fm
tunes for an average ol 116 minutes

or almost two hours. Of the homes
using fm during at least one period

of the day the receiver is turned on
for an average total of 202 minutes

throughout the lull day.

Other minutes spent with fm, by

day parts: from waking through

breakfast. I> I ; alter breakfast through

lunch, 1 16; after lunch through din-

ner, 92; alter dinner through going

to bed, 92; after going to bed until

going to sleep, 48.

More than eight in 10—87.9%

—

of all fm households have only one

receiver in the home, with 8.3% re-

porting two and 3.8% repotting

three or more. The average number
of fm sets per household is 1.17.

Most fm receivers are located in

the living room, 55.2% of the total

home sets. Others: bedroom, 21.7%;
kitchen, 11.3%; den, study or li-

brary, 7.6%; dining room, 3.1%;

other places, 1.1%.

The study also analyzes consumer

use and buying habits, as shown in

the following statistics:

Automobile ownership: 32.5% ol

all fm households own one or more
passenger cars; 28.8%, one car;

42.5%, two or more cars; 37.1%
bought the car new; 27.1% bought

only used cars.

MAJOR POLITZ STUDY CONCLUSIONS

Fm's reach is significant.

Of the 4.130,000 private households in the metropolitan areas of five

major west coast markets (San Diego, Los Angeles, San Francisco,

Portland, Seattle) almost one-third—30.3%

—

have an fm receiver in

working order.

Fm ownership grows as income does.

Of those homes with an annual income of $7,000 or more, 42.7% have

an fm set, contrasted with 27.2% of homes with 27.3% of those with

incomes from $4,000 to $6,999 and 21.5% for those under $4,000.

Education is higher in fm homes.

Of those homes where the head of the household has college or other

advanced education, 37.8% are fm-equipped; 31.6% when the house-

hold head has finished high school; 21.4%, in homes where the head

did not finish high school.

Professional people own the greater number of sets.

31.6% of the homes in which there is an employed household head are

fm-equipped, contrasted with a higher 36.6% of the homes in which the

head is in the professional, managerial, sales and/or clerical category

and a lower 24.4% in homes where the household head is a craftsman,

sei~vice worker, farmer or laborer. The lowest saturation, 24.4%, ap-

pears in homes of the unemployed house head.

Fm is more popular with home owners than with renters.

35.8% of the owned homes are fm-equipped; 24.6% of rented homes.
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Appliance ownership: 42.7% of all

fm households have an automatic

doihcs dryer; 36.6%, automatic

washer; 32.2",',. si ill camera; -12.2",',.

record player; 51.6%, hi-fi record

player; 48.5%, food freezer; 31.8%,

television set.

Possession of life insurance, slocks

or securities, charge account: 32.2%
ol the Em households have life insur-

ance; 38.2% own stocks or securities;

37.8% have a department store

charge account.

Food product usage: 32.6% ol all

Em households in the area used

canned soup in the previous two

weeks; 32.1%, ready-to-eat cereal;

29.5% cooked cereal; 35.0%, instant

coffee; 30.6% regular coffee; 30.1%,

evaporated or condensed milk;

15.1%, powdered milk; 35.6%, pre-

pared mixes (cake, pie crust, pan-

cake, biscuil ).

Beverage usage: 84.3% ol the fm
households in the previous i w < >

weeks served wine, soft drinks, beei

or ale; 42.0% wine; 35.8%, soft

drinks; 35.4, beer or ale.

Tobacco usage: 31.8% of the fm
households reported someone in the

home smoked cigarettes or cigars in

the preceding two-week period.

Cosmetic and drug usage: 31.9^
of the fm households reported some-

one in the household used face

make-up, lace preparations or eye

make-up in the previous two weeks;

36.0%, perfume; 31.0%, vitamins.

Nome impiovcmcnls: 12.7",' ol th<

fm households painted 01 wallpa-

pered some room in the previous

yeai
; 13.7% put in new drapes, i u^s

or othei flooi < ovei inj^s.

Social activities: 32.5* , "I the fm
householdei s had dined out in the

preceding month; 39.3% had gone to

the movies; 54.4% had gone to a

musical event; 42.7% had attended

a sporting event. In 37.2% of the

homes someone in the household

during the past year had cooked

out; 74.7% had done some garden-

ing.

This is the kind of detailed fm in-

formation that an increasing number
of researchers are s^athciing.

!IIIIIIII!IIIII!IIIIIIIIIIIIIII!IIIIIII!IIIIIIIIIIIIIIIIIIIIN

ON THE NATURE OF FM'S AUDIENCES

Fm appears most often in homes with older children.
In those homes where children are under 20, the proportion with fm is

33.6%; youngest child under 10, 29.9%; youngest child from 10 to 19,

40.3%; no children, 27.5%.

The larger family prefers fm.
35.1% of the households with three or more persons of all ages are

equipped with fm, compared with 25.5% of those homes u'ith one or

two persons.

Fm tune-in increases with family income, advanced education,
occupation of the household head and home ownership.

Fm listening peaks in the morning hut is fairly even all day,
Households tuning to fm on the average day with average number of

minutes for each:

From waking through After dinner through

breakfast 59.5% 64 goifig to bed "

50.2% 92

After breakfast through „, . , ,

, ;
?L

, , n Alter going to bed until
lunch 47.3 116 ' .

6
.

6
. R a , Q

, , ,
going to sleep 25.3 48

After lunch through ° & r

dinner 55.2 92

Most fm homes have only one fm receiver.
87.9% of the fm homes have one set; 8.3%, two; 3.8%, three or more

receivers. The average per fm household is 1.17 sets.

Most fm sets are located in the living room.
55.2% of the receivers are installed in the living room; 21.7%, bed-

room; 11.3%, kitchen; 7.6%,, den, study or library; 3.1%, dining

room; 1.1%, other places.
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It's a tight squeeze
but profits are growing
NAFMB industry survey shows more fm stations

with black ink, with storecasting responsible for

some gains as industry looks forward to stereo

Where does the fm broadcaster

stand today?

In a year when the major cry

among advertisers and agencies has

been for more fm audience and

market research the National Assn.

of Fm broadcasters lias taken a step

toward unveiling at least one un-

known: it has held a mirror to the

broadcasters themselves.

The reflection, as seen through a

study prepared by the John B.

Knight Co., Los Angeles, shows that

fm—from a profit and loss point of

\iew— is gaining strength rapidly.

Conducted this spring among
members of NAFMB as well as non-

members, the report shows that the

New officers of NAFMB elected at second an-

nual convention: (kneeling, I to r) Fred

Rabell, pres.; T. Mitchell Hastings Jr., v. p.;

William Tomberlin, treas.; Lynn Christian,

sec'y; (directors, standing, I to r) Raymond

Hard, John Reynolds, Will C. Baird, Robert

Hinners, S. K. Evans, William Drenthe, David

Green, Arthur Crawford and Jack Kennedy.

Fred Rabell (r) NAFMB pres., receives group's

F-Emmy from William Tomberlin, NAFMB
treas., in recognition of outstanding fm work.

majority ol fm stations are making
strides in picking up revenue. The
report further supports the long

held opinion that an overwhelming
portion of fm business is local.

Following are some of the major
i esults ol the sui \ c\

:

Most stations are moving into the

black far more quickly than general-

ly believed, even among the more
optimistic. However, the stations

that are in the best financial shape

still seem to be those which rent

their sub-carrier channel for back-

ground music or storecast purposes.

Of fm stations that do participate

in storecasting, 44.9% report they

are making money, and 77.9% claim

that their profits have risen in the

past year.

Bui of stations who receive rev-

enue from fm air time sales alone,

only 27.3% could say them are in

the profit column. However, 96.2%
of these report that their margin of

profit has increased over the previ-

ous year.

Facts of the industry survey scoff

at the popular opinion that the ma-

jority of broadcasters have a long

pull before they can realize a return.

Just under three-fourths, or 69.7%;
report that they were out of the red

in a year or less after going on the

air. And 27.3% report that they lost

less than $10,000 before becoming

profit-makers.

Fm broadcasters' efforts to promote

and sell the medium are reflected

well in data tabulated on station

sales forces.

Fully 78.6% of stations reply that

they employ from one to five full-

time fm salesmen. As for part-time
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salesmen (including stafl and man
agemcnl pci sonnel who perform

other duties), ()l.l"„ have al leasl

one or two.

Earnings ol Em time salesmen are

provided for in various ways. Half

of the stations report thai the) pa)

their salesmen salar\ phis commis-

sion. One-fourth pa) on a straight g
commission basis; the remainder

have a draw against commission

plan. The base pay per week for

those who receive salary or draw
ranges from §50 to $140 a week.

The amount of local business go- jj

ing to fm still outweighs national g
advertising by far, the survey con- j§

eludes. Two-thirds of the stations g
responding indicate that 90% of

jj

their sales are transacted for local
{]

goods and services. Less than half,

or 43.0%, have a national repre- B.

sentative. But of these nationally g
repped stations, 26% report that g
10% or more of their income comes g
from national advertisers.

Concerning the role advertising g
agencies play in fm business, 54.1% g
of stations surveyed said that they g
make at least 10% of their sales H

through agencies.

More than half are affiliated with g
an am stations and 72.2%, of these g
stations program separately. A high g
percentage, with or without am affili- g
ates, are on the air from 110 to 140 8
hours per week, or an average of 17 g
hours per day.

A question on stereo programing g
(FCC approval lor multiplexing g
came two days after tabulation of g
the survey) reveals that 72% have S
never done stereo broadcasting in g
conjunction with an am station. §§

However, 41% predict they will g
broadcast in stereo, at least part of g
the time, after FCC approval.

Because this is the first such sur-
jj

vey done in the industry, there are g
no comparative data by year. How- g
ever, any documentation of fm's g
dimensions is welcomed by most

broadcasters, who see the survey as g
charting a much needed course of B
industry cohesion. Copies of the 28- g
page report may be obtained by send- g
ing $2.50 to: NAFMB, Treasurer's g
Office, 2917 Temple St., Los An- |
geles, Calif.

Highlights of NAFMB's first industry

survey profile fm broadcasters

78% HAVE ONE OR MORE FULL-TIME SALESMEN

Fm stations usually j)ay salesmen salary plus commission. Weekly base

on salary or draw against commission ranges from S50 to §1 10. Com-

mission on agency business: 5 to 24%; direct sales: 5 to 30%.

7 IN 10 STATIONS REPORT AGENCY BUSINESS

Advertising agencies are responsible for 10 to 90% of business placed

on 60% of fm stations. 31% receive no sales through agencies, while

7% attribute !)()'',, or more to agencies.

4 IN 10 PUT $20-$40,000 INTO EQUIPMENT

The cost of fm antenna, transmitter and studio equipment ranges from

$10,000 to $100,000 and more. The majority of fm stations invest an

average of §35,000 in equipment, not including cost of buildings.

STORECASTING, BACKGROUND MUSIC LEAD TO PROFITS

45% of all stations leasing main-carrier or sub-carrier channels for

storecasting and /or background music now show a profit in combina-

tion with spot sales. 78% registered increases in profit this year.

SALES AND PROFIT MARGIN ARE UP

27% of the stations that do not lease a channel are making profits.

96.2% scored increases in profits as compared with a year ago. 63.3%

produce net operating profits after taxes.

PROFIT USUALLY STARTS AFTER 1 YEAR

Three in 10 stations lost less than §10,000 before registering profits;

two in 10 lost from §20,000 to §30,000; one in 10 lost §150,000 or more.

Five in 10 were showing profits in less than one year of operation.

SOME ARE STILL IN THE RED

'Among the stations which are still in the red, 40% have lost less than

§10,000 thus far. The remainder report losses ranging from §10,000 to

§200,000. 55% have been operating one year or less.

9 OF 10 STATIONS LIMIT COMMERCIAL FREQUENCIES

The maximum number of announcements per hour allowed by fm sta-

tions ranges from three to 10. 28.8% exercise a six-spot limit; 25.3%

prefer an eight-spot limit; 2.6% impose a four-spot limit.

3 IN 10 STATIONS PROGRAM AM-FM STEREO

Only four percent program stereo with another fm station, but 28%
combine with am stations. 56% have sponsors for all or part of stereo

broadcasts. Tivo-thirds program four stereo hours per week.
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Can fm sell an idea?
American Medical Assn. awaits results of fm idea campaign

Results of fm campaign in 39 markets are now being analyzed by the American Medical Assn.

and its ad agency, Klau-Van Pietersom-Dunlap, Milwaukee. Planners included, seated, I and

r, Joseph C. Stodola, senior v. p. and agency creative dir.; Thomas F. Scannell, Jr., v. p.; standing,

I to r, John Wussow, media buyer; Roy Heckenbach, asst. media dir.; Fred Crowl, radio-tv dir.

How does fm build an "image"

with opinion-molders?

This is the question now being

answered by the American Medical

Assn., Chicago, and its advertising

agency, Klau-Van Pietersom-Dunlap,

Milwaukee. They're analyzing the

media returns from their fm-spon-

sored "vote" regarding the govern-

ment's proposed plan for medical

care for the aged.

The inherent value of the fm au-

dience and the static-free medium
which reaches them is seen in these

media facts:

o The behemoth association of

more than 180,000 physicians select-

ed only fm, newspapers and one

health magazine to carry its message

propounding the worth of the Kerr-

Mills legislation.

• It selected 39 major fm radio

markets contrasted with 26 news-

paper markets, all chosen by agency

media and account people to reach

opinion-molders and decision-mak-

ers at a level of influence in their

communities.

e One major plus for fm, of

course, is the fact that many physi-

cians have installed fm receivers in

their waiting rooms and that the

AMA "commercials" would reach a

double audience of the group's own
members as well as their patients.

The fm radio campaign provided

for the following media pattern:

® 104 one-minute transcribed an-

nouncements,

e aired over a five-week period

this spring on

« these 39 major-market outlets.

Fm was selected "because the

campaign was aimed basically at the

opinion leader—the individual with

a college degree, with a better edu-

cation than the average person." So

said Ed Ritz, v.p. in charge ol media

at the agency.

He thinks tin attracts listeners

who "fit this profile quite well." The

agency is now checking consumer as

well as professional reaction to the

special drive.

Supplementing the campaign to

back "the present Kerr-Mills law ;is

a common sense approach to solving

the problem (of medical care for the

aged) that concerns us all" was an ex-

tensive merchandising program

which provided for a "communica-

tion kit" distributed to all local

medical societies.

Many of these kits were sent out

by the agency with print and broad

cast material. For the latter, the kit

contained scripts for one-minute an-

nouncements as well as transcrip-

tions.

Commenting on the copy themes,

Joseph C. Stodola, senior vice presi-

dent and creative director of Klau-

Van Pietersom-Dunlap agency said:

"The social security approach seems

to take all of the problems of the

aged and hang them on the doctors,

rather than society facing up to the

problem.

"Need for medicine is one part,

but other factors include giving the

aged outlets in the way of activities."

He said the American Medical

Assn.'s idea is "to help those who
need help."

Fm markets used in the campaign

included: Beverly Hills, San Diego,

San Francisco, Denver, Hartford,

Washington, Miami. Atlanta, Chi-

cago, Indianapolis, Baltimore. Bos-

ton, Worcester, Detroit, Minneapo-

lis, Kansas City, St. Louis, Buffalo,

Albany-Troy-Schenectady, Bingham-

ton, Ithaca-Elmira, Jamestown, Syra-

cuse, Olean, Poughkeepsie, Roches-

ter, Utica-Rome, Cincinnati, Cleve-

land, Portland (Ore.), Pittsburgh,

Allentown-Bethlehem-Easton, Phila-

delphia, Providence, Dallas, Seattle,

Houston. Memphis, and Milwaukee,

a total of 39.
'
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Favorable Mentions

Fm converter — Emerson Radio of

Maryland, Baltimore distributor for

the Granco division of the Du Mont
Emerson Corp., has taken an exten-

sive schedule of spots and program

sponsorship with WFMM Baltimore.

The station reports that the product

involved is the Granco model AR-GO
converter for auto/radios. Spot sched-

ule is concentrated between the

Candlelight i- Silver and Hi Fi at 10

shows. The 6-7 p.m. segment of

Candlelight is sponsored in full Mon-
days, Wednesdays and Fridays and is

titled The Granco Hour. On Tues-

days and Thursdays, the Granco

product is featured on Hi Fi at 10

from 10-11 p.m. The distributor re-

ports strong sales as a result of the

WFMM contract.

"We're very happy to have Granco

with us," says a station spokesman,

and pleased with the results. And
let's not forget, the sale of these

units has added many, many hours

of fm listening time in Baltimore."

Wallpaper studio—After a one-month

trial run on KPFM Portland, Ore.,

the Portland Wallpapers Inc., spe-

cialists in wallpaper panels, has

taken a 52-week schedule with the

station. According to KPFM, the ac-

count, which is handled by the Ken-

nedy-Hannaford Agency in Oakland,

Calif., "will use six announcements

per week on KPFM in ev ening times,

buying 30-second adjacencies to

locally sponsored programs Monday
through Saturday. The agency is

using KPFM's 'bank plan' of the

blanket purchase of announcements

to be used on any frequency sched-

ule it desires from month to month
with the total to be used within the

frequency year."

Bank—The National Bank of De-

troit, through Campbell-Ewald, is

sponsoring Conversations in the Arts,

a Sunday night discussion program
on WDTM Detroit. The station re-

ports that these broadcasts "present

the discussions of different groups
led by outstanding artists, performers

and community leaders in fields

ranging from music to architecture,

poetry, theatre aits and urbaniza-

tion."

Soft water dealers— KPRI-FM San

Diego and the Culligan Sofi Watei

Dealers of San Diego staged a pro-

motion aimed at getting telephone

response. The copy read: "U you i all

loi the Culligan man to come to youi

home to tell you about Culligan soft

water, he'll bring you a new Harry,

Belafonte album." Account Execu-

tive Frank Seeley, of the Alexander
Seeley agency, reported a "phenom-
inal" response to the promotion.

KPRI-FM also reports that the RCA
Records Distributing Corp. has

bought a series of spots on the sta-

tion. The station says this is a "non-

co-op 'direct' purchase with dealer

tags. A new RCA release is chossn

each week as the featured album of

the week. A track from the album is

played, then the commercial, and
then another cut from the album."

Air conditioning— The Bryant Air

Conditioning Corp. has purchased

500 weather spots on WLIR Garden
City, New York, through the Her-

bert Margill Advertising Agency.

Station says the spots will run for 10

weeks.

Sponsor successes

WBOS-FM Boston leporis several

successful sponsor affiliations. The
Guild House-, a cpialitN women's shoe
salon, had nevei used radio before

going on WBOS, but its campaign
has been so successful that Guild
House signed a second 52-week con-

tract. Wheelock-Lovejoy, makers of

heavy steel display equipment, was
considered an unusual client for

radio advertising, but response has

been so strong that it is now in its

third year with the station.

Tetley Tea took a five-week flight

over WBOS and ran tests on its

reach. Tetley's district manager was
so pleased with the results that he

signed for a second, longer flight.

Through an in-store merchandising
tie-in with a series of Pepperidge
Farm bread spots, Pepperidge's dis-

trict manager attributed a rise in

product sales to the WBOS cam-

paign.

New stereo station

Coinciding with the FCC stereo ap-

proval, WUPY Boston goes on the

air this month with round-the-clock

broadcasting in stereo. According to

the station, the format will include:

"Miss Fm Week" in San Diego, Jo Ann Shoblin, is attended by (I to r) Arthur Crawford, KCBH
Los Angeles, Ray Baker, KFSD-FM San Diego, and William Tomberlin, KMLA Los Angeles.
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FAVORABLE MENTIONS Continued from page 9

five minutes <>l news on the hour
.iihI two minute show business spe-

cials on the quarter hour and five

minutes oi sports spec ials on the hali

hours. Musical programing will be

mostl) jazz, popular and standards,

and the resi ol the dail) schedule
will consisl ol "lalk" and discussion"

|
'I ' »g] ,1111s.

WUPY has signed a 52-week con-

tract with the Franklin Life liisui-

ance Co., .is well as spot schedules

with several Boston-area restaurants

and businesses.

Fm bumper stickers

A colorful bumper sticker thai says

"VO I E \ i s ON FM," is being of-

press runs to even the smallest sta-

tions in the smallest markets. . . .

"11 you would like to do some-

thing similar in your market, either

individually or as an association, you
can save a considerable amount ol

money by taking advantage ol the

art work and production we have al-

ready paid for and ordering your

bumper stickers along with our next

press run."

Stickers are lO^S each with a mini-

mum order ol 100 for $10. For those

interested in purchasing the stickers,

orders ma) be scut to: Fm Broadcast-

ers Assoc. of Southern Calif., 3421

W est Kth St., Suite #3, Los Angeles

5, Calif.

New low-priced am-fm receivers form part of display by New Orleans Public Service Inc.,

electric utility, in recognition of fm' growing influence.

fered to fm broadcasters across the

nation. The promotion is being han-

dled by the Fm Broadcasters Assoc.

of Southern California.

Stickers were passed out at the

High Fidelity Music Show in Los

Angeles, and the association reports

that cars wearing these stickers are

beginning to be seen all over town.

In a letter to fm broadcasters,

Arthur K. Crawford, commercial

manager of KCBH Beverly Hills,

says: "We are making our 'Vote Yes

on Fm' promotion available to all

stations. . . By doing this, we are able

to pass on the savings of volume

Mixup proves fm's pull

A commercial, on a cartridge tape

recording, that announced the open-

ing of a Rexall "Annual lc£ Sale,"

which stated that the sale was al-

ready in progress was run (just once)

on a Saturday afternoon instead ol

on the following Monday when the

sale actually commenced.

As a result of this error, the station

received a call from one of the five

participating Rexall druggists, stat-

ing that within two hours, over 50

customers had come into the store

asking about the sale. Apologies were

hardly necessary since the druggist

was so overwhelmed at fm's ability

to attract customers.

Another new station

KGGK-FM Garden Grove, Calif., is

due to go on the air shortly, accord-

ing to owners Jeannette and Jack

Banoczi, who have announced the

appointment of Frank R. Brown as

station manager. Mr. Brown former-

ly was manager ol K.HUM Eureka,

Calif. The Bancozi's state that pro

",i.iming will consisl ol music, news,

sports, special events, public service

and spiritual presentations.

Fm market data chart

Agency personnel in seven cities this

month received Im market informa-

tion on a "Wheel of Fortune" chart

from the Fm Broadcasters of Great-

er Kansas City.

Data were tabulated from the re-

sults ol three surveys iccently under-

taken in the Kansas City market by

R. S. ( Ionian Inc., The Pulse Inc.

and Verifak Surveys Inc. It shows

Kansas City as the tenth largest Im

market with set penetration ol

136,000 homes.

The wheel breaks listenership into

six divisions including age, income,

occupation, education, location of

set and time of day audience peaks.

This information is tabulated for the

top 10 fm markets, as designated in

the survey: New York, Los Angeles,

Chicago, Philadelphia, Baltimore,

San Francisco, Boston, Houston, San

Diego and Kansas City.

The broadcasters association has

been in existence for one year, and

includes as members all six commer-

cial fm stations and three education-

al facilities serving the market. Mem-
bers of the association are KCUR-
F.M, KTSR-FM, KCMK-FM, KXTR-
FM, WDAF-FM, KCMO-FM and

KBEY-FM, Kansas City, Mo.; KCJC-
FM, Kansas City, Kan., and KANU-
FM, Lawrence, Kan.

Copies of the chart may be ob-

tained by writing John S. McDer-

mott, executive manager, The Elec-

tric Association of Kansas City, 2201

Grand Avenue, Kansas City 8, Mo.

The Fm Broadcasters Association

is a division of the Electric Associa-

tion of Kansas City.
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Fm station key

These slalislies and other data contained herein are taken from reports

received by us from FM stations. They are believed by us to be accurate

and reliable, but, of course, cannot be guaranteed. This issue of U.S. FM

includes re! urns from 1 .">' J fm stations. The Fm Station Key will be

augmented each month as information is reported by additional opera-

tions. See box below for abbreviations. Stations not listed are advised

to send in the necessary information.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.— penetration; prog.—pro-

gramming; where there is an am affiliate, sep.—refers to the fm being separately pro-

grammed and dup. refers to the fm station duplicating the am programming; c/

—

classical; con—concert; op—opera; s-c/—semi-classical; pop—popular; st—standards;

shw—show; flk—folk; jz— jazz; nws—news; wthr—weather; dr—drama; infvw—inter-

view; cmfry—commentary; re/—religious; sprts—sports; educ—educational program-

ming; disn—discussion.

ALABAMA

Albertville

WAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Prog. (Dup.): Pop, nws, wthr, sprts

Birmingham

WAPI-FM (Am: WAPI)
National Rep.: Henry I. Christal

Counties: 47; ERP: 72,000 w
Prog. (Dup.)

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23,000 w
Prog. (Dup.)

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 lew

Prog. (Sep.): St, pop, shw, el. sprts

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

Tucson

KFMM
National Rep.: Good Music Broadcasters

Counties: 3; ERP: 7,200 w
Prog.: CI, con, s-cl, st, dr

ARKANSAS

Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Little Rock

KMMK
Counties: 52; ERP: 31,000 w
Prog.: Music

Osceola

KOSE-FM (Am: KOSE)
Counties: 12; ERP: 2,200 w
Prog. (Sep.): CI, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, pop

ALASKA

Anchorage

KTVA-FM (Tv: KTVA)
ERP: 750 w
Prog.: CI, con, op, s-cl, shw

ARIZONA

Phoenix

KELE
ERP: 18,000 w
Prog.: Country & Western

KITH
Counties: 7; ERP: 5,000 w
Prog.: St, s-cl, shw, nws, rel

KYEW
Prog.: CI, shw

CALIFORNIA

Alameda

KJA2
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: CI, con, s-cl, op, shw

El Cajon

KUFM
Counties: I; ERP: 3.5 kw
Prog.: CI. con. op. s-cl, nws

Fresno

KRFM (Am: KFRE)
Counties: 12; ERP: 70.000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendalc

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flk, shw

Los Angeles

KBIO (Am: KBIG)

National Rep.: Weed
Counties: 7; ERP: I 10,600 w
Market Pen.: 48.9% (Pulse 6/59)
Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations
Counties: 3; 58 kw
Market Pen.: 31.3% (Politz I960)
Prog.: Cl, con, op, nws, jz

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

KNOB
National Rep.: Modern Media Fm Sale
Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)
Prog.: jz

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)
Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcaster
Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)
Prog.: S-cl, cl, con, op, rel

KPLI
ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: I 1,000 w
Prog. (Sep.): St, pop, cl, con, shw
KHIQ
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
.'rog.: S-cl, cl, nws, w+hr, rel

KJML
National Rep.: Walker-Rawalt
Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.
ERP: 60,000 w
KXRQ
National Rep.: W. S. Grant
Counties: II; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl, con, op
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(For abbreviations, see box, p. 11)

FM STATION KEY (Cont'd)

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Polih I960)

Prog.: CI, con, op, nws, jz

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 1 8400 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, shw, nws

KFMX
National Rep.: Heritage Stations

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: CI, con, op, jz

KFSD-FM (Am: KFSD)
National Rep.: QXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): CI, con, s-cl, st, op

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, pop, s-cl, cl, shw

KITT

Counties: I; ERP: 56,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

IllllllllllillllllllllilllllllllllllllllilllU

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,1 17* homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

*Pulse, Inc., June, I960

illlllllllllllllllllillllllllllllllli

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: QXR Network
ERP: 100 kw

Prog.: Cl, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, con, op, jz

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w
Prog. (Dup.): S-cl, st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw

Prog.: Cl, s-cl, op, flk, cmtry

KSJO
Counties: 16; ERP: 1,500 w
Prog.: St, shw, s-cl, con

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw
Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt
Counties: 3; ERP: 18 kw
Prog.: Educ, op, shw, st, con

COLORADO

Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)

Prog.: Cl, con, s-cl, st, nws, shw, jz, wthr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Stations

Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)

Prog. (Sep.): Cl, con, op, s-cl, jz

KOA-FM (Am: KOA)
National Rep.: Christal

ERP: 57,000 w
Prog. (Dup.)

Grand Junction

KREX-FM (Am: KREX)
Counties: 5; ERP: 3 kw

Market Pen.: 29% (Pulse 1961)

Prog. (Sep.): Cl, con, op, st, jz

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media
ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)

Prog. (Dup.): Shw, con, st, s-cl, jz

CONNECTICUT

Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw

Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, jz, cl

Fairfield

WJZZ
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network
Counties: 7; ERP: 6.8 kw
Prog.: Cl, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)

Prog.: Cl, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw

Prog.: Cl, con, op, s-cl, shw

Meriden

WBMI
ERP.: 20,000 w
Prog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w
Prog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney

Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE

Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker
Counties: 21; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): Cl, s-cl, pop, shw, nws

WJBR
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

Prog.: S-cl, st, nws, cl, wthr

DISTRICT OF COLUMBIA

WASH (Am: WDON)
National Rep.: QXR Network
Counties: 37; ERP: 15,000 w
Market Pen.: 41% (Pulse 12/56)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WFAN
National Rep.: United Broadcasting

ERP: 20.000 w
Prog.: Latin American music

WGAY (Am: WQMR)
National Rep.: Grant Webb
ERP: 20,000 w
Prog. (Dup., Sep.): S-cl, st, shw, nws, wthr

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel
Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, s-cl, nws
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WJMD
ERP: 20,000 w
Prog.: S-cl, shw, con, nws, wthr

WMAL-FM (Am: WMAL)
National Rep.: Heritage Stations

Counties: 27; ERP: 27,000 w
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): CI, con, s-cl, shw, nws

WTOP-FM (Am: WTOP)
National Rep.: CBS Spot Sales

ERP: 20 kw
Prog.: S-cl, st, cl, pop, nws

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 kw

Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA

Coral Gables

WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw

Prog. (Dup.): Con, s-cl, nws, cl, wthr

Fort Lauderdale

WFLM
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 3; ERP: 3,500 w
Prog.: St, cl, s-cl, shw, op
WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, ji

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)

Prog. (Sep.): Op, st, con, shw, cl

Miami

WWPB
Nationa Rep.: QXR Network
Counties: 5; ERP: 9, 200 w
Prog.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM (Am: WMET)
Counties: 4; ERP: 13,000 w
Prog. (Dup.): Pop, st, shw, jz, nws

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollingbery

Counties: 9; ERP: 59,000 w
Prog. (Sep.): Cl, con, s-cl, st, jz, nws, wth.

Pensacola

WPEX
National Rep.: Good Music Broadcasters.

Western FM Sales

Counties: 5; ERP: 2,500 w
Prog.: Cl, s-cl, st, shw, jz

Sarasrota

WYAK
National Rep.: George Hopewell
Counties: 9; ERP: 2,750 w
Prog.: Pop, st, shw, s-cl, cl

Tampa
WDAE-FM (Am: WDAE)
National Rep.: Katz

Counties: 16; ERP: 65,000 w
Prog. (Dup.): St, shw, flk, con

WFLA-FM (Am: WFLA

)

National Rep.: John Bl.iir

Counties: 34 ERP: 46,000 w

WPKM
National Rep.: Good Music Broadcasters

Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA

Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta

WGKA-FM (Am: WGKA

)

National Rep.: Good Music Broadcasters

Counties: 10; ERP: 9.4 kw
Prog. (Sep.): Cl, s-cl, shw, op, flk

WPLO-FM (Am: WPLO)
National Rep.: Heritage Stations

Counties: 82

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49,000 w
Prog. (Dup. & Sep.): Pop, st, nws, wthr, intvw

Augusta

WAUG-FM (Am: WAUG)
ERP: 9,000 w
Prog. (Sep.): Cl, s-cl, pop

WBBQ-FM (Am: WBBO.
National Rep.: Everett McKinney
Counties: 31; ERP: 19,300 w
Prog. (Dup., Sep.): St, pop, nws, sports, intvw

Columbus

WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 kw
Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark

Counties: II; ERP: 300 w
Prog. (Dup.): Pop, nws

LaGrange

WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: 8; ERP: 2.3 kw

Prog. (Sep.): St, nws, sprts, shw, wthr

Marietta

WBIE-FM (Am: WBIE)
Counties: 21; ERP: 3.5 kw

Prog. (Dup.): Pop, st, shw, sprts, nws

Newnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: II; ERP: 330 w
Prog, (dup.): Nws, wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 kw
Prog. (Dup.)

Toccoa

WLET-FM (Am: WLET)
National Rep.: Thomas F. Clark

Counties: 10; ERP: 730 w
Prog. (Dup.): Nws, st, sprts

IDAHO

Boise

KBOl-FM (Am: KBOI

)

Counties: 17; ERP: 17.5 kw

Prog. (Dup.)

Lcwiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS

Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr. sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: 1

1
; ERP: 27,000 w

Prog. (Sep.): Pop, st, shw, nws, jz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, haw^iian

WDHF
Counties: 9; ERP: 52,000 w

Market Pen.: 42.4% (Pulse 10/59)

Prog.: Pop, shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt

Counties: 15; 33,000 w
Prog.: St, s-cl, shw jz, nws

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Cl. op, dr, nws. intvw

WJJD-FM (Am: WJJD)
National Rep.: Heritage Stations

Counties: 141

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw, nws, wthr

WNIB
Counties: 10; ERP: II kw

Market Pen.: 42.4% (Pulse)

Prog.: Cl, con, jz, op, shw

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): Cl, flk, jz, dr. nws

WXFM
ERP: 32,000 w
Prog.: Cl, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl, cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell

Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, nws

U. S. FM • June 1961



FM STATION KEY (Cont'd)

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBQ-FM (Am: WEBQ)
Counties: II; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 lew

Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Jolict

WJOL-FM (Am: WJOL)
National Rep.: Pearson

Counties: 7; ERP: 1,000 w
Prog. (Sep.): St, nws, pop, s-cl, cl

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mattoon
WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23.000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 lew

Prog.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st, nws,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 kw
Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 lew

Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Sep.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA

Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw
Prog. (Dup.): St, nws, flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-cl

(For abbreviations, see box, p. 11)

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw
Prog. (Dup.)

Evansville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw
Prog. (Dup.): St, shw, s-cl, con, cl

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw
Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, s-cl, cl, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion

WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith

Counties: 27; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprH

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw

Prog. (Sep.): Programatic

Richmond

WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney

Counties: 20; ERP: 23,000 w
Prog. (Sep.) : Pop, s-cl

WGLM
Counties: 23; ERP: 32,000 w
Prog.: Cl, con, s-cl, st, jz

Terre Haute

WTHI-FM (Am: WTHI)
National Rep.: Boiling

Counties: 20; ERP: 7,400 w
Prog. (Sep.): Cl, con, op, s-cl, pop

Warsaw

WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA

Des Moines

KDMI
ERP: 1 15,000 w
Prog.: Rel, sacred, nws, wthr, cl

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw
Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

Sioux City

KDVR
Counties: I I; ERP: 3,000 w
Prog.: Cl, s-cl, jz, nws, wthr

KANSAS

Salinas

KAFM
Counties: 9; ERP: 3.6 kw
Prog.: Cl, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Heritage
Counties: I; ERP: 3,200
Prog. (Sep.): Cl, con, op, nws, jz

Wichita

KFH-FM
Counties: 12; ERP: 10.6 kw
Prog. (Dup.)

KENTUCKY

Hopkinsville

WKOF (Am: WKOA)
Counties: iO; ERP: 3.73 kw
Prog. (Sep.): Pop, st, shws, nws, sprts

Louisville

WLVL
National Rep.: Walker-Rawalt
Counties: 16; ERP: 35,000 w
Prog.: Cl, pop, s-cl, shw, flk

Mayfield

WNGO-FM (Am: WNGO)
Counties: 5; ERP: 600 w
Prog. (Dup.): Pop, st, nws, wthr, sprts

Owensboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney
Counties: 14

Prog. (Dup.): Cl, con, op, nws, sprts

Paducah

WKYB-FM (Am: WKYB)
National Rep.: Boiling

Counties: 40; ERP: 32,000 w
Prog.: S-cl, pop, st, nws

LOUISIANA

Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): Cl, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, eon, el,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters
Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con
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Shreveport

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog (Dup.): Pop, flic, nws, sprts, wthr

MAINE

Bangor

WABI-FM (Am: WABI)
National Rep.: George P. Hollingbery

Counties: 7; ERP; 6,100 w
Prog. (Sep. nights): St, cl, shw, con, nws

Caribou

WFST-FM (Am: WFST)
National Rep.: Devney O'Connell and

Daren F. McGavren
Counties: 2; ERP: 250 w
Prog. (Dup.): Shw, st, s-cl, con, nws

Lewiston

WCOU-FM (Am: WCOU)
National Rep.: Devney-O'Connell

Counties: 8; ERP: 13,800 w
Prog. (Sep. nights): CI, shw, con, s-cl, op

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw

Prog.: CI, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w

Proq. (Sep.): Programatic

MARYLAND
Annapolis

WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): CI, con, s-cl, pop, st

Baltimore

WBAL-FM (Am: WBAL)
National Rep.: Spot Time Sales

Counties: 33; ERP: 20,000 w
Prog. (Sep.): CI, s-cl, shw, flic, jz

WCAO-FM (Am: WCAO)
National Rep.: Heritage Stations

Counties: 23

WFMM
National Rep.: Wallcer-Rawalt

Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, file, cl, op

WITH-FM (Am: WITH)
National Rep.: QXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws, wthr

Havre De Grace

WASA-FM (Am: WASA)
Counties: 5; ERP: 3,000 w
Prog. (Dup. days, sep. nights): St, pop, shw,

nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop, nws, wthr

MASSACHUSETTS

Boston

WBCN
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: Cl, con, s-cl, op, shw

(For abbreviations, sec box, p. Ill

WBOS-FM (Am: WBOS)
Counties: 7; ERP: 15 kw
Market Pen.: 50.1% (Pulse 1959)

Piog. (Dup.): St, nws, con, cl, flk

WCOP-FM (Am: WCOP)
National Rep.: Heritaqe Stations

Counties: 12

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw

Prog. (Dup.): Pop, st, nws, sprts, wthr

WUPY
Counties: 25
Market Pen.: 61.5% (Pulse I960)

Prog.: Jz, nws, sprts, wthr, educ

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shv, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

Springfield

WMAS-FM (Am: WMAS)
National Rep.: Bollinq

Counties: 3; ERP: 1.35 kw
Prog. (Dup.): Pop, st, nws, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: QXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN

Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollingbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WDTM
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flk, shw

WJR-FM (Am: WJR)
National Rep.: Christal

Counties: 6; ERP: 24,000 w
Prog.: Cl, con, nws, st

WLDM
National Rep.: Walker-Rawalt
Counties: 6; ERP: 20,000 w
Prog.: St, shw, s-cl, cl, con

WMUZ
Counties: 8; ERP: I 15,000 w
Prog.: Sacred music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
Counties: 20; ERP: 61,000 w
Prog.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ)
National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50,000 w
Prog. (Dup.): Nws, pop, st, con, s-cl

East Lansing

WSWM
National Rep.: Waller Rawalt

Counties: 10; ERP: 30,000 w

Prog.: S-cl, cl, nws, shw, jz

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel

Counties: 32; ERP: I 15,000 w
Prog. (Sep. after 7pm)

WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney

Counties: 7; ERP: 1750 w
Prog. (Sep. and Dup.): Cl, con, s-cl, pop. st

Holland

WJBL-FM (Am: WJBL)
National Rep.: Walker-Rawalt
Counties: 23; ERP: 37,000 w
Prog. (Sep.)

Inkster

WCHD (Am: WCHB)
National Rep.: Bob Dore

Counties: 6; ERP: 34,000 w
Prog. (Sep.): Cl, s-cl, pop, st, tlk

Kalamazoo

WMCR
Counties: 15; ERP: 36 kw

Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw

Prog. (Sep.): St, disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney

Counties: 6; ERP: 1,700 w
Prog. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog. (Dup.): Pop, nws

MINNESOTA

Braincrd

KLIZ-FM (Am: KLIZ)

National Rep.: Walker-Rawalt

Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl, st, nws, cl, sprts

Minneapolis

KWFM
National Rep.:Walker-Rawalt, QXR Network

ERP: 22.5 kw

Prog.: Cl, s-cl, jz, nws, st

WLDM
DETROIT'S OLDEST

INDEPENDENT STATION

165,000 WATTS
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WAYL
Counties: 8; ERP: 10 kw

Prog.: St, shw, jz, flk, spoken word

WLOL-FM (Am: WLOL)
National Rep.: Heritage Stations

Counties: 5; ERP: 9.7 kw

Prog. (Sep.): CI, con, op, s-cl, ji

WPBC-FM (Am: WPBC)
National Rep.: H-R
ERP: 5.4 kw
Prog. (Sep. nights): CI, con, s-cl, st, shw

Saint Cloud

KFAM-FM (Am: KFAM)
National Rep.: John E. Pearson

Counties: I I; ERP: 15,000 w
Prog. (Dup.): St, nws, wthr, sprts, disn

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 50 kw

Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

MISSOURI

Kansas City

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Prog.: St, wthr, jz, shw, pop

MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

1. An adult audience in the

age of accumulation.

2. An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

KCMO-FM (Am: KCMO)
Counties: 54; ERP: 65,000 w
Prog. (Sep.): St, s-cl, cl, shw, nws

KXTR
National Rep.: Walker-Rawalt

Counties: 18; ERP: 58,200 w
Market Pen.: 35.2% (Pulse)

Prog.: Cl, con, nws, flk, s-cl

St. Louis

KADI (Am: KADY)
National Rep.: Broadcast Time Sales

ERP: 24,700 w
Prog. (Sep.): St, s-cl, shw, cl, nws

KCFM
National Rep.: Walker-Rawalt

ERP: 96 kw

KMOX-FM (Am: KMOX)
National Rep.: CBS Spot Sales

Counties: 4; ERP: 47.3 kw

Prog. (Dup.)

KSTL-FM (Am: KSTL)

Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX
Counties: 14; ERP: 25.5 kw

Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman

ERP: 22 kw

Springfield

KTTS-FM (Am: KTTS)

National Rep.: Weed
ERP: 9.1 kw

Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA

Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMQ
National Rep.: Walker-Rawalt

Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, jz, disn

Omaha

KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)

Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters

Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: Cl

NEVADA

Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY

Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

WJLK-FM (Am: WJLK)
Counties 3; ERP: 1,000 w
Prog. (Dup.): St, pop, nws, wthr, intvw

Bridgeton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark

ERP: 15.2 kw

Prog. (Sep.): Cl, con, op, s-cl, pop, QXR

Dover

WDHA
Counties: 14; ERP: 675 w
Prog.: Cl, con, op. nws, wthr

Long Branch

WRLB
Counties: 12; ERP: I kw

Prog.: St, s-cl, cl, shw. con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, iz

Red Bank

WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr.

intvw, sprts

NEW MEXICO

Albuquerque

KHFM
National Rep.: Modern Media Fm Sales

Counties: 6; ERP: 1,500 w
Prog.: Cl, con, s-cl, st, nws

Los Alamos

KRSN-FM (Am: KRSN)
National Rep.: Bob Dore (East)

Torbet, Allan & Crane (West)

Counties: 4; ERP: 4,600 w
Prog.: CI, s-cl, op, dr, nws

NEW YORK

Babylon

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Binghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 kw

Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw

Prog. (Sep.): Cl, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WBUF
Counties: 15; ERP: 100,000 w
Prog.: Music, rel, educ

WWOL-FM (Am: WWOL)
National Rep.: Heritage Stations

Counties: 2; ERP: 750 w
Market Pen.: 34.8% (I960 Pulse)

Prog. (Sep.): Cl, con, op, jz

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5,000 w
Prog. (Sep. nights): Disn, s-cl
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Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): CI, educ, con, s-cl, shw

Garden City

WLIR
Counties: 4; ERP: 1,000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jz, nws

Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: 1,000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts, educ

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell
Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nws, con, s-cl, wthr

New Rochelle

WVOX-FM (Am: WVOX)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 1,000 w
Prog. (Dup.): Shw, st, cl, nws, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): Cl, con, s-cl, shw, flk

WNCN
Market Pen.: 53.4% (Pulse 7/60)
Prog.: Cl, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: I 1,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Dup.): Cl, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Head!ey-Reed
ERP: 46,000 w
Prog. (Sep.): Cl, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney
Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr, educ

Patchogue

WALK-FM (Am: WALK)
National Rep.: Grant Webb
Counties: 20; ERP: 15,000 w
Prog. (Sep. nights): St, s-cl, cl, shw, nws

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Dup.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla

Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

Rochester

WBBF-FM (Am: WBBF)
National Rep.: Blair

ERP: 27.4 kw

Prog. (Sep.): Cl

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, jz, rel,

disn

Syracuse

WDDS
ERP: 100,000 w
Prog.: Music, nws, rel, educ

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jz, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA

Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt

Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con, s-cl, shw, wthr

Durham
WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w
Prog. (Dup.): Cl, pop, st, shw, nws

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw
Prog.: S-cl, cl, st, rel, cmtry

Lcaksvillc

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, »t, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell
Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt
Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-cl, st

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw

Market Pen.: 27.2% (Pulse)

Prog. (Dup.): Cl, con, op

Rocky Mount

WFMA (Am: WCEC)
National Rep.: John Pearson

Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthr

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt

ERP: 15 kw
Prog. (Dup.): St, nws, wthr, rel, sprts

Sanford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

Statesville

WFMX (Am: WSIC)
National Rep.: Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st, shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): Cl, s-cl, st, shw, nws

OHIO

Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webb
Counties: 6; ERP: 1,000 w
Prog. (Dup.): Sprts, st, s-cl, con, iz

Canton

WCNO (Am: WCNS)
National Rep.: Frederick W. Smith

Counties: 28; ERP: 28,000 w
Prog. (Sep.): Pop, s-cl, st, shw, cl

WHBC-FM (Am: WHBC)
National Rep.: Venard, Rintoul & McConnell
ERP: 15,000 w
Prog. (Dup.): St, pop, s-cl, nws, sprts
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FM STATION KEY (Cont'd)

Cincinnati

WAEF
National Rep.: Walker-Rawalt

Counties: 13; ERP: 4.8 kw

Market Pen.: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15,500 w
Prog. (Sep.): CI, s-cl, shw, con, st

WSAI-FM (Am: WSAI)
National Rep.: Heritaqe Stations

Counties: 41; ERP: 14.7 kw
Market Pen.: 30.6% (Pulse I960)

Prog. (Sep.): CI, con, op, nws, iz

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 21,500 w
Market Pen.: 33% (Pulse)

Prog. (Sep.): CI, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw
Prog.: Jz

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): CI, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.): St, shw, cl, con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 19 kw
Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt
Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters
Counties: 10; ERP: 26 kw
Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): Cl, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnel
Counties: 33: ERP: 52 kw
Prog. (Sep.): Nws, s-cl, st, shw, iz

Dayton

WHIO-FM (Am: WHIO)
ERP: 20.000 w
Prog. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16: ERP: 24 kw
Prog. (Sep.): Quality music

Findiay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark

Counties: 20; ERP: 8,200 w
Prog. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr,

sprts

Middletown

WPFB-FM (Am: WPFB)
Prog.: (Sep.) Sprts, pop, st, nws, wthr

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConneD
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

Toledo

WMHE
Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

WTOL-FM (Am: WTOL)
ERP: 50,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Youngstown

WKBN-FM (Am: WKBN)
National Rep.: Paul H. Raymer
Counties: 26; ERP: 50,000 w
Prog. (Dup.)

OKLAHOMA

Oklahoma City

KEFM
National Rep.: Good Music Broadcasters

ERP: 3.7 kw

Prog.: Pop, cl, shw, jz, wthr

KYFM
National Rep.: Walker-Rawalt

Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Prog.: (Sep.) St, con, iz, sprts, nws

Tulsa

KIHI
Counties: 8; ERP: 2.95 kw

Prog.: Cl, s-cl, pop, shw, jz

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1,500 w
Prog.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 lew

Prog.: Pop, st, cl, shw, s-cl

OREGON

Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz
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Portland

KEX-FM (Am. KEX)

National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w

Prog. (Sep.): CI, con, s-cl, up, nws

KGMG
National Rep.: Heritage Stations

Counties: 15; ERP: 68,250 w

Market Pen.: 30.3% (Politi I960)

Prog.: CI, con, op, nws, iz

KPFM (Am: KPAM)
National Rep.: Weed
Counties: 22; ERP: 33,000 w

Prog. (Sep.): CI, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: II; ERP: 4.4 lew

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: II; ERP: 17.7 kw

Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA

Allentown

WFMZ
National Rep.: QXR Network

Counties: 20; ERP: 4.8 kw

Prog.: CI, nws

Altoona

WFBG-FM (Am: WFBG)
Counties: 35; ERP: 33 kw

Prog. (Sep.): S-cl, cl, st, con, op

WVAM-FM (Am: WVAM)
National Rep.: Weed
Counties: 3; ERP: 360 w
Prog. (Sep.): S-cl, st, shw, cl, con

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw

Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w
Prog. (Sep.): St, con, nws, wthr, \i

Harrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw

Market Pen.: 13% (Pulse 5/60)

Prog. (Sep.): St, nws, cmtry, cl, disn

Hazleton

WAZL-FM (Am: WAZL)
National Rep.: Raymer
Prog. (Sep.)

Johnstown

WARD-FM (Am: WARD)
National Rep.: Weed
Prog. (Dup.): Pop, st, nws, sprts

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)
Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties. 9; ERP: 15 kw

Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed
Counties: 4; ERP: 7.2 kw
Prog. (Sep.): cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): Cl. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% (Pulse I960)

Prog. (Sep.): Con, s-cl, st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM (Am: WIBG)
National Rep.: Katz

ERP: 20 kw
Prog. (Dup.): Pop, nws, st, wthr, svee info

WIFI
National Rep.: Walker-Rawalt
Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw
Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WQAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) Cl, s-cl, op, shw, con

WAZZ (Am: WAMO)
ERP: 5 kw
National Rep.: Hi-Fi Music Broadcasters

Prog: Jz

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Walker-Rawalt
Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters

Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50,000 w
Prog. (Dup.): Pop, cl, s-cl, sprts, disn

Red Lion

WGCB-FM (Am: WGCB)
ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Scranton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw
Prog. (Dup.): St, nws, sprts, wthr, jz

Shenandoah Heights

WPPA FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw
Prog. (Dup.)

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barre

WBRE-FM (Am: WBRE)
National Rep.: Boiling

Counties: 21; ERP: 22,000 w
Prog. (Dup.): Nws, wthr, st, shw

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw
Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives

Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND

Providence

WLOV.
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)
Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA

Anderson

WCAC-FM (Am: WAIM)
National Rep.: Devney-O'Connell
Counties: 20; ERP: 6,400 w
Prog.: (Dup.)

Charleston

V/CSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Rep.: Meeker
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, jz, con, op, s-cl

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed
Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop
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WMUU-FM (Am: WMUU)
National Rep.: Beattie

ERP: 840 w
Prog. (Dup. until sunset): CI, con, op, s-cl,

re I

Spartanburg

WSPA-FM (Am: WSPA)
National Rep.: Hollinqbery
Counties: 21; ERP: 4.85 lew

Prog. (Dup.): Nws, wthr, intvw, cmty, rel

TENNESSEE

Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop, nws, cl

WLOM
Counties: 53; ERP: 33,000 w
Prog.: CI, con, s-cl, jz, shw

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Prog.: Pop, st, con, shw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham
ERP: 50,000 w
Prog. (Dup.): Nws, pop, sprt.,, st, rel

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w
Prog. (Sep.): St, shw, pop, s-cl, nws

Memphis

WMCF (Am: WMC)
National Rep: John Blair

ERP: 300,000 w
Prog. (Sep.): St, shw, s-cl, cl, con

WMPS-FM (Am: WMPS)
National Rep.: Heritaqe Stations

Counties: 5; ERP: 6,600 w
Prog. (Sep.): Cl, s-cl, con, shw, op, jz

Nashville

WFMB
National Rep.: Walker-Rawalt

Counties: 10; ERP: 3.4 kw

Prog.: Cl, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
ERP: 30,000 w

TEXAS

Amorillo

KGNC-FM (Am: KGNC)
National Rep.: KATZ
Counties: 18; ERP: 14.6 kw

Prog. (Sep.): Cl, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: Cl, s-cl, op, st, shw

KTBC-FM (Am: KTBC)
National Rep.: Paul H. Raymer
Counties: 29; ERP: 94 kw
Prog. (Sep.): Pop, st, s-cl, cl, nws

(For abbreviations, see fcox, p. 11)

Dallas

KCPA
National Rep.: Walker-Rawalt
Counties: 20; ERP: 4.83 kw

KIXL-FM (Am: KIXL)
National Rep.: Broadcast Time Sales

Counties: 8; ERP: 20.5 kw

Prog. (Sep. nights): St, nws, wthr, shw, pop

KRLD-FM (Am: KRLD)

National Rep.: Branham
Counties: 58; ERP: 59 kw
Prog. (Dup.): Pop, s-cl, cl, nws, dr

WBAP-FM (Am: WBAP)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 52 kw
Prog. (Sep.): Con, s-cl, st, shw, wthr

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)

Counties: 8; ERP: 6.5 kw

Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth

KFJZ-FM (Am: KFJZ)

National Rep.: Blair

Counties: 16; ERP: 28.1 kw
Prog. (Sep.): Shw, st, pop, nws, wthr

Gainesville

KGAF-FM (Am: KGAF)

ERP: 215 kw
Prog. (Sep.): Pop, st, nws, wthr, shw

Harlingen

KELT (Am: KGBT)

Counties: 4; ERP: 3 kw

Prog. (Sep.): St, s-cl, con, shw, jz

Houston

KFMK
National Rep.: Walker-Rawalt

Counties: 12; ERP: 10,500 w
Market Pen.: 30.9 (Pulse 1/60)

Prog.: Pop, st, shw, jz, wthr

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
Counties: 9; ERP: 15,500 w
Market Pen.: 31.2% (Pulse '60)

Prog.: Pop, st, nws, wthr, shw

KRBE

Counties: 88; ERP: 79,100 w
Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)

Counties: 1 7; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw

Piog. Pop, cl, s-cl, shw, op

Pampo
KBMF-FM
Counties: 16; ERP: 3,034 w
Prog.: St, con, s-cl, cl, shw, jz

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw

Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ

National Rep.: Good Music Broadcasters

Counties: 17; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
National Rep.: Weed
ERP: 12.9 kw
Prog. (Sep.) : Cl, jz, shw

KITY (Am: KONO)
Counties: 13: ERP: 4,400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco

KEFC

Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthr, rel

WACO-FM (Am: WACO)
Counties: 13; ERP: 4,400 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

UTAH

Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

KSL-FM (Am: KSL)
Counties: 18; ERP: 4 kw
Piog. (Sep.): S-cl, st, shw, nws, wthr

VIRGINIA

Charlottesville

WCCV-FM (Am: WCHV)
National Rep.: Thomas Clark

Counties: 23; ERP: 3.4 kw

Prog. (Sep.): Cl, con, nws, wthr

WINA-FM (Am: WINA)

Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 lew

Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: I I; ERP: 7.2 kw

Prog. (Sep.)

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore

Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts
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FM STATION KEY (Cont'd)

Norfolk

WRVC
Counties: 20; ERP: 8.700 w

Prog.: CI, s-cl, jz, op, nws

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flit

Newport News

WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 20; ERP: 37,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): CI, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w

Prog.: (Dup.) S-cl, pop, st, shw, flic

WSLS-FM (Am: WSLS)
Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

Staunton

WAFC-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jz, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 kw
Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON

Bellingham

KGMI
National Rep.: Heritaqe Stations

Counties: I I; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)
Prog.: St, shw, nws, wthr, jz

KGFM (Am: KGDN)
National Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): Cl, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KING-FM (Am: KING)
National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): Cl, op, jz, flk, shw

KISW
National Rep.: Hi-Fi Music Broadcasters

Counties: 13; ERP: 10.5 kw
Prog.: Cl, con, op, cmtry, dr

KLSN
National Rep.: Walker-Rawalt

Counties: 13; ERP: 19,000 w
Prcg.: Cl, con, s-cl, shw, jz

KMCS
ERP: 17.5 kw

Prog: St. wthr, flk

Spokane

KREM-FM (Am: KREM)
National Rep.: Petry

Counties: 23; ERP: 4,800 w

KXLY-FM (Am: KXLY)
National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog (Sep.) : Cl, s-cl, jz

Tacoma

KTNT-FM (Am: KTNT)
National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

KTWR
National Rep: Fm Unlimited

Counties: 3; ERP: 10 kw

Prog.: Disn, rel, cmtry, dr, s-el

WEST VIRGINIA

Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2 600 w
Prog. (Sep.): Cl, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Prog. (Dup. and Sep.): Pop, st, jz, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w
Prog. (Sep.): St, shw, s-cl

WISCONSIN

Eou Claire

WIAL (Am: WEAQ)
National Rep.: Hollingbery

Counties: II; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel

Counties: 15; ERP: I I kw

Prog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3.600 w
Prog. (Dup.): S-cl, st, shw, wthr, nws

WMIL-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christa!

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wausou
WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl, nws, sprts, wthr

Watertown

WTTN-FM (Am: WTTN)
National Rep.: George Hopewell
Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Proq. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell
Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nws

PUERTO RICO

Mayaguez
WORA-FM
Counties: 7

Prog.: Con, pop, st, nws, wthr

San Juan

WFQM (Am: WKYN)
Counties: 17

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw

QUALITY MUSIC

FOR

QUALITATIVE AUDIENCE

KLSN
SERVING

SEATTLE-TACOMA

AND ALL OF WESTERN WASHINGTON

Call Walker-Rawalt
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PRIMARY COVERAGE
BOSTON METROPOLITAN AREA

POPULATION

3,003,400

FAMILIES

866,975

EFFECTIVE BUYING INCOME

$5,994,375,400

TOTAL RETAIL SALES

$3,978,356,219

FOOD SALES

$1,053,785,000

AUTOMOTIVE SALES

$629,097,764

GAS SALES

$199,376,000

DRUG SALES

$128,475,600

Boston, the nation's sixth market in retail sales as well as population
is first in consumer spendable income per household.

WUPYIFM
• First 24 hr.—7 day a week—Stereo Broadcast Commercial Station

• Broadcasting America s only contribution to the fine arts—JAZZ

• Reaches 3 4 million college students—35 college universities

• Young Adult Audience who have not established any particular buying habits

23 Central Ave., Lynn, Mass., Lynn 9-2211— Harvey Sheldon, Pres.
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WHOs
Herb Plambeck...

Herb Plamhech. right, is

applauded by H. V. Kaltrnborn,
noted NBC news analyst, and
Richard Kathe of the
American Feed Manufacturers
Association, as he receives

the 1960 National Animal
Agriculture Award.

• • •

WHO
for Iowa PLUS

!

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of
Central Broadcasting Company,
which also owns and operates

WHO-TV. Des Moines;
WOC and WOC-TV, Davenport

y> Peters, Griffin, Woodward. Inc.. Representatives

TOP Farm Award!
Every year the American Feed Manufacturers As-

sociation presents its "Animal Agriculture Award"

to one farm broadcaster, for outstanding services to

livestock and poultry farmers. This citation is the

most significant and most coveted award in the

farm radio field.

WHO-Radio is extremely proud that Herb Plam-

beck has added this distinguished 1960 award to

the 45 other state, national and international cita-

tions he has received in the past 25 years. Founder

and past president of the National Association of

Radio Farm Directors, Herb was the originator of

national plowing matches, is one of the best-known

farm directors in America, is "Mr. Agriculture" to

perhaps a million Midwest farm homes. Herb and

his staff at WHO-Radio are actually on the air

sixty times per week with farm programs!

Ask PGW for all the facts that have made
WHO-Radio and Herb Plambeck's Farm Depart-

ment a "must" for farm-products advertisers

in "Iowa Plus."
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OW!
GREATEST IN THE NATION

!

WCCO Radi"I

listeners per quarter-

other station of the

TOP ACCEPTANCE ! Check any market in the nation—even such giants as

New York, Chicago and Los Angeles. You won't find a station of the CBS Radio Network
that matches the enormous WCCO Radio audience—60,000 in-home families per quarter-hour.

What's more, this is a far bigger audience than that of all other Minneapolis-St. Paul stations

combined (59.2% share of audience)! It's yours to sell at the Twin Cities' lowest cost-per-

thousand— less than one-third the average of all other stations. Great record . . . great buy . . .

with great acceptance!

Source: Nielsen Station lndex/6:00 AM-Midnight, 7-day week. Latest reports available as of July 1, 1961.
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Minneapolis • St. Paul

JL CBSRADIOJSS
Represented by MBa^HHaNfll

SPOTSAlESKsZJ
Northwest's Only 50,000-Watt 1-A Clear Channel Station
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f / news & interpretation
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NEW BOOMS are anticipated for this winter season in the drug field, particularly among
the products which relate directly to ailments such as seasonal sniffles and cold-weather

affiictions (See lead story: "Radio: Rx for winter drug clients"). In line with general ad ex-

pansion in this field is the recent move of Ted Gotthelf Assoc. Firm has organized a sub-

sidiary, Ted Gotthelf, Inc., in New York City under the supervision of David Hale Halpern.

The company's sole aim: to concentrate on radio and tv advertising for the ethical and the

proprietary drug agency.

SALES CURVES are moving upward with gaining momentum, stations from all over the

country report. Two notable examples: WAIT Chicago and WNBC New York, which reflect

business trends in the nation's largest market places. WAIT Manager Boyd Lawler says May
showed the highest monthly gross of the year and that business for the first five months

was ahead of last year by 22%. His spot business, he said, has gone up almost 100% since

January of this year. And WNBC Manager Theodore H. Walworth Jr. last month signed the

"biggest local radio buy ever made in a single week". The client: Davega Stores, Inc.,

through Weiss & Geller agency. The order: A week-long saturation package for (1) complete

sponsorship of a midnight to 6 a.m. show six nights weekly for a total of 36 hours; (2) minute

announcements aired an average of every half-hour daily for seven days, and (3) eight re-

motes starring station personalities.

LONG-TIME radio pro Paul McCluer, now executive v. p. of Wade Advertising headquartering

in Los Angeles, had these wise words to say about radio before the Southern California

Broadcasters Association:

ON WEST COAST RADIO: "Radio in California has greater acceptance among listeners and

advertisers than it enjoys in the east and midwest. This is partially due to the climate, con-

ducive to a great amount of out-of-home listening in cars and recreational areas, but it

is also apparent that broadcasters are inventive, ingenious and adroit in programing. It's

also true there's more talent to draw from here, which helps to improve program quality."

ON RESPONSIBILITY: "All radio has a responsibility in the public interest to report subjects

of community concern. A radio station should help give a community a conscience, at least

to take a stand against sin, as Calvin Coolidge said. "A station has an obligation to report

the incompetence of public servants, public nuisances, swindlers, and certainly can take a

positive stand against delinquents, adult as well as juvenile."

ON FRESH APPROACHES: "Radio, like any other communication form, must be kept fresh

and alive. This requires infinite attention to small details as well as a flexibility in pro-

cedures and policies. Last year's practices should be perpetuated only if they cannot be

improved on. We should all guard against falling into the habit of continuing to do things

the way we used to do them. Sometimes we are even guilty of believing things that are not

true. As Josh Billings said: 'It ain't the things that we don't know that make us so ignorant.

It's the things we know that ain't so.'

"
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MORE THAN $10 MILLION has been deposited in radio station bank accounts as a direct re-

sult of an all-radio concept, the Community Club Awards, Inc. Company reports total gross

income to stations, through this sales-merchandising device, has risen from $255,000 in 1955

to $2.7 million in 1960, with 1961 billings ahead of last year. Through April 12, the '61 total was
$1.2 million.

IMAGINATIVE sales tactic is shown in a new personal pitch being given by CBS Radio's Jim

Fuller. Although the immediate aim is to sell network radio, the tactical approach is applic-

able equally to any kind of radio selling. He quotes Cicero as saying that there are three

basic ingredients in any great oration ... an oration is simply public speaking which, in

turn, is radio.

These three ingredients: logic, emotion and ethics. Reason in a radio selling spurs an

emotional reaction in the listener when someone believable (or ethical) is doing the speak-

ing. Fuller's point: Radio personalities such as Godfrey, Linkletter and Crosby are believable

personal salesmen in this vast medium which speaks to the public.

NEW NEGRO MARKET information is being compiled on the basis of the 1960 Census by

the Negro Radio Assn. for its member stations. Pres. Francis M. Fitzgerald has asked data

processors to break out national, local and area information on such factors as income,

sex, education, product ownership. The Census Bureau, he comments, does not provide

this type of detail on the non-white population, of which 95% is Negro.

TWO CBS o&o stations, KCBS San Francisco and WCBS New York, have developed a

unique way of building an out-of-home audience. The audience is not only out of home, it's

3,000 miles away. While west coasters are visiting the east this summer, and easterners are

vacationing in the west, they're being asked to tune to the sister station. KCBS and WCBS
traded time availabilities late last month to air each other's spot announcements.

RADIO CONTINUES as an advertising bulwark with the giant oil companies as they merge,

enlarge their sales territories and change their regional images to a new national one.

Newest series of commercials is for American Oil Co., the outgrowth of three regional

petroleum marketers: American, Standard Oil of Indiana and Utah Oil Refining Co. The pat-

tern: a singing commercial aired on 330 radio stations.

STATION and client-agency management can take heart in a study conducted by Conley

Assoc., Chicago executive placement firm. Traditionally harassed by the fast turnover of

executive personnel and the frequent difficulty of finding competent replacements, admen
see more than a glimmer of hope for stability in the fact that the whirl-around from job to

job slows down when the executive reaches the age of 40. Conley finds that admen switch

jobs about three times every 10 years until that age, when the average moves upward to a

tenure of four years per job and then, after 50, to five years. Most stable: executives in the

food field. Least stable: young ad execs.

A wide-sweep rundown on the current status of food clients

using radio in this pre-fall buying season will lead off the

August issue of u. s. radio. Among the other topical in-

dustry features: a report on the thinking of Mathew J.

Culligan, general corporate executive at Interpublic and

one of radio's greatest personalities; reasons why playing

radio's "numbers" is ill-advised and unprofitable in the

advertising gambling game; more top-notch editorials from

outstanding radio stations.

NEXT

MONTH:
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RADIO'S REACH / JULY 1961

AM STATIONS ON AIR* 3,590
FM STATIONS ON AIR* 87J
SETS MANUFACTURED* * 1,124 924
RADIO SETS IN USE 156,394,000

CARRADIOSj 40,387,000

FM SETS IN USEf 15,500,000

AM STATIONS ON AIR: At the end ol Ma\ there were 3,590 am stations on the air, an in-

crease of 18 stations over the previous month. Applications pending: 521; stations under
construction: 149.

FM STATIONS ON AIR: Fm stations broadcasting at the end of May number 871, an in-

crease of six stations compared with the previous month. Applications pending: 80; sta-

tions under construction: 208.

SETS MANUFACTURED: Production of radio receivers shows a slight decline in April.

Total production for April (latest available figures) is 1, 124,924 sets, compared to 1,384,-

052 recorded for March. Included in the April total are 375,570 auto radios and 51,260

fm radios. Radio production from January through April is 4,714,078, or 381,951 sets be-

hind the total for the same period last year. Retail sales of radio receivers, excluding auto

radios, also show a dip in April. Total sales of 603,589 sets is reported, off 250,332 sets

from March. However, the number of sets sold since the first of the year stands at 2,704,-

218. an increase of 77,071 over a comparable period in 1960.

NETWORK SALES: Liggett & Myers Tobacco is the front-runner among network adver-

tisers in terms of total home broadcasts, according to A. C. Nielsen Co.'s monthly index

for four weeks ending May 7 (latest available figures) . Liggett and Myers totals 352

broadcasts delivered. Chevrolet Motor Division, General Motors Corp., follows in second

spot with 219 broadcasts and 129,664 total home broadcasts delivered. In third, fourth

and fifth place, respectively, are Standard Brands Inc., R. J. Reynolds Tobacco, and
Pharmaco Inc. Liggett & Myers scores also as the leader among network advertisers in

the number of commercial minutes delivered during the same period. The company
aired 270 commercial minutes for a total of 116,757,000 commercial minutes delivered.

In second place in this category is Chevrolet, with 200 commercial minutes broadcast for

a total of 114,124,000 delivered. Standard Brands, Mennen Co., and Pharmaco follow in

third, fourth and fifth places, respectively.

*FCC. May, •-EIA, April. tRAB estimate. June 1960.
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Last summer ABC Radio researched the young adult market. Found it big, bountiful

and burgeoning. Last fall ABC Radio went after the young adult market with program-

ming and promotion. This spring, for young adults your buy is "Breakfast Club" on ABC
Radio .. ."Flair" on ABC Radio ... Sports on ABC Radio ... News on ABC Radio. On

the average — program for program, hour for hour, minute for minute, it costs you

less with ABC Radio. Ask your ABC Radio salesman for all the facts and figures.

RADIO
FOR A YOUNG ADULT
AUDIENCE Q
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* TIMEBUYS
'.HTTIME

REGIONAL
RADIO

{KELO-LAND STYLE)

IS NOT
JUST A
STATION
REACHING
OUT!

KELO Regional Radio gets a hearty

welcome every mile of the vast area

it spans! That's because KELO-
LAND, big as it is, is one audience

in its community of interests. Its

scores of counties have listening

tastes in common — and KELO
RADIO knows those tastes like a

book

!

N BCKELO
13,600 WATTS RADIATED POWER

13,600
Sioux Falls, S. D. and all Kelo-land

JOE FLOYD, President

Jim Molohon, Mgr.; Evans Nord, Gen. Mgr.

Represented nationally by H-R
in Minneapolis by Wayne Evans & Associates

Midcontinent Broadcasting Group

KELO-LAND/tv and radio Sioux Falls, S. D.; WLOL/
am, fm Minneapolis-St. Paul; WKOW am and tv

Madison, Wis.; KSO radio Des Moines

CHUN KING SALES INC.

Agency: BJiDO Inc., Minneapolis

Product: CHOW Ml IN

The food processor launches a one-

monih campaign beginning in the

middle of July in a large number of

leading markets. Humorous com-

mercials, featuring the "Soy Broth-

ers" harmonizing about Chun King's

( how mein "divider pak," will spread

over the markets during day and

traffic times. Timebuyer is Betty

Hitch.

CORN PRODUCT SALES CO.

BEST FOODS DIV.

Agency: Dancer-Fitzgerald-Sample

Inc., New York

Product: hellmann's mayonnaise

A 36-market drive opens in late July

for the food dressing, it has been re-

ported. The schedule will run from

four to eight weeks with minutes, 30s

and 20s being used. Timebuyer is

L. Salzberg.

FELS & CO.

Agency: Aitkin, Kynett Inc.,

Philadelpia

Product: FELS SOAPS, DETERGENTS

The soap manufacturer will scour

the country with a big second-half

campaign that begins in mid-July

and extends through November. The
drive, utilizing 240 stations, will

reach into 120 markets from coast to

coast and Canada. Frequencies range

from 10 to 20 one-minute announce-

ments, primarily during morning

and mid-da) hours. Products to be

pushed: Fcls-Naptha soap, instant

Fels Naptha soap granules, gentle

Fels liquid detergent. T imebuyer is

Miss F. M. Gretz.

GENERAL MILLS INC.

Agency: Dancer-Fi tzgera Id-Sam pie,

Inc., New York

Product: GOLD MEDAL I LOUR

A one-month campaign announcing

thai Gold Medal flour can now be

used in all baking without sifting

started June 26 in about 90 markets.

Morning and day hours carry the

minute announcements at the rate

of 12 to 20 per week. About three

stations per market are broadcasting

the commercials. Timebuyer is Frank

McCue.

GENERAL MOTORS CORP.

Agency: D. P. Brother if Co.,

Detroit

Product: GUARDIAN MAINTENANc I

DIV.

A seven-week drive, reaching into 63

markets, opened on July 3 for the

automobile manufacturer's mainte-

nance division. Announcements are

20s with the stress on traffic times.

Timebuyer is Dick Cullingford..

GULF OIL CORP.

Agency: Erwin Wasey, Ruthrauff i~

Ryan Inc., Pittsburgh

Product: GULF SPRAV

From Maine to Texas, gnats, mos-

quitos and other insects are sweep-
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ing the country and the oil company

is pushing its insect killer in about

40 markets, most <>l them below the

Mason-Dixon line. The campaign

is in two pails: one started June 21,

the other July 5, to run lor about

three months. More than 100 sta-

tions arc broadcasting minute an-

nouncements at a frequency of 10 to

20 per week. Morning, daytime and

traffic times predominate.

NATIONWIDE INSURANCE CO.

Agency: Ben Sackhcirn, New York

A one-month drive, concentrating in

1 60 markets east of the Mississippi,

opens for the insurance company

July 24. Drive times carry the ma-

jor share of the one-minute commer-

cials at the rate of 10 to 20 per week.

Dick Goldsmith is the timebuyer.

NORTHWEST ORIENT AIRLINES

Agency: Campbell-Mitliun Inc.,

Minneapolis

PrOdUCt: JET SERVICE

The airline is using 28 markets

throughout the country to introduce

its new Boeing 720 jet service. Start-

ing date was late June with the

length of the campaign still unde-

termined. Traffic and day times head

the schedule. Timebuyer is Ben
Leighton.

PARKER PEN CO.

Agency: Leo Burnett Inc., Chicago

In a move designed to blanket a

wider area, the pen manufacturer

will drop its spot tv schedule and

switch to radio during a 10-week

campaign beginning in mid-August.

Heavy frequencies will flood about

40 markets with minute announce-

ments aimed at the back-to-school

market.

CHAS. PFIZER & CO.

Agency: Ted Gotthelf Inc., New York

Product: BONADETTES MOTION

SICKNESS TABLET

Saturating the coastal areas where

people are likely to go out in boats,

the drug firm is plugging its sea and

motion sickness pill in about 50

markets. The campaign began in

mid-June and will stretch for about

three months. Frequencies average

about l"> pei tnaiket per week with

one-minute annouru ( incuts I he

compart) has requested that commei
cials be aired adjacent t<> marine

weathei and tide reports. David

I [alpei n is the ( ontai t.

BAY PETROLEUM CO.

Agency: Reach, McCUnion & Co.,

New York

Product: TENNECO GASOLINE

The petroleum producer is sat m at-

ing the southern market with con-

tinuing schedules in nine southern

and southwestern markets and new
buys in 12 markets. The new sched-

ules begin early this month and will

run for about four weeks. Frequen-

cies for the minutes and 30s range

from 15 to 30 per week, depending
on the market. Traffic and week-end
times carry the bulk of the com-
mercials. The continuing schedules

are mainly for six weeks with about

15 to 40 announcements per week
per market. Most markets are two-

and three-station buys. Timebuyer
is Margo Teleki.

STERLING DRUG INC.

GLENBROOK LAB. DIV.

Agency: Thompson-Koch, New York

PrOdUCt: CAMPHO-PHENIQUE

Summer time is chigger time in the

south and southwest and the drug

company is pushing its insect bite

product in about 30 markets. The
campaign began on July 2 and is ex-

pected to extend for 13 weeks. The
commercials average three to 15 per

week, depending on the market.

Traffic and weekend times are re-

ceiving the bulk of the schedule.

Timebuyer is Bob Hall.

VIC TANNY GYMS

Agency: Kastor, Hilton, Chesley,

Clifford and Atherton Inc.,

New York

The gym chain flexed its muscles in

radio for the first time when it

launched a two-week test in Chicago

on June 26. The firm purchased

schedules on four stations and used

one minute commercials at the rate

of 20 to 40 per week. As yet, the

company has not decided its radio

plans for the future. Timebuyer is

Rosanne Gordon.

Review, please,

the latest

accepted survey

of your choice:

ANY or ALL!

The unbelievable Family

audience in the

Louisville Metro Area

belongs to WKLO
Need we say more?

Call Bill Spencer

or

robert e.

eastman * co., i

Other Air Trails Stations:

WING, Dayton, 0.

WC0L, Columbus, 0.

WIZE, Springfield, 0.

WEZE, Boston, Mass.
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"Now, Joe, if only

1 1 "Sure I have a problem. Listen . . .

promoting an advertising medium like

ours calls for dramatics. We blast out

our one biggest sales point, loud and

pretty —

2]"— but as promotion manager I worry

about not registering the eight other big

points in our total sales story for an
advertiser. We could be losing contracts

to competitors who claim to have the

other values.

3
i
"Actually we have stronger arguments

on all eight angles than any competitor,

but we can't crowd 'em all into our im-

pression ads. How can I plug this gap
in my promotion plan, Joe?"

4|"Well, Mr. Smith, I don't polish off

many problems, but I shine up three

agencies right across the street, and all

the time, day or night, I see them looking

up where they're going to spend the

money in a directory sort of thing —

"

5
]
"Oh, sure, Joe, you mean SRDS. We

have a smasharoo blurb in there on
our main sales point same as — hey . . .

that's it! Why don't I put all our good

points in Standard Rate, right where
they have to look when they're compar-

ing us with the competition. Thanks, Joe,

you sure polished off a tough one for me."

6 1 With competent, strategically placed

information in SRDS
YOU ARE THERE
selling by helping people buy

Standard Rate Q 0rJ3

& Data Service, Inc.
the national authority serving the

media-buying function

CLauryBotthof, Presidentand Publisher

5201 OLD ORCHARD ROAD, SKOKIE, I LL.-YORKTOWN 6-8500

SALES OFFICES-SKOKIE, NEW YORK, ATLANTA, LOS ANGELES



WILLIAM H. OBERHOLTZER
Media group supervisor, Leo liurnell Co., Chicago

Winner of the July Silver Mike Award

Radio today is often baffled by

its own personality. Twenty-

five years ago radio was a pam-
pered child, confident of its

hypnotic power over the mass

audience. Its virtual monopoly
over the national market made
radio's life relatively simple.

Today, however, when it has

grown older but not always

J wiser, radio finds itself in a

world of intense competition.

So suggests Bill Oberholtzer of

j Leo Burnett. He thinks a ma-

jor question posed in recent

years, and still debated, is whether radio can continue

to compete successfully as a mass medium or whether

its most lucrative potential lies in seeking out other

paths, particularly in trying to reach a selective

audience.

Many of the bright young men in advertising today,

who don't remember the good old days, are leaning

more and more toward this selective approach. This

is in line with the thinking of Oberholtzer, u. s. radio's

Silver Mike Award winner for July.

He's one of the brightest young men on Chicago's

Michigan Ave. and recently was named "timebuyer of

the year" by Chicago members of the Stations Repre-

sentatives Assn. They agreed that he exemplifies the

type of imaginative young men in advertising who are

searching for new ways to harvest profits from radio.

Five years ago, Oberholtzer walked into the Burnett

agency, his army discharge papers in one hand and a

master's degree from Northwestern U. in the other,

and landed a job as a media analyst. He didn't stay

on the ground long.

In half a decade, the 29-year-old young executive

has climbed meteorically from analyst to timebuyer

to associate group supervisor to media group super-

visor. Oberholtzer now directs media planning for

five major accounts: Bauer & Black, Cracker Jack,

Pfizer, Pillsbury and Swift.

Radio is a medium with tremendous potential,

Oberholtzer believes, but it still has one leg dangling

in the past.

"We're still suffering from the way radio was being

sold to us—by the ton—in terms of 200 and 300

announcements," Oberholtzer says. "It got to the point

where the salesman would walk in and tell us how
many tons we could get for how many thousands of

dollars. It was like weighing corn meal. This gave

people the idea that you needed a lot of radio to be

good. This is not true," he says. "We've found that

it doesn't take 300 plugs a week to sell a product."

Although he doesn't discount the value of mass cam-

paigns for some products, Oberholtzer contends that

selectivity offers the best potential for radio. "Pro-

graming today is becoming more varied, especially with

the increase of fm stations, which leads to more selec-

tive audiences," he says.

Oberholtzer believes that in competition for the

local dollar an advertiser's best bet is radio. "Radio
is the most selective of the local media," he argues.

"There aren't many tv stations operating on a local

level and the local newspapers aren't selective enough."

But he points out, the advertising agencies can only

help those stations who help themselves. He claims

local radio stations often are penny wise and pound
foolish by not spending money to obtain an analysis

of their listening audience.

"We'd like to see more studies of local radio mar-

kets," Oberholtzer says. "We don't know who's listen-

ing to the stations, we don't know if they have money
to spend, what their ages are, where (hey work. That's

the kind of information we're looking for."

According to Oberholtzer's associates at Burnett, his

prime asset is the ability to boil down complex audi-

ence data in the search for the right media buy for a

particular product. He is an indefatigable worker,

often putting in 16 hours a day doping out his media

selections. The long hours have paid off for both

Oberholtzer and Burnett's clients.

Two years ago, Oberholtzer decided to make media

planning his permanent career. Why? "It's very re-

warding to be in a position to see a campaign pay off,"

he explains. "This is what we all look for."

In Oberholtzer's case, he hasn't had to look far.
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This issue

of U. S. RADIO

is representative of

those

to come

If radio

advertising is

important to you

then U. S. RADIO

is, too

U. S. RADIO
is dedicated to radio.

It probes radio

problems, chechs

radio facts, presents

the true importance

of radio—
constructively,

forcefully,

impressively. It is

your window to

better use of radio.

Its dedication to

radio advertising

is total and complete.

You need
V. S. RADIO

in your own name.
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LETTERS

LETTER TO THE GOVERNOR

I wish to congratulate you on your

recent Open Letter to Gov. Collins

concerning NAB and radio. This

letter posed questions very important

to our industry today.

For some time, I have felt that ra-

dio has taken the blame for actions

peculiar to television. As long as

radio and television are lumped into

one word—broadcasting—this will

always be. Radio stations fight tele-

vision for a share of the audience and

the advertising dollar. Why should

they be tied together except for legis-

lative and legal matters?

I think it is time we had an all-

radio national association.

JIM HAIR6R0VE
President
KBRZ
Freeport, Tex.

We were so impressed with your

Open Letter to Gov. Collins in the

April-May issue of u. s. radio, that

we have excerpted it for publication

in "Of Mutual Interest." Particu-

larly important in the article was

the statement: "We believe, first of

all, it is unfortunate that television

and radio are so often and so care-

lessly lumped together under the

vague title of 'broadcasting' and
'broadcast media'."

ROBERT HURLEIGH
President

Mutual Broadcasting Co.

New York

I have been in the radio broadcasting

business for a number of years, and
during the past few years I have been

doing a slow burn.

My red hot gripe is this: Why do
people and most organizations, as

well as newspaper writers, always

refer to television stations as part of

the "broadcasting" industry. They
should be referred to as "telecasters"

and the "telecasting" industry. Why,
when these "telecasters" are being

dragged over the coals, are they

called "broadcasters?"

It's time the broadcast industry

stopped getting the black eyes over

practices in which they are not in-

volved. The recent blast at television

station operators by the FCC and

NAB heads brought considerable

comment from people in this area.

And yet, the blast was not at the

broadcasting industry at all.

So perhaps your magazine, as a

radio publication, can get the ball

rolling and see that the television

end of the business is referred to as

"telecasting" and radio as "broad-

casting."

C. E. ROYE
General Manager
WPRY
Perry, Fla.

WELCOME BACK
Sometimes a guy has to have a house

fall in on him to bring realization

of his oversight and negligence. Well,

the walls came "a-tumblin' down" on

me when I found that I had not

written my congratulations on the

return of Arnie Alpert to sponsor

and the consolidation of your publi-

cations, sponsor and u. s radio.

You are wonderful guys of such

vast experience that this re-associa-

tion can't help but be beneficial to

your publications and broadcasting,

too.

WILLIAM C. BRYAN
General Manager
KTRH Houston

I don't suppose you are old enough

to remember the ad campaign,

"Gable's back—and Carson's got

him!"

And you piohahiy don'l lemcm-

bcr the jubilation thai lollowed the

announcement dial piobibition was

over and whiskey and beer were

back.

Well, / remember, and I guess the

news that Arnie Alpert is back with

sponsor is just as big and just as

heart-warming.

EDWARD LAGRAVE JR.

Truppe, LaGrave & Reynolds
lies Moines

IT'S "A-OKAY"

The new u. s. radio is "A-Okay."
BOB HYLAND
V.P., General Manager
KMOX St. Louis

RADIO TERMS

You might be gratified to know that

I have received comments from many
station and agency people about the

radio glossary in the March issue of

u. s. radio. It should be rewarding

to you to know how well the maga-
zine is read.

Two errors were pointed out to

me. Instead of "amplitude modula-

tion" for am radio, I had listed

"audio modulation." So sorry. Also,

in the process of editing, someone
reduced the words "cost-per-thou-

sand" to "c-p-t" instead of "c-p-m."

I have also thought of some addi-

tional definitions:

Air Check: A tape of a broadcast,

or part of a broadcast, taken

directly from the air, rather

than being specifically re-

hearsed as an audition would
be.

Contiguous: Applies to programs

immediately adjacent to each

other and to contiguous dis-

counts which are sometimes

given for such programs. As
an example, two consecutive

15-minute programs by the

same sponsor are sometimes

given a contiguous discount

and treated as one half-hour

program.

Delayed Broadcast: A program
which has been taped at the

time of its initial broadcast

and put on the air at a later

time. Abbreviation: DB.

LEONARD F. AUERBACH
General Manager
Ohio Stations Representatives

Cleveland
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Mutual coverage wraps up the buying dollars
Mutual Radio is strongest where the buying is biggest. 7(K of all

drug store sales and 66 % of all food store sales are in A and B markets (ask

Nielsen)— and Mutual now wraps up 66 % of its radio audience in these

markets! Mutual covers 87 of the top 100 markets with local affiliates—more

than any other radio network. Got a food or drug store account in the

house? Buy Mutual Radio— and you've got it covered at the point of sale.

MUTUAL RADIO
A Service to Independent Stations

Subsidiary of Minnesota Mining & Manufacturing Company ^H|jfe
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1^ for winter

drug clients

Drug makers to swoop into spot and net

radio campaigns for fall/winter season

By W. F. MIKSCH

A NYBODY who is not in the drug industry

but claims to understand it, is only kidding him-

self. It is a complex, competitive and highly-

splintered business.

But since the annual advertising investment

of its proprietary medicine branch runs well

over $300 million, and since a considerable

amount of this will be spent between this Oc-

tober and next spring on campaigns to coincide

with the wave of colds, assorted viruses, and

other ailments the flesh is especially heir to

when winter comes, almost any facts about it

should interest radio broadcasters who hope to

cut themselves in for a slice of the billings.

With this in mind, u. s. radio set out to ex-

plore the drug industry in general and its "win-

ter ailments" division in particular and came
up with these findings:

How cold remedies

sell through the year*

100

88
87

60

52

30

JUNE AUG. OCT. DEC. FEB. APRIL

JULY SEPT. NOV. JAN. MAR. MAY

AUG. OCT. DEC. FEB. APRIL JUNE

Based on data from Nielsen Drug Index.

Typical annual pattern for volume of dollar

sales of proprietary medicines in the cold

remedy field, according to the Nielsen Drug

Index. The figure 100 represents maximum
retail sales volume. Nielsen survey covers

overlapping three-month periods of a year.
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• Radio is getting more business

trom the proprietary medicine field

than it did a few years ago, but

should be getting more.

• The copy story for a packaged

meditation can be told as effectively

on radio as on any other medium,

and often more tastefully (than, for

example, on television with pic-

tures) .

• The flexibility and economy of

radio is perfectly geared to the mar-

keting aims of the proprietaries.

• The future should see an in-

creasing number of proprietary drugs

which should have a long-range effect

on radio advertising.

• Package medicine products do

not need—and most don't insist on-
only so-called "prime time."

• No one is more important to

the remedy advertiser than is the

American housewife; she is the

watchdog of the family's health, and

also the family shopper. Anyone who
can't build a radio pitch on this

alone isn't trying.

• Fra has been "discovered" by

the American Medical Association.

Will some proprietary medicine—or

even some ethical ones—use it in-

telligently this winter?

Since the foregoing conclusions

came largely from questions put to

admen, broadcasters and experts in

the drug industry, the rest of the

story now becomes a "question-and-

answer" session for the reader's con-

venience.

Q. When will buying begin for the

big "winter ailments" push?

A. If radio timebuying by cold rem-

edy advertisers follows the pattern

of the past few years, most buys in

both spot and net will take place be-

tween 1 and 15 October. (Some, of

course, are in all year round; after

all, headaches and constipation are

not seasonal.) Many buys will run

for 20 to 26 weeks to cover the period

of the year when the incidence of

winter ailments is highest (see chart

on page 17)

.

Some flights will be of shorter

duration, concentrating mostly on

December, January and February

when both colds and drug sales are
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Fighting colds and headaches is big business*

Spending for drugs and health aids is digested from 1959 survey of U.S.

drug store sales by marketing research dept. of DRUG TOPICS. Only

items have been excerpted which seem pertinent to "winter ailments."

Important to note that classifications include prescription sales along with

proprietary items.

(ADD 000 TO ALL DOLLAR FIGURES)

Civilian Spending in % of

spending in drug stores total

Products all outlets only store

PRESCRIPTIONS $2,058,960 $2,017,780 27.84

PACKAGED MEDICATION $1,635,660 $1,094,400 15.10

Vitamin concentrates $341220 i! 253,860 }.5v

94,180 93,050 i.la

Others 247,040 160,810 2.22

uougn oc com items ) 21/ ,15U y.UU
flrnrir IniBnffn^ rt Im r~ t r r» li ri o a a a art

Cough drops _ b,U4U .Uo

Lozenges, troches
"7 OQfl/,oyu .11

Gums . 2,140
i 1 onl,loU no

76,100 59,850 .00

27,250 19,050 oc
.60

65,090 41,130 .3/

Antihistamines 32,400 29,840 .41

Nose drops, sprays, inhalants "44,560 36,900 .51

Nose drops , 20,260 16,460 .23

Nasal sprays _ , „ 20,000 16,410 .23

All other inhalants 4,300 4,030 .05

All other 19,550 15,270 .21

Laxatives $152,860 It 99?30 1.38

Tablets, pills, gums, lozenges 38,940 18,050 .25

Milk of magnesia liquids 23,690 11,390 .16

All other 90,230 70,490

Internal analgesics $332,670 J
J 1 53,160 2.11

Aspirin 68,880 29,330 .40

Baby aspirin _ _„„ 5,480 4,710 .06

All other aspirin
, _ 63,400 24,620 .34

Aspirin-salicylate compounds 213,580 88,420 1.22

Effervescent 60,650 27,840 .38

Non-effenrescent 152,930 60,580 .84

Arthritic pain relievers 24,890 23,000 .32

25,320 12,410 .17

External analgesics # 90,220 $ 56,770 .78

Salves, ointments, balms 39,650 28,040 .39

liniments & other liquids 21,210 10,660 .15

Rubbing alcohol 23,320 13,450 .18

All other 6,040 4,620 .06

Antacids # 56J30 $ 28,090 .39

Tablets, pills, gums, lozenges 23,690 10,980 .15

7,260 4,300 .06

17,500 8,520 .12

8,080 4,290 .06

Other medication
Lip protectors 3,560 2,500 .03

•Drug Topics.

figured id be ai peak volume. Bui

vvcathci conditions ;incl epidemics

don't always abide by a timetable.

The smart advertiser will be in for

the whole six-month period, and

ready to fatten schedules oil short

notice. Cold remedy manufacturers

and their admen follow winter con-

ditions carefully; the Asiatic flu epi-

demic: a few years ago set off a real

scramble to get on the radio band-

wagon. Generally, proprietary drug

hillings on radio in winter increase

two to five times over summer.

Q. When are cold remedy sales at

their peak?

A. The Nielsen Drug Index-based

chart on page 00 shows when retail

sales are highest in the cold remedy

field. Yet within this six-month span,

many unpredic table things can hap-

pen. A long Indian summer in the

autumn can lower the incidence of

colds and depress the sale of cold

medicines. By the same token, a bit-

ter cold spell in February with near-

zero temperatures, crisp days and

clear nights also tends to cut down
the cold remedy market. People

don't catch colds in extremely cold,

bracing weather.

The "ideal" conditions for catch-

ing cold are freezing temperature,

sleet, fog, and plenty of slush under-

foot. This is what the cold remedy

advertiser must be ready for all win-

ter long, and radio is ideal for his

purposes because of the flexibility it

offers for copy-switching and sched-

ule-fattening.

Q. Who uses cold remedies and

other proprietary medicines?

A. Just about everyone. If you get

through the next year without catch-

ing at least one cold, then you are

simply shot through with luck, since

it is estimated that the average

dweller in the U. S. suffers between

two and three colds annually.

An article in the National Educa-

tion Association Journal once put

the incidence of the common cold in

the U. S. at more than 400 million

a year. More than an estimate on
the present incidence of the common
cold (or coryza) is impossible. Not
only is the common cold still a mys-

tery to science, but statisticians can't
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Promotion: An ingenious "medicine cabinet" piece once used by NBC Radio

to xuoo drug clients. Cover was mirror; inside (above) was sell to drug industry.

even count them, for .1 great majority

go unreported. The statistical pic-

ture is further clouded by virus, in-

fluenza and other plagues that act

like colds. But it is generally ac-

cepted that about 95 percent of all

illness can be attributed to only

about five percent of the known dis-

eases such as colds, Hu, rheumatism,

etc.

For some idea of just one segment

of the drug industry—laxatives

—

Time recently reported some 100

million Americans are regular users,

spend $148 million a year on them.

Q. Who shops for packaged medi-

cines?

A. The American housewife, almost

always. Husbands and children have

been found quite neglectful where
minor ills are concerned (they com-

plain but they don't do much about

it) , so it is up to "mom" to pur-

chase, and often administer the medi-

cine. Unless the man of the house is

a hypochondriac, it is the wife who
keeps the medicine cabinet stocked.

Of the nearly 40 million American
housewives, 93.7 percent listen to ra-

dio 16 hours and 45 minutes weekly.

Many proprietary medicine adver-

tisers appreciate this and have no
fetish about so-called "prime" or

traffic time. They can reach her day-

time, nighttime and week-ends.

Q. What advantages does radio offer

the packaged medicine advertiser?

A. Quite a few, and here are some:

• Economy. To get the brand name
across to the consumer is the chief

aim in the highly-competitive drug

field— a job radio has proved it can

do expertly and economically.

Biggest marketing problems facing

a manufacturer of packaged medica-

tion is usually at the point of sale.

The drug store is the main outlet.

Yet the average drug store is crowded

to over-flowing not only with com-

petitive brands, but with hundreds

of "up-front" items ranging from

shower sandals to French perfumes

which all but snow-under a little box

of headache pills or vitamin tablets.

Shelf space is at a premium, but even

if it weren't, the medicine advertisers

would still stand little chance of such

grand displays as soap or cereal pyra-

mids at the supermarkets.

Most proprietary medicines come
in relatively small bottles, jars and
boxes. They are neither as beautiful

as lipstick displays nor as large and

colorful as candy boxes. In many
crowded-for-space independent drug

stores, packaged medicines are lucky

not to be tucked completely out of

sight under the counter or stuffed

away in drawers. The druggist can

find them, but the customer had

better know what to ask for.

So in advertising these items, the

brand name becomes of utmost im-

portance. The picture of the pill

box on television doesn't mean

much; the customer probably won't

see it on display anyway.

• Efficiency. The housewife, as has

been pointed out, is the decision-

maker and purchaser of medications

for the family. Radio reaches her

throughout the day, is most times

her last contact with advertising be-

fore she sets out for the shops.

There are still some five million

U. S. homes without television, and

many of these are in areas where self-

medication is popular.

Negro tadio, Latin-American and

other foreign language radio pro-

graming are extremely efficient ways

for the proprietary drug advertiser

to reach audiences who are much
given to self-medication.

In many areas, radio outstrips tv

in reaching different homes. As a

daytime medium, it also enjoys an

edge. But in large markets, where

tv impact and coverage are needed

by the drug advertiser, radio comple-

ments tv effectively. For awhile after

the- tv bandwagon got rolling (in the

early and middle '50s) , a lot of pro-

prietary medicine brands mistakenly

pulled out of radio and boarded the

newer, more glamorous medium.

Their error has gradually been cor-

rected. For the past few years, drug

advertisers have been coming back

into radio, and staying with it. Ex-

ample: F & F cough lozenges which,

after some years exclusively in spot

tv and newspapers, is now back in

radio with Mutual Broadcasting

System.

• The packaged medicine commer-

cial story can be tofd as well on radio

as any other medium, and often with

more taste.

A happy jingle, a humorous com-

mercial such as the one comedy stars

Bob & Ray did for the antibiotic

lozenge Candettes, straight and sin-

cere sell, or the public service type

of copy (". . . take an Aspirin, go to

bed and call the doctor . . .") all get

across the brand name and what this

product does.

Probably no other industry is

watched as closely by the FTC as is

the drugs, and no drug manufacturer

in his right mind is going too far

out on a limb with rash claims which

may upset that suspicious body. An
intelligently-handled radio commer-
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cial can communicate rightful claims

and product story with taste. A tele-

vision commercial seems to invite

the use of unappetizing anatomical

(hai ts, more extravagant claims, and

actors-not-quite-posing-as-doctors to

the point where it jnst looks awful

to the public , and maybe more so to

an FTC.

• Fits the drug marketing pattern.

Radio is everywhere, in about 97

percent of all American homes and

even follows us about in our auto-

mobiles. It is about as omnipresent

as cold germs. The packaged medi-

cine also saturates the country. Thus
radio advertising matches both prod-

uct distribution and the incidence

of headaches, chapped lips, sniffles

and other miseries.

• Flexibility. Radio offers adver-

tisers a chance to heavy up schedules

quickly when weather conditions

suddenly produce a rash of colds or

when epidemic strikes. It offers the

advertiser of remedies a chance to

switch commercial copy almost over-

night to meet the vagaries of health

and weather. If ets or live copy are

on hand in the studios of spot sta-

tions or networks, about 24 hours

notice will tie advertisers' copy to

the emergency. In both flexibility

and exposure, radio and newspapers

still offer the best quick communica-
tion in the country.

Q. How can radio broadcasters get

still more drug business?

A. By better serving the industry, of

course. Here's how:

• Watch out for product conflict!

It may seem reasonable to the broad-

caster to air an announcement for a

cough drop, and then, three minutes

later, slip in a spot for a chest rub.

After all, he thinks, they are not com-

peting cough drop brands; one is an

internal medicine while the rub is

external. So where's the conflict?

Well, it's there! Both products are

cough-and-cold remedies. Simply

avoiding brand conflict is not

enough. Any commercials for any

kinds of cold remedies should never

be run back-to-back.

• Work on local drug stores and
regional drug chains. Sell them on
using radio for themselves, for spe-

cial sale days and the like. Investi-
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gate what co-operative adveiiising

plans the\ ma^ have through manu-
facturers.

• An occasional public affairs pro-

gram or just a spot dealing with pub-

lic health, winter ailments, cold-in-

ducing weather conditions, etc. cre-

ates a good atmosphere for remedial

advertising. Or why not point oul

in some editorial, that while apparels

are up llili percent in cost, foods

up 150 percent, housing up 72 per-

cent—all between 1940 and 1960

—

packaged medications are up only

.-50 percent for the same period. Pric-

ing is a touchy subject with the drug
industry since the Kefauver investi-

gations last year. They might appre-

ciate some "voice in the wilderness"

on their behalf.

• Documentation. If radio ever gels

over its inferiority complex and de-

cides to go after more business than

drifts in through the transom, it will

have to come up with some solid doc-

umentation. In the case of proprie-

tary drugs, radio needs to show what
leaders in the medicine field are giv-

ing it business, and how much. Sit-

ting on success stories doesn't help

either. But this is radio's problem

—

not the drug industry's.

Q. How big is the drug store busi-

ness?

A. In 1960, according to Drug
Topics, national newspaper for re-

tail druggists, 54,126 U. S. drug

stores comprising 49,074 independ-

ents and 5,052 chains did a total

volume of business amounting to

over $7.7 billion. (This, of course,

included prescriptions and also such

"up-front" non-drug items as toilet-

ries, candy, tobacco and ice cream

sundaes.)

It represents a $0.5 billion increase

in sales over 1959. (For some idea

of how the American drug store busi-

ness has grown, total sales volume
back in 1941 were $1.7 billion, ac-

cording to Drug Topics. And as

recently as 10 years ago, sales totaled

only $4.4 billion.)

Last year, prescription sales

amounted to nearly $2.2 billion,

while all other business ("up-front")

sales came to slightly more than $5.5

billion. Per-store average of up-front

sales for the chains was $303,624

neatly four times thai of independ-

ent drug stores where up-front per-

store sales averaged $81,515.

Up-front sales naturally include

the packaged medications with the

non-drug items. Foi a comparison of

how specific cold remedy types of

pa< kaged medic ines sell, see chart on

page 19.

Q. How big is the proprietary drug

field, and what docs it spend on ad-

vertising?

Continued on page 52

Personalities such as CBS' Arthur

Godfrey are used by some drug clients.

Others just "buy radio" to reach women.

W. R. Hesse, Benton if Bowles president,

sees drug industry future in

"more specialization."



HOW RADIO CAN PROFIT

Tv today is in serious trouble with

PlJT down the first six months of 1961 as

tv's darkest hour.

Not even the quiz scandals of 1959 produced

such a storm of hostile criticism of the video

medium as have erupted since the first of the

year. It's been an active one.

FCC Chairman Minow, Senator Dodd's Sen-

ate subcommittee, a host of witnesses at the FCC

hearing on tv programs, and dozens of educa-

tors, intellectuals and other critics have been

blasting the young broadcast-medium to a fare-

thee-well.

Some of the criticism has been biased and un-

fair. But u.s. radio is convinced that much of it

stems back to serious mistakes which tv men

have made in the past 10 years—mistakes which

hold valuable lessons for the older medium of

radio, which can profit from them.

If radio men will study and take to heart the

most common shortcomings of television, they

will find golden opportunities for building

radio's own popularity and prestige.

Here are tv's six big mistakes—together with

the opportunities they hold for radio.

22

critics and government. Radio stands

HERE ARE TV's SIX BIG

1. A very tarnished image

2. Limited community identity

3. Limited program spectrum

4. Network program control

5. Excessive rating madness

6. Poor advertiser relations
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FROM TV'S MISTAKES

to gain if it wisely assesses the mistakes of its younger broadcast brother

i MISTAKES AND THE OPPORTUNITIES THEY HOLD FOR RADIO

TVs error Radio's opportunity

Tv, once the "glamor medium", has allowed poor pro-

graming and ineffective public relations to tarnish its

image. Tv no longer has the "excitement factor" it had.

Radio has less to fear from tv today than at any time

since 1948. Radio's own image can be built by intel-

ligent and aggressive total industry public relations.

Tv stations, except in rare instances and in occasional

programs are not identified with the life of their com-

munities. Most tv programs are network or film shows.

The structure of tv programing gives radio a tremendous

opportunity to become an even more significant factor

in local community affairs and in advertising volume.

Today all but a handful of tv shows are westerns, adven-

ture, comedy, news, sports, movies. Tv's program hori-

zons, instead of expanding, are becoming more limited.

Creative radio men with bright ideas can find more and
more program areas in which tv is not doing, or cannot

do a good job. Radio programing is not "locked tight."

Today control of most prime-time tv programing is cen- The structure of radio today allows affiliates to get

tered in three networks in N.Y. Despite many fine net- valuable service, but not be stifled by networks. Both

work contributions, the situation stifles tv creativity. affiliates and "indies" are creatively much more free.

The soaring costs of tv advertising have put a sharp

premium on the statistical, slide rule approach. Tv's

brand of "rating madness" is worse than any radio had.

Radio, with much smaller unit costs than tv, can sell

time on the more solid grounds of superior program-

ing, more loyal audiences, greater community impact.

Many thoughtful tv men are increasingly disturbed by Radio, by staging an aggressive campaign to prove that

the atmosphere of antagonism and hostility between it is "easy to do business with," can win a host of friends

agencies and advertisers, and tv stations and networks. and good customers away from the ranks of television.
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THE COMPLEAT
RADIO MAN
Harold Fair sees radio as 'high-flying bird'

rather than 'depressed rhinoceros
1

How radio soars for B & J advertisers

Safeway Stores, through the Omaha
office, has upped its spot radio budget

regularly for the past five years. Its

pattern: 30 30-sccond announcements
weekly per station with most schedules

on air 52 weeks per year, mainly day.

Public Service of Indiana, through the

Indianapolis office, airs 170 one-min-

ute commercials monthly on 21 sta-

tions with news adjacencies on a 52-

week basis. Client, pleased with radio,

is spending $23,000 on it this year.

Sioux City office services 1 1 local

radio accounts: Andes candies, Divi-

dend Bonded gas, First Federal Savings

& Loan, Greater Siouxland Merchan-
dising Council, plus jewelry, bread,

car, dairy, stationery, banking firms.

Omaha headquarters of the agency
services 24 radio accounts, most of

them local. Budgets range from lows

of $1,000 for a florist and a clothing

store to highs of $124,000 for Safeway,

$103,000 for Storz Brewing each year.



"T
I RE not buying all those radio sets to pm flowers on!"

Harold Fair says, emphasizing that radio continues with its opportunity to

flourish in a golden era though a somewhat tarnished one.

He's broadcast v.p. lor Bo/ell 8c Jacobs in New York City, and he's been .1 rad

pro in every phase of station, association and agency activity lor lom decades.

Fair, unlike the radio medium he talks about, has moved consistently with the

times, shading his views of advertising as new methods emerge, finding



Pictures by Betsy Breed

new techniques when the old ones

palled, seeking out a better or dif-

ferent or more fulfilling way to make
radio serve its dual masters best of

all.

The two masters are, of course,

the public and the advertisers, with

the station people functioning be-

tween them and, sometimes, caught

in the middle.

It's this middleman — the station

executive — who is the pivot for

change in today's radio world, says

Harold Fair. He approaches his own
job — whatever it is — with the goal

of being a "compleat" man — a pro-

fessional who brings to his tasks of

creativity or skill a rounded view of

his work.

"You can't ever know too much
about too many things," says Fair,

"and the radio man is, in many ways,

the ultimate in breadth and depth

because his job demands extraordi-

nary knowledge and — perhaps even

more important — feeling." He him-

26

self started in radio as a solo pianist

in 1922. Since then he's been an an-

nouncer, program director, salesman
and manager, writer, promotion spe-

cialist, administrator, timebuyer, ac-

count executive and broadcast con-

sultant.

Broader and deeper interests in

other fields, he thinks, have helped
him be imaginative and inventive

about broadcast. He's still a pianist,

a heavy reader of serious literature,

a homespun philosopher who loves

to chat with friends on almost any
subject, an oil painter, a hobbyist

who makes furniture and ship's

models, a gardener.

He's also an avid radio listener,

with two receivers in his country

home at Old Lyme, Connecticut;

three in his midtown Manhattan
apartment (bathroom, kitchen, liv-

ing room) and one in his car.

His personal listening peaks in the

morning before walking to the B&J
offices on Park Avenue and in the

evening when he's at home or in the

country. This listening backgrounds

some of his comments on radio,

mixed, of course, with his profes-

sional appraisal of the medium in

which he has worked for 39 years.

His analysis of radio today and in

the future starts with the premise

that nostalgia about the great days

of radio is fine — as nostalgia. But

as a way of radio life it has become
extinct. "Radio had a priceless thing

for a long time, almost a proprietary

relationship between the audience

and the broadcasters. The listener

had complete confidence in what the

station had on the air."

Harold Fair recalls a long-gone

day when an elderly lady fan en-

dorsed a $10,000 check, sent it to him
and asked that he return $1,000 and

invest the remainder in U.S. E bonds.

The complications he ran into in

safeguarding the check and commu-
nicating with her via phone and let-

ter took many hours. "It's the kind
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Hobbyist

Humorist

Advertising man
Fair (r) auditions tapes xt'itli

Producer Keith Taylor (I) and

Writer Colin MacLachlan

of relationship the broadcaster had

with an audience—and which disap-

peared when tv came in."

Although this relationship, he

thinks, can never be repeated, he

suggests many things which radio

men can do to recapture some of

this rapport. And with listener rap-

port will come advertiser dollars.

Among his recommendations:

» Make the station useful. "Make
a station so useful it is indispensable

in the community. Hit hard on lo-

cal news, reports of local activities,

place social, political and civic af-

fairs issues before the audience.

These aren't necessarily audience

killers if they're properly handled.

A station should have roots in its

own community.

• Sell people, not numbers. "A
salesman has to use numbers, but

sharp agency and client people

Continued on page 53

Pianist
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$$ GO TO PROGRAMS
Half-hour transcribed 'Grand Ole Opry'

gives both program and commercial identity

to three Pet Milk Co. product lines

The Pel Milk Co. is pacing a

trend among national advertisers in

its evolution Erom a generalist to a

specialist in iis advertising patterns.

The key to this concentrated spe-

cialization: pinpointing spe( ific audi-

ences with specific media vehicles.

In the case of radio, this means a

two-fold effort:

1. I sing 200 stations in the Key-

stone Broadcasting System network
to carry a weekly half-hour program,

Pet Milk's Grand Ole Opry, special-

ly tailored by client and agency to

meet the advertiser's marketing
needs.

2. Buying intensive spot an-

nouncement schedules in 70 ma-
kets in flight patterns to promote a

thematic sales concept, such as "Cash
for Christmas."

The bigger effort is the program
buy, amounting to more than 5,200

hours of program sponsorship an-

nually in an era when most national

advertisers have chosen to slot an-

nouncement schedules and forego

the multiple advantages of shows.

What are these advantages? Earl

Hotze, account executive for the Pet

Milk products at Gardner Advertis-

ing, St. Louis, provides some of the

thinking which went into the de-

c ision four years ago to buy time

slots into which Pet would schedule

its own program.

Says Hotze: "We selected a pro-

gram vehicle because it provides the

right environment for our commer-
cials." But another factor which has

significance in the over-all market-

ing-advertising milieu is the exten-

sive merchandising available with a

program.

The program developed four years

ago is a half-hour version of the

famous Grand Ole Opry aired by

WSM Nashville each Saturday night

for the past 26 years. The Pet Milk

variation is a transcribed half-hour

taped in Nashville and sent weekly

to the 200 stations in the line-up as

a 52-week feature. The show stars

top name performers on the original

Opry and is triggered to the atten-

tion of fans of country and western

music, the Opry specialty. Although

stations in all parts of the country

carry the program, concentration is

in southern and western markets.

These performers, as known radio

personalities, offer an endorsement
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Fourth annual finals in Pet Milk's radio competition for country and western

music talent took place at WSM Nashville. Show is aired 52 weeks on 200 stations.

Winner this year is Johnny Rose (r) entrant fro?n KB1M Roswell, N. Mex.,

shown with Robert Piggotl, Pet ad manager. Seven semi-finalists, each

representing a station carrying Pet program, won from more than 7,000 entries.

or stai testimonial foi the Pel prod-

ii( Is whic li arc aclvei used. I hese en-

compass I on i lines: Sego evaporated
milk, distributed in a limned west-

ern area, Pet Ritz pie, Pel non-fat

dry milk and Pel evapoialcd milk.

A majoi corollar) effort to the pro-

gram sponsorship is an annual talent

contest which seeks out amateurs
who excel in this brand of musical

performance. Last month, the fourth

annual contest was conducted lor

seven semi-finalists in Nashville.

The winner, Singer-Guitarist

fohnny Rose, won the local compe-
tition aired by KJBIM Roswell, N.

Mex., one of the Keystone stations

participating in the radio contest.

Rose won a recording contract with

Columbia Records as well as a con-

tract for six personal appearances on

the Pet Milk radio show.

He follows a succession of per-

formers who have won the contest

and gone on to become stars or star-

lets in the country and western music

field.

Robert Piggott, advertising man-
ager of Pet Milk, in commenting on

the success of the radio program
schedule, says "There is a tremend-

ous drawing power and merchandis-

ing value in country music." Ample
evidence to this audience loyalty is

seen in the fact that more than 7,000

contestants entered the contest. And.

commented Ray Morris, product ad-

vertising manager of Pet, "The
quality of the entrants this year was

better than ever before . . . and the

quantity surpassed last year by al-

most 2,000."

Account Executive Hotze sees "a

loyal and respectful following, with

the same kind of reaction brushing

off on our commercials. Our pro-

gram is steeped in this, and a run-of-

the-mill spot announcement schedule

could never bring us these advan-

tages."

This is the kind of specialization

which the company aims for in all its

media buys, after varied experiences

—and less successful ones—with a

more generalized approach.

So says Albert G. Hodor, general

products manager for the client com-

pany. A former Pillsbury executive,

he's been with Pet five years and
helps translate the company's mar-

keting needs into successful media
patterns. His thinking: "The con-



Contest is conducted on the Keystone Broadcasting System stations and is

incorporated into program vehicle developed by WSM Nashville, Pet Milk and

Gardner Adv. L to r, Bob Cooper, gen. mgr., WSM Nashville;

Sidney J. Wolf, KBS pres., and F.arl Holtze, Gardner account executive.

sumer is becoming much more selec-

tive, anil this is most evident in tv

statistics we see. This is one reason

why we've dropped network tv

schedules.

"Audiences were too generalized;

we weren't hitting our specific tar-

get and much ol the expensive cov-

erage we had was wasted. Advertis-

ing emphasis, after all, is related di-

lcitU to sales and to sales potential.

In some instances we Bound tv ad-

vertising in a certain market was

costing twice as much as the actual

( osi of the product!"

Last February, the company di-

verted its network tv funds into spot,

using both radio and tv in major-

market areas in flights with commer-
(ials written around a specific, ear-

and eye-catching theme. It's been

experimenting and testing, standard

practice for Pet planners.

Says Al Hodor: "We never think

in fixed, rigid patterns. We don't

lock ourselves into long-term com-

mitments. We look for new and
better ways to do things always, even

though what we've done may be

eminently successful.

"But one factor we always look

for: concentrating our sales messages

on the people we want to sell. In

some cases, these people are in areas

where we are ahead of the competi-

tion and want to stay that way. Some-

tiines they live in markets where we
have a problem, and want to raise

our share of the product market."

In general terms, sales of the Pet

products have risen slowly but steadi-

ly in the markets where the radio

program is aired. This reflects, he

thinks, the consistent use, week in

and week out din ing the year, of a

program vehicle which features stars

already known to most radio house-

holds in a climate which can best

carry the commercial messages.

The commercials are live, handled

by top Grand Ole Opry pros headed

by announcer T. Tommy Cutrer and

by such "name" performers as Roy
Acuff and Faron Young. They're

low key and persuasive, written in a

friendly and informal style but with

a sales punch.

About half of the commercial em-

phasis is given to evaporated milk,

Hotze explains, with the remainder

of the announcements about evenly

divided between the non-fat dry milk

and the Ritz frozen pies. The copy

tactic is to hit hard in a limited num-
ber of commercials and not to in-

undate the listener with too much
frequency.

The half-hour slot gives the com-

pany time in which to "isolate" its

commercials so there's extra audi-

ence attention. To maximize this

identification, the agency and client

worked out a pattern of an average

of three commercials per program
"although we could easily get in five

or six mentions," says Hotze. In the

competition for radio audiences and
their attentiveness and subsequent

response, Pet trys to line up as many
odds as possible in its favor.

This tactic, as Hotze explains it:

"To bolster pressure; to give fewer

impressions but to have them be-

lievable. This works hand-in-hand

with out concept of merchandising

a vehicle, much easier with pro-

graming than with announcements.
There are media tools available, of

course, to merchandise a straight spot

schedule — shelf talkers, window
(aids, and the like. But when we
promote names, who in turn have
promoted our name and products, it

becomes much easier to design stoic

displays and contests and to get the

retailer behind them."

The amateur contest for country

and western talent is keyed specific-

ally to the local grocer, for con-

testants must get entry blanks in a

food store. These stores are con-

tacted on a continuing basis by more
than 300 field men.

A similar air effort last year was
focused on the Negro market. Then,
too, the client and agency developed

a tailor-made Negro-appeal show
called Sunday Morning, aired on a

selected list of Keystone stations as

a weekly feature. This effort was

suspended when Pet marketing men
—hewing to their concept of speciali-

zation rather than generalization

—

decided that the show reached the

Negro market but was most popular

with older Negroes who were not

their prime prospects.

Al Hodor says, "We're still very

much interested in the Negro mar-

ket, and will be working hard to at-

tract it with our advertising. But

our prospects weren't pinpointed

and this is what we must have." But

the philosophy of buying a special

show for this special audience was

sound, he said.

Pet, currently approaching the

$200 million mark in gross annual

sales, is embarked on a diversifica-

tion and expansion program which

will influence future marketing and
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advertising patterns. It's been buy-

ing small companies, adding to iis

new product line, plowing more
money into product development.

A coordinated effort of production

with distribution and sales is pre-

liminary to its specific blueprinting

of marketing and advertising. De-

spite its changing patterns, the

Grand Olc Opry radio vehicle is ex-

pected to remain a staple in its media

diet.

Says Hotze: "We have fine coop-

eration from the stations, in pro-

moting the contest as well as in help-

ing us with the local food retailers.

Most of the markets are small, and

(his means the general manager ol

the radio station knows the manager
of the local A&P on a personal basis.

Together they get excited about the

contest and launch a successful pi<)

motion."

The seven radio stations from

which the semi-finalists were selected

were RBIM Roswell, N. Mex., with

the winner; RTFS Texarkana,

Tex.; KBLL Helena, Mont.; WEBZ
Birmingham, Ala.; VVCTT Corbin,

Ky.; WBRG Lynchburg, Va.; WVOP
Vidalia, Ga.

Finalists as well as executives

from the radio station each repre-

sented were guests at the Nashville

finals on a loiu-da) all e xpe nse paid

trip at which Pet Milk executives

were hosts. Rey men attending, in

addition to those mentioned pre-

viously, were Bob Jenkins, vice presi-

dent for fresh milk products; Jim
Dodge, v. p. and marketing director,

and Robert Vanasse, hioadcasi siipc i-

\ isoi

.

Other Gardner Advertising agency

people were also there: Ken Runyon,
account supervisor; Bill Fisher, v. p.

in charge of broadcast programing;

Walt Stradal, account executive; Jim

Fas/hol/, broadcast supervisor, and
Ralph Hartnagel, merchandising di-

rector.

Merchandising is an integral part in Pet's radio prog) tun

sponsorshipe. Ralph Hartnagel (?'), Gardner's mdsg. mgr.

checks straiv hats for finals luith Cliff Thomas, prod.-writer.

Client eats a Pet product as Jim Dodge (I), v.p.,

mktg. dir., for Pet, chats with Ken Runyon (r),

Gardner agency account supervisor, over Pet Rilz cherry pie.

Rehearsal for the finals

feature i contestants from

seven raSio stations. L
to r, Marvin Hughes, WSM
mus. dir.; Cliff Thomas,

prod.-writer, and Ray

Pillow, finalist representing

WBRG Lynchburg. Va.



HOW STATIONS SHOW LEADERSHIP

Remarks made by FCC Chairman Newton
V Minow at the NAB convention in Wash-
ington last May:
"You (station management) are free

to communicate ideas as well as relaxa-

tion, as Gov. Collins said to you yesterday
when he encouraged you to editorialize.

"As you know, the FCC has encouraged
editorializing for years. We want you to

do this. We want you to editorialize. Take
positions. We only ash that you do it in

a fair, responsible manner.
"Those stations that have editorialized

have demonstrated to you that the FCC
will always encourage a fair and respon-

sible clash of opinions."

The two most vocal and influential voices in radio

—FCC Chairman Newton N. Minow and NAB Presi-

dent LeRoy Collins—continue to urge radio stations

to take editorial positions on the air. A gaining num-

ber of the stations are doing just this.

u. s. radio in this summary presents in their com-

plete on-the-air form a series of what its editors con-

sider to be outstanding editorials. They cover a wide

range of issues for which the stations are fighting, a

variety of subjects in which station management has

taken a vital interest.

In all instances the editorials seem to reflect an aware-

ness of a general community responsibility as well as

a specific outline of action which radio management

wants to see taken. The selection, difficult to make be-

cause of the general excellence of most of the broad-
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IN TAKING SIDES

Remarks made by Gov. LeRoy Collins,

president of the National Assn. of Broad-
casters at the annual convention in May.

"To earn greater respect, to develop
adequately your full potential, more
broadcasters must take sides; help Ameri-
cans to understand better this complex,
rapidly'Changing world; show them how
they can become more significant parts of

its movement.
"This requires developing greater skill

and a high sense of objectivity and public

dedication. Your voice must be great as

well as strong, so that beyond soothing

people it will challenge them; beyond
praising right it will damn the wrong."

cast editorials and because of the growing quantity of

them, is based generally on effectiveness of presenta-

tion, the subject at issue and its scope.

The selection is also an attempt to show the varia-

tion in subject and treatment among radio stations

in different sections of the country and in varying sizes

of markets. In all cases, the topics seem to be reflective

of a community need and to pose a possible answer to

a problem in the area.

The editorials were submitted by station manage-

ment in what u. s. radio hopes may be a continuing

series showing the imaginative and responsible efforts

of stations in bettering their radio audiences and alert-

ing them to issues in which each listener has a per-

sonal stake.
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Station: KONO San Antonio

Station position: For anti-loan shark legislation

Democrat or Republican, there's one proposition on
the November general election ballot all Texans
should agree upon. It's Amendment No. 4, which is

designed to eliminate the loan shark evil. This is one
area in which Texas lags far behind most states. Effe<

tive laws curbing the activities of loan sharks are on
the legislative books in 45 states, including even the

newest states, Alaska and Hawaii.

It's high time Texas became known once again as

the "Lone Star State" instead of the "Loan Shark

State."

Under our present inadequate laws, fantastic abuses

of small borrowers occur every day. Documented ( ases

show many borrowers have been forced to pay interest

rates of 220% to 1200%.
For instance, the Texas Legislative council investi-

gated one case in which a borrower started with three

$50 loans. In four-and-a-half years, the borrower re-

paid $10,000 in installments and still owed $2,284.

As you can see, Texas right now is a lucrative

field for unscrupulous small loan operators. It is esti-

mated that they take in somewhere between 50 and

100 million a year, practically all of it from those who
can least afford it.

However, the borrowers are not the only victims of

loan sharks. The whole practice has a depressing

effect on the movement of honest consumer goods.

Money that goes now into exorbitantly high interest

rates could be used to purchase clothing, appliances,

furniture, tires and many other articles borrowers

want and need.

Amendment No. 4 on the November ballot will en-

able the legislature to enact enforcement provisions

with penalties severe enough to put the loan sharks

out of business in Texas. However, the powerful loan

sharks are fighting Amendment No. 4 down to the

wire. Your vote is needed to defeat these vultures.

KONO urges you to vote for Amendment No. 4.

Honest and conscientious loan companies are joining

in the fight against the loan sharks and with your

help thev can win.

Station: KYW Cleveland

Station position: Against secrecy in local government

We have a special distaste for needless secrecy in

government and we have been pressing for official re-

lease of the 1958 Planning Commission study on zon-

ing administration. We believe the public has a right

to examine the full facts behind city hall decisions.

After all, the city is doing business for the people—

for you and for me.

We believe it is against the public interest to keep

under wrraps an official report which can shed light

on the current zoning controversy. Something is

wrong when the careful research and recommenda-
tions of the chief city planner in charge of zoning are

buried in city hall for two and a half years.

Through confidential sources, KYW has obtained

a copy of the much-discussed and much-denied zoning

study. Our clear-cut duty to you and our sincere inter-

est in the welfare of the community leads us to iden-
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SEND US YOUR EDITORIALS

II your station has one editorial ol

which yon arc espec ially proud . . .

one which strives lor or accomplishes

the type ol editorial objective held by

your management . . . one which has

aroused and interested the public be-

cause of your "taking sides," u.s.

radio would like a transcript of your

on-the-air copy. Please send it, along

with a statement from someone in a

management position on why that par-

ticular one was chosen. Address it to

u. s. radio, 40 E. 49 St., New York 17,

N. Y.

kllllllllllllillllllllllllllil!!!

tifv the stiich and describe its contents. The report is

titled Zoning Administration and the Board of Zoning

Appeals. It was written by Allen Fonorolf, a chief city

planner in charge of zoning, for the Cleveland City

Planning Commission in July of 1958. It is a care-

fully researched paper which outlines the highest type

of good zoning administration and points out the seri-

ous flaws in the application of Cleveland zoning laws.

The report deals specifically with Cleveland case rec-

ords and decisions of the Cleveland Board of Zoning

\])Deals.

Mr. Fonoroff sets down the standards by which the

board of Zoning Appeals should operate. To illus-

trate his points, he has detailed 27 cases wherein the

board has granted variances without sufficient legal

grounds. In summing up one section he suggests that

,i fresh approach is needed in order to restore confi-

dence in the administration and enforcement of our

zoning laws.

Mr. Fonoroff's report concludes with positive pro-

posals for changes in the city charter, the zoning codes

and the over-all reforms required to up-date the

Cleveland zoning administration. His suggestions

would achieve for Cleveland a working system very

similar to the highly-praised Los Angeles and Denver

zoning regulations.

This kind of report from the city's top zoning ex-

pert should not be buried in a confidential file. We
believe the special skills and the convincing logic of

Mr. Fonoroff's study should be considered in the reso-

lution of Cleveland's planning and zoning problems.

We think Mayor Celebrezze should lead Cleveland

ahead in this giant step. We believe he should release

this 31-page zoning study for public evaluation.

Station: WJTN Jamestown, N.Y.

Station position: Fast strike settlement

As the Art Metal strike approaches its second month,

we are becoming increasingly concerned with the

threat it holds to the community.
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We feel labor disputes arc matters t«> be settled b\

management and labor . . . noi In news media. The
fa ( ( remains—Art Metal is such a large pan ol fames

town, the loss or severe reduction <>l the company's
working force here would deal Jamestown such i stag

gering blow, that all of us must be vitally interested

in a settlement before a settlement (onus u><> [ate.

The appeal by the company to the [AM l<>i a lull

day's work does not seem unreasonable, unfair or in-

consistent with honorable union practices. There was

a time when a lew companies, including Ail Metal,

spread-eagled the office furniture field. Ait Metal

could afford to absorb losses from questionable labor

practices and still make money. Business was good.

It was so good the inevitable happened. More and

more companies got into the field. Some of them turn

out good produc ts at lower cost than Art Metal. How?
Not by paying poor wages, but by getting full produc-

tivity for good wages.

The company takes the position that it's got to call

a halt. That it's got to end the premium wage plan

to stay alive in a highly competitive field. That com-

promise in this case means more loss in Jamestown
than it can absorb in its other plants.

The company could be bluffing. Frankly, it is our

belief that the company is not bluffing. The com-

pany's transfer of its executive offices, its acqusition of

other interests, are not just moves in the game!

Art Metal's primary obligation is to turn out a good
product to compete in world markets. Its primary

obligation is to make enough money to provide its

workers a decent standard of living and have some-

thing left over for the stockholder. It is not obliged

to provide work for fifteen hundred Jamestown work-

ers unless the other provisions are filled first.

The company's sentimental and traditional ties with

Jamestown have largely been severed. We believe the

company wants to stay in Jamestown. But we further

believe the company is being run on a sound business

basis and that if good business calls for a move, then

Art Metal will make that move.

We believe that Art Metal is fighting to scrap the

premium wage plan for its workers' benefit as well as

its own. The employee who does not do a clay's work
for a day's pay loses business for his employer and for

himself.- Any business must stay profitable and com-

petitive or lock its doors.

The company says its workers are giving it 55% of

a fair day's work under the present plan. We do not

know if the company's figure is correct. We do know
the time needed by the average Art Metal employee

to fill his daily quota is only a fraction of the time he

spends on the job. If the union doesn't admit it pub-

licly, plenty of conscientious workers are willing to

admit it privately.

The International Association of Machinists has a

national reputation for honesty and fair dealing. Its

president, Al Hayes, is everywhere considered an out-

standing labor leader. On the local scene, we know
and respect many IAM leaders.

A spokesman for the company has said the union

negotiating committee is as fine a group as he has ever

seen across the bargaining table. We don't believe the

union or most of its members want a strike. Then

what's holding up .1 settlement?

We suspec t with the union it's a mallei ol pi in

ciple. We respect principle but believe it can be
wrongly applied. We believe some union leaden feel

sc rapping of the premium wage plan would be a step

backwards. Bui is a lair day's work Eoi a fail day's

pay a step bac kwards?

To you, the workers at An Metal, we ask these

questions: Have you let your leaders know how you
feel about the strike? They represent you and the)

will act in your best interest. If you haven't spoken
up, you can't blame- your leaders Eoi representing

those who have spoken up.

Are you guilty of "What's the use?" thinking? Are
you against the strike, against the premium wage plan

principle, against half a day's work for a lull clay's

pay, yet are afraid to speak up because you don't

speak as forcibly as others? Write letters! Let men
like Claude Townsend know what you are thinking.

Has labor asked management: "Are you willing to

give Art Metal employees a contract with the saint-

type of increases given other IAM Lodges in James-
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FOLLOW-UP IN AUGUST

Because of the importance of this

broad-scope editorializing concept,

u. s. radio in its August issue will de-

lineate major trends and patterns

emerging in this crucial area of broad-

casting in the public interest. Watch
for this special feature on radio sta-

tion editorializing next month.

town? Are you willing to improve plant facilities so

that employees are assured of the best equipment?

Are you willing to sign a long-term agreement with

logical reopening clauses so the employee can plan on

a good' job and not be fearful that Art Metal will

move? Are you willing to state publicly if you get a

workable contract you will stay and improve your

plants so that Art Metal will be as vital a force in

Jamestown's future as it has in its past?" If the an-

swer to these questions is "Yes," then there's nothing

to hold back a healthy, progressive Art Metal organ-

izataion for the benefit of workers, management, and

the community alike.

Station: KMOX St. Louis

Station position: By combat recession thinking

An old and frightening ghost seems to be coming

back to haunt us these days. This specter calls up

visions of bread-lines, shuttered factories and Friday

nights without a paycheck. It recalls meatless Sunday

dinners, frayed shirt-cuffs and, most of all, a general

atmosphere of gloom and pessimism.

This is the ghost of the thirties. And it has been

called up by a series of reports from all parts of the

country. These reports include the Labor department
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How can a department store

draw crowds without cutting prices?

If itd.son's did if by hi'inging

fo<*«f radio right into the store

Shoppers swarm to the microphones to shake the hands of favorite air personalities at J. L. Hudson's Detroit "Radio Week".

RADIO GOES TO MARKET
D EPARTMEXT stores, histori-

cally reluctant to rely on radio and
traditionally conservative in using

newspapers as the bulwark of their

local advertising, are rapidly devel-

oping a more liberal frame of mind.

A case in point was a recent joint

radio and department store promo-

tion in Detroit. So successful was the

J. L. Hudson Co.'s recent campaign

with six radio stations, that the

store, hitherto a scarce radio adver-

tiser, is busily working on a similar

promotion for next year.

Hudson, for 80 years one of De
troit's most popular stores, has al-

ways liked to promote the image

that "Hudson's is an exciting place

to buy." To prove it, the store last

spring asked Detroit's radio stations

to get in on the act.

Six radio stations were invited to

participate by broadcasting directly

from Hudson's 13th floor music cen-
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ter. "We asked them if they would

bring their radio personalities to

Hudson's and broadcast throughout

the day during our regular shopping

hours."

Detroit stations, at that time in

the throes of planning National Ra-

dio Month promotions, couldn't

have been more willing. Coordinat-

ing plans through Harry Lipson,

vice president, WfBK Detroit, and

chairman of Michigan's National

Radio Month observance, the six

stations put together a solid week of

Hudson remotes that built some of

the biggest traffic the store has ever

seen.

Hudson management watched the

promotion carefully. Commented
Roy K. Erickson, the store's special

events manager: "We felt this week-

long salute to radio was one of the

most exciting customer events ever

presented here."

Another Hudson spokesman, in an-

nouncing plans for Hudson's Radio
Week, remarked: "Observance of

National Radio Month seems to us

an appropriate time to recognize the

remarkable resurgence of radio as a

medium. Sales of radio receivers at

Hudson's has doubled in the past

three years and represented annual
sales in 1960 of over $1 million."

The objectives sought in staging

the event were three-fold: (1) to

build substantial traffic in the music
department; (2) to impress on visi-

tors the tremendous assortment and
depth of the radio inventory, and

(3) to contribute to the store's image
of an exciting place to shop and buy.

According to Erickson, "These
objectives were definitely achieved.

However, we did not plan this event

with the expectation of immediate
gains. We felt this event would
have long-range benefits and that

the effects of the radio promotion
would be felt for many weeks to

come.

"We are already thinking about
National Radio Months plans for

1962. Although our promotion was
unusually successful, we hope to use

a variation next year. We think that

the more original we are in our
thinking, the more interested our

shoppers will be in participating.

"Our response to the radio pro-

motion was gratifying," lie points

OUt. "We not only achieved our im-

mediate goal ol building tralhc and

increasing sales, but customers took

the trouble to write oi telephone

telling us how much the) enjoyed

seeing their favorite radio person

alities."

The importance of the announce]

personality in radio's influence was

dramatically scored in the Hudson
promotion. The store's executives

worked on the premise that main

radio listeners have never seen theii

favorite air personalities. To capi-

talize on listener curiosity, Hudson's

decided that offering the listener a

chance to meet the disc jockey would

be the best way to get a buyer into

the store.

Six Detroit stations, including

one fm outlet, sent their announcing

and engineering crews. No newcom-

ers to remote broadcasts, each sta-

tion was thoroughly familiar with the

job to be done. From Monday, May
22, through Saturday, May 27, one

station broadcast each day from the

store during its regular shopping

hours.

The stations participating were

WXYZ, WWJ, WJBK and WLDM-
FM Detroit, as well as CKLW Wind-
sort, Ont. Because of Canadian li-

censing, CKLW is not permitted to

Roy K. Erickson, special events

manager at Hudson's, calls radio

promotion "the most exciting."

originate live programing I torn a

store location. So the CKLW pro

grams were taped in the store on a

previous day, and broadcast on the

station during the promotion.

Hudson supported the promotion

by scheduling 20 to 25 announce-

ments per day on each station the

day before it would appeal in the

store. The spots did not advertise

particular merchandise, Erickson re-

ports, but emphasized National Ra-

dio Month and the opportunity to

see tadio personalities on the job.

Each station followed its regular

program format. One station, which

regularly programs a show called

"Phone-Opinion," in which listeners

dial the station with comments on
public issues, solicited opinions

from store shoppers during the pro-

mot ion.

"We decided to include WLDM-
FM in this promotion," says Erick-

son, "because we have been favor-

ably impressed with the growth of

fm. Fm is here to stay and growing

stronger all the time."

Hudson is now carefully reviewing

its advertising strategy with thoughts

of strengthening its radio use. Once
a regular radio advertiser, four years

ago the store dropped sponsorship

of the Minute Parade, an early morn-
Continued on page 54

/. L. Hudson Jr., store president

since April, has exciting plans for

the company's expansion.
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Miss Teenage

AlTI6riC3 Will l^liM ^Jeenafe ^America

ring radio's cash

register

N I "i the mosi ambitious radio

promotions ever attempted on a na-

tional basis will be showcased lor the

public next month.

Backed by money and ideas, the

promotion hopes to capitalize on one

ol the country's most affluent mar-

kets: the teenagers. With their pur-

t hasing power expected to grow from
Sll billion to an estimated $18 bil-

lion by 1970, the teenagers represent

a dollar-mine of vast resources. (See

t . s. radio, June 1961, p. 35.)

Masterminding the promotion is

Teen American Associates, Inc. of

Dallas, a non-profit organization

created to provide financial aid to

college students. If the scheme

—

painstakingly prepared down to the

last spot announcement—proves suc-

cessful, stations throughout the

countiA can expect to garner more
advertising and increase their audi-

ences.

The path toward the hoped-for

riches centers around a hunt for

"Miss Teenage America." Although
the promotion is being directed na-

tionally, the object is to penetrate

deep into local markets. The design

calls for local merchants, who cater

io teenagers, to join hands with fran-

( hised stations in sponsoring contests

to pick a "Miss Teenage Home-
town." The merchants, according to

the plans, will purchase plugs pub-

licizing the teen contest along with

their products. In October, local win-

ners will journey to Dallas lor the

national finals.

So far, response has been excellent,

the contest promoters report.

In Cincinnati, for example, Shil-

lito is bringing all of its branch stores

into sponsorship of the contest with

WCPO.
The number of stations in the

"Miss Teenage America" network

has increased from 35 to 60 within

the last month, according to contest

officials. In addition, they are send-

ing information to 100 other stations

who have asked to sponsor local

queens. By the end of August, the

contest promoters predict, there will

be a radio station within hearing of

every teenager in the country.

Stations interested in franchises in

uncommitted areas can obtain infor-

mation from Futursonic Productions,

Inc., 3103 Routh St., Dallas. Futur-

sonic is national sales representatives

for TAA.

TEENS: A booming market

Miss Teenage America contest officials have projected 1960 figures

through 1970 for a growth figure spanning the next decade. In 1970,

the teen will directly control $18 billion annual spending, influence

another $89.1 billion worth of consumer expenditures.

Total market TEEN-AGE MARKET

Population increase up 18.3%. up 66.6%

Consumer purchasing up 35.3%. up 80.0%
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U.S. RADIO
EDITORIAL INDEX

January '61/June '61

ADVERTISERS

American Cyanamid _ _ Jan. 26
Atlantic Refining Co _ _..Feb. 43

Automobile manufactures

(major companies use of radio) -June 23
Chalet on the Lake restaurant June 42
Dilly Bean ____.Apr.-May 52
Good Humor ice cream Apr.-May 36
Grace Lines Jan. 51

Falstaff beer _ Apr.-May 29
Milnot's milk compound Mar. 25
Park Avenue Food's Manger Hotel coffee Mar. 44
Pepsi-Cola ...Feb. 52
River Brand Rice Mills' Carolina Rice Jan. 33

ADVERTISER CATEGORIES

APPLIANCES

Appliances (local dealer) .Feb. 55

AUTOMOBILES AND ACCESSORIES

Automobile manufacturers

(major companies' use of radio) June 45
Gasoline (Atlantic Refining) Feb. 43

Oil (Conoco) Jan. 47

BUILDING SUPPLIES

Aluminum and stone siding (McLain-Powell)

CLOTHING

Clothing (Richman Brothers)

Furs (Holt-Renfrew)

Feb. 55

Jan. 47

Jan. 47

DEPARTMENT STORES

Department store (Higbee Co.)

DRUGS AND MEDICINE

... Mar. 48

Aureomycin (American Cyanamid) Jan. 26

FOOD AND BEVERAGES

Beans (Dilly) Apr.-May 52
Beer (Falstaff) ...Apr.-May 29

Coffee (Manger Hotel) . Mar. 44
Cola (Pepsi) Feb. 52
Ice Cream (Good Humor) Apr.-May 36

Milk Compound (Milnot) Mar. 25

Rice (Carolina) Jan. 33

FOOD STORES

Supermarket (Giant Supermarkets) Mar. 47

OFFICE SUPPLIES

Stationery (Zac Smith) Mar. 47

PUBLICATIONS

Magazine (Doane Agricultural Digest) Feb. 55

REAL ESTATE

Homes (Shamrock Homes) -Jan- 47

Real Estate (Realmont Realities) Mar. 47

RESTAURANTS

Restaurant (Exposition Fish Grotto) .. Mar. 47

Restaurant (Chalet on the Lake) _' June 42

TRAVEL

Ocean liners (Grace Lines) -Jan. 51

Travel service (Doug Fox) Feb. 55

ADVERTISING AGENCIES

N. W. Ayer's Atlantic Gas success Feb. 43

N. W. Ayer's philosophy toward programing ... Mar. 38

Ted Bates' participation in Radio Free Europe ... Jan - 50

BBDO's associate media director: Edward Koehler ... ... Feb. 46

BBDO's media planning manager: Ed Papazian Apr.-May 32

BBDO's musical commercials .. Feb. 52

Cunningham & Walsh's farm radio campaign for

American Cyanamid- _ Jan. 26

Dancer, Fitzgerald, Sample's campaign for Falstaff ...Apr.-May 29

D'Arcy's campaign for Milnot Mar. 25

DCS&S's media supervisor: Richard Olsen ... ... Jan. 37

Dayton Johnson & Hacker's Chalet Lake success June 42

Donahue & Coe's media director: Jerry Arthur June 31

Papert, Koenig. Lois' Dilly Bean campaign V.pr.-May 52

J. Walter Thompson's study of radio as a mass medium Mai . 5 I

Wexton's campaign for Manger Hotel coffee Mar. 44

ASSOCIATIONS

NAB advertising code

NAB growth report

NAB news coverage study

NAB position on license transfers.—

NAB radio editorial study

RAB radio facts quiz

Mar. 10

Jan. 12

Feb. 28

Feb. 14

Feb. 24

Jan. 48

RAB study of radio's speed in reaching listenees Feb. 56

RAB survey of department store advertising Mar. 48

RTES roundtable on talk programing Mar. 34
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BROADCAST INDUSTRY

BBDO's Papazian analyzes radio's problems Apr.-May 32

Donahue & Coe's Arthur discusses radio') qualitative

audience June 31

Good Humor's Mahoney analyzes radio's status Apr.-May 36

Katz's Skinner previews future programing Mar. 49

Open letter to Gov. Collins on radio's needs Apr.-May 25

Open letter answered by Gov. Collins June 28

Summer audience Jt|ne

Teen-age market J ,lne 35

CANADA

BBG's daytime programing hearing _ - Jan. 53

Canadian audience survey Feb. 61

Code of ethics in Canadian radio Feb. 61

Radio sales bureau formed in Canada Mar. 53

COMMERCIALS

Dilly Bean humor campaign _._.Apr.-May 52

Excess of standard words in commercials Jan. 44

Lulu La Lumium" vs. "Rusty" and "Salty" June 49

Manger Hotel's "Columbian" coffee commercials Mar. 44

Musical Commercials - Feb. 52

Ten best radio commercials, 1960 Feb. 52

EQUIPMENT

1961 NAB equipment display Apr.-May 45

FM RADIO

FM's need for more commercials _ — Feb. 59

Grace Line's use of fm Jan. 51

Survey of fm audience in Sacramento Valley _ Feb. 59

GOVERNMENT

Gov. Collins urges repeal of "equal time" requirement Feb. 14

Gov. Collins warns radio against inviting government

control Mar. 10

NETWORKS

Network news coverage.- Feb. 35

Space shot coverage -June 38

PROCRAMINC
N. W. Ayer's attitude toward programing
CRA survey of station individuality

Katz's Skinner previews radio in the '60s ....

Networks' increased news coverage

Program services directory ....

Mar. 38

Feb. 51

Mar. 49

._ .Feb. 35

Mar. 20

Program services expansion Mar. 17

Radio editorials Feb. 24

Radio's expanding news coverage Feb. 28

RTES roundtable on "talk" programing Mar. 34

Space shot coverage June 38

Viewpoints on public service programing Apr.-Mav 42

PROGRAM SERVICES

Directory of program services Mar. 20

Expansion of program services Mar. 17

PROMOTION, SALES TECHNIQUES

Audience building ventures

BBDO's Papazian analyzes radio's image

.

Mar. 42

Apr.-May 32

Good Humor's Mahoney analyzes radio today \pr. May 36

How to keep tabs on program changes Jan. 37, Feb. 46

Open letter to Gov. Collins on radio's needs Apr.-May 25

Open letter answered by Gov. Collins June 28

RAB annual sales clinic.^ _ _...Jan. 48

Single rate card increase June 9

Teen-age market —..June 35

Trade vocabulary _ Mar. 29

Trendex study on improving sales techniques Jan. 49

What makes selling ammunition June 9

PUBLIC SERVICE

Ted Bates' participation in Radio Free Europe Jan. 50

Radio's increasing role in public affairs _ Feb. 20

Radio's role in community service Feb. 36

Viewpoints on public service programing . ..Apr.-Mav 42

REPRESENTATIVES

Ohio station's representatives' trade glossary. .. Mar. 29

Katz's Skinner previews future programing Mar. 49

PGW analyzes spot radio advertising programs Feb. 57

RESEARCH

CRA study of station individuality Feb. 51

NAB study of expanding news coverage... _ _ Feb. 28

NAB survey of radio editorials _ Feb. 24

Nielsen's auto-plus findings June 45

Pulse report on qualitative research Jan. 43

Ptdse survey of out-of-home listening Feb. 62

RAB survey of radio's speed in reaching audience Feb. 56

Radio's reach _ _ Apr.-May 14, June 14

Seventcen's study of teen-age market _ June 35

Trendex survey of sales technique Jan. 49

SILVER MIKE AWARD WINNERS
Lewis Havens Avery, Avery-Knodel Inc Jan. 13

William Dean, Cunningham & Walsh _ : Feb. 16

Robert E. Dunville, Crosley Broadcasting Corp Mar. 14

Hope Martinez, BBDO _ June 19

Arthur H. McCoy, John Blair & Co Apr.-May 19

SPECIALIZED RADIO

FARM RADIO

--Jan. 30

Jan. 17

Jan. 24

Advertiser case histories

Changes in farm radio

Farm radio advertisers listing

American Cyanamid's farm radio campaign -Jan. 26

NEGRO RADIO

Negro audience survey in San Francisco area Jan. 54

Negro-appeal programing June 9

FOREIGN LANGUAGE RADIO

Spanish audience in New York

TEEN-AGE RADIO

Ten billion dollar market

Jan. 54

June 35

Donahue 8: Coe's Arthur discusses radio's qualitative

audience June 31

SPOT RADIO

Peters, Griffin, Woodward analyzes problems in spot

radio advertising Feb. 57

Single card rate increase June 9

Trendex study on improving radio selling Jan. 49

TIMEBUYINC
How to keep tabs on program changes Jan. 37, Feb. 46

Media experts increase role in advertising _Feb. 58

Time buys Jan. 9, Feb. 9, Mar. 7, Apr.-May 16, June 16
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CLINIC

DOES IT PAY TO BE FUNNY?

The schism that has existed in the

advertising copy world for the pas)

decade—between the humorists on

one hand and the solemnists on the

other— is growing wider with each

passing commercial award.

Although in quantity the serious,

hard-sell commercial and its creative

proponents still have a near-monop-

oly share of broadcast time, the gag

commercial produced by the young
talented Hollywood school of enter-

tainment-sell is making itself heard

and holding its own.

In doing so, the humorous com-

mercial has moved into award col-

umns with no show of modesty. Two
examples: the Contadina Tomato
Paste commercial ("Who puts eight

great tomatoes in that little bitty

can?") selected by Advertising Age
in 1956 as one of the two top jingle

commercials; and the Chun King
chow mein "hot dog" commercial,

second this year on the Radio Ad-

vertising Bureau's list of the top ten

in 1960.

Nobody in advertising will argue

the fact that the humorous commer-
cial is an entertaining one or a work
of talent; but there is bitter contro-

versy raging over whether these same
commercials fulfill their first func-

tion: to sell.

The argument of the "funny" ad-

men has perhaps found its most artic-

ulate voice in a man who did much
to start the concept of humorous ad-

vertising: Stan Freberg. Freberg in-

sists that humor and satire win happy
customers. Writing in The Journal

of Commercial Art, Freberg once

criticized: ".
. . the (advertising) in-

dustry has allowed tasteless advertis-

ing to exist on the air. Let's take

some of those splendidly revolting

commercials like Carter's Little

(Liver) Pills, or Dristan Sinus De-

congestants, for example. How
ridiculous, how tasteless, how down-
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right insulting, are commercials

which blatanth insist that these

products are something short of the

greatest thing since Penicillin. And
in so insisting, imply that S<icn<e,

Industry and Ted Bates are working

together for one common end . . .

Carter's Little (Liver) Pills."

Freberg's opponents in the crea-

tive hassle are equally articulate and

equally convinced of their superiori-

ty—as salesmen. As one of the most

well-known, Rosser Reeves, board

chairman of Ted Bates & Co., New
York, writes in his book, Reality in

Advertising: "A campaign is not for

the individual expression of his (the

advertising man's) ego. It is, actual-

ly, a tool, and it has a functional pur-

pose, which is the most complete

communication with the public, the

maximum projection of the message.

Commercials that are often dazzling

in their art are miserable as sales-

men." Reeves continues by observ-

ing that sometimes the lack of sales-

manship "may simply be a famous
comedian, doing an integrated com-

mercial, but attracting more atten-

tion to himself than to his message."

Says Freberg: "My way creates a

lasting, warm, product image."

He admits that although their ap-

proaches are absolute opposites, both

work at the sales level. And he can

cite examples of Freberg-created

campaigns that have moved mer-

chandise. However, he agrees, "Hu-
mor for humor's sake is not enough.

It has to accomplish something. All

humor is a weapon, sometimes a

rather cruel weapon. That same
weapon can be shaped to a purpose.

That is what I try to do in selling a

product. I may amuse the listener,

but I never forget that my goal is to

sell the product."

Here is an excerpt of a commer-
cial done by Stan Freborg for the

Chun King Corp.:

GUY: Do you remember me? J

was in here last week . . . had a

bad wheel on my grocery cart.

MAN: Uh . . . yes.

GUY: Would you mind ex-

plaining to me again about that

Chun King Chow Mein thing?

MAN: You mean the Divider/

Pak?

GUY: Yah . . . hoio does that

work again?

MAN: Well, the sauce is in a

separate can from the vegetables.

GUY: Oh, yah . . . side by side.

MAN: No, no, no . . . one on
top of the other.

GUY: Well, what keeps the top

can from falling off?

MAN: They're taped together.

GUY: (clears throat) Maybe
you better have those Chinese

folk singers explain it to me
again.

MAN: All right. Now here's

"The Soy Brothers" for Chun
King Chow Mein.
GUY: I thought you were going

to call them the Chun-Kingston
Trio?

MAN: We couldn't get it

cleared.

The arguments between the two
schools of copy may never be full)

resolved. Both have proved the con-

tention that they can sell. It raav

simply be a question of how long the

principles will work. But today, both

Stan Freberg and Rosser Reeves are

very much in business.

Freberg, in rickshaw, is taxied by Jeno
Paulucci, Chun King pres., who lost bet.
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SPRING HOUSECLEANING conti / win-

no in Tampa, Fla., found WFLA staff

1,11 hand, with distaff side getting big-

gest workout. She's Jean Morris, ac-

companied by (I to r) DJs Bob Jones,

Dan Johnson and Bob Bradley.

MERITS OF LIFE in Cincinnati area are

noted in WCPO's new vocal, "Our
Song." Cincinnati Mayor Walton Bach-

rach (I) and Norwood, Ohio, Mayor

Joseph Shea (c) receive disk from H.

Patrick Crafton, station manager.

EARLY-BIRD in stereo fm programing was Zenith's Chicago

station, 11 EFM, which took to the air June 1. Transmission

demonstration was checked by (/ to r) Sa>n Kaplan, exec, v.p.;

Carl Eilers, engineer, and J. E. Brown, engineering v.p.

NINETY-MINUTE sound and videotape presentation intro-

duced KSD St. Louis to sales representatives at Katz, N.Y.,

which starts to rep the station this month. Arthur Casey (I)

KSD mgr., also previews story for W. H. Dulaney. commercial

manager of WAVE Louisville, who is seated next to him.

WORLD'S LARGEST radio station is WAUG Augusta, Ga.,

which is sole occupant of one-time 400-room hotel. Reason:

lease continues and insurance company insists lights and

power remain on. Outdoor sign for station attracts passersby.
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Programing

A new surge in local public service

was evidenced recently, according to

reports from several stations. Three

stations began programs <>l medical

lips to listeners. WSAZ Huntington,

W. Va., introduced Health Capsule,

a feature of short messages by physi-

cians broadcast five time daily. De-

signed by the station to acquaint lis-

teners with common health prob-

lems, the program is written and pre-

pared by doctors in cooperation with

the Cabell County Medical Society.

Subjects cover immunization, polio,

medical care for the aged, heart dis-

ease, diets and other health topics.

. . . Following the same trend is

WCAU Philadelphia, which this

month inaugurated Doctor's House
Call, a five-minute program sched-

uled Monday through Friday from

8:25 to 8:30 p.m. The feature is nar-

rated by a physician and will feature

information on preventative and

corrective medicine. . . . Dental prob-

lems are highlighted once a week by

WEEI Boston on its new Dental Col-

umn of the Air as part of the sta-

tion's over-all talk and information

program Listen! The first four pro-

grams dealt with dental care for chil-

dren. WEEI also airs Rx With Care

in cooperation with the Massachu-

setts Medical Society.

Traffic safety received its share

of summer-driving emphasis this

month, with such groups as the Her-

old Tribune radio network, ABC
owned-and-operated stations, mem-
bers of the Georgia Assn. of Broad-

casters and WTTM Trenton, N. J.,

reporting heavy safety campaigns

during holiday weekends.

On the employment front, two sta-

tions reported starting programs this

summer to help students locate tem-

porary jobs before picking up the

books this fall. . . . KDES Palm
Springs, Calif., broadcasts daily the

Si u dent Summer Placement Bureau.

. . . WBZ Boston's morning man,
Bruce Bradley, runs announcements
for teenage jobs on his daily Summer
fob Clinic. Bradley collected infor-

mation from job-seeking teenagers

and teenage seeking employers, air-

ing facts for exchange.

Radio drama staged a come-back

this month both locally and nation-

ally. WPEN Philadelphia started an

hour-long dramatic series, seven

nights a week, featuring My Trtu
story. The station reports the pro-

gram was sold immediately to Moi-
icll l'aik Homes, Philadelphia hous-

ing development Alter a six-

month hiatus, the radio drama Sus

l>ense relin tied last month to stations

ol the CBS Radio Network in the

25-minute Sunday evening slot for-

merly held by Gunsmoke. The
j

> i < >

grain's return marks the beginning
ol its twentieth broadcast year.

Speaking of old radio programs,
WOW Omaha recently honored its

two thousandth consecutive broad-

cast of Chapel Service, a Sunday
morning religious program heard

since April 8, 1923. The station be-

lieves the program to be the "world's

oldest continuous radio program."

The Rev. Dr. R. R. Brown, founder

of the program, has not missed one
broadcast.

Highlighting the conflict of the

communistic and democratic ideolo-

gies, station KBTO El Dorado,

Kans., broadcast recently a special

two-hour program, Men in Space.

Dick Burch, station manager, reports

that he- obtained a l

r
j minute doe u

mentar} from Radio Moscow and
coupled the- tape with a lid minute
Voice of America program. Both
programs featured interviews with

astronauts, scientists and others con-

nected with the projects and record-

ings ol the transmissions from space

made by Commandei Shepard ol the

United Stales and Sov iet Majoi Yuri

Gagarin. Kansas Slate University

requested a duplicate e)| the station's

documentary materials lor a similai

program on KSAC, the university's

educational station. The program
dramatically highlighted, says the

station, the differences in Soviet and
U. S. news coverage \ new five-

minute radio program, Know Your
Enemy, now on fifty stations, is avail-

able from Hurst B. Amyx Produc-

tions, Tucson, Ariz. The program is

designed to acquaint Americans with

Communist doctrines, so that "they

can study and recognize the subver-

sive elements and know what to do
about them," according to Amyx.
Weed Radio Corp. is offering a

brochure profiling lour successful ra-

dio programing formats, entitled

This new Collins designed and manufactured AM trans-

mitter features unparalleled accessibility: the RF and
audio chassis swing out and the power supply tilts up
to expose all components. Its bold, clean-cut appearance

is in keeping with its advanced interior. It's the new
Collins 1,000/500/250 watt 20V-3 AM Transmitter.

COLLINS RADIO COMPANY • CEDAR RAPIDS. IOWA • DALLAS. TEXAS • NEWPORT BEACH. CALIF.

features: stable crystals to eliminate crystal ovens • conservatively-rated components • thermal

time-delay circuitry ' automatic voltage sequencing • air forced directly on tubes ' For informa-

tion, contact your Collins sales engineer, or write direct.
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INTRODUCING THE NEW

illillllrt- HOT
HOTEL

39th St., East of Lexington Ave.

NEW YORK
Salon-size rooms • Terraces • New
appointments, newly decorated •

New 21" color TV • FM radio • New
controlled air conditioning • New
extension phones in bathroom • New
private cocktail bar • Choice East

Side, midtown area • A new concept

of service. Prompt, pleasant, un-

obtrusive.

Single $15 to $22 Suites to $60

Special rates by the month or lease

Robert Sarason, General Manager

ORegon 9-3900

DINING
at New York's elegant

MALMAISON
is a delightful experience

10 East 52nd St., New York

LUNCHEON . . . COCKTAILS ... DINNER

At the piano: Jules Kuti, 5 to 11 P.M.

PLaza 1-0845 Closed Sundays

RADIO FOCUS/ideas

"Which Hal Should You Wear?"

The lour formats: the "Modern Sta-

tion," the "Good Music Station," the

"Classical Station" and the "Person-

ality Station." . . . The Katz Agency

Inc. is offering a new programing

service to its represented radio sta-

tions under the title "Sound Ideas."

Purpose is to exchange and distrib-

ute new approaches to programing

and promotion among stations. . . .

WAOK Atlanta announces the for-

mation of AOK Management Serv-

ices Inc. to act as consultant for Ne-

gro-programed radio stations and

other enterprises.

Promotion

Music to mail letters by was provid-

ed h\ WQXI Atlanta when the sta-

tion posted packages containing

transistor radios in mail boxes at the

busiest street corners, shopping cen-

ters and office buildings. The radios

were turned up full volume and

tuned to the station's frequency.

Post office collection times were

checked to assure that the radios re-

mained in the boxes for maximum
time. ... A popular craze of the

1920s — dance marathons— was re-

vived by KIMA Yakima, Wash., with

a new twist. Instead of dancing, the

contestants went bowling. Nine

bowlers started the endurance test.

Some 84 hours and 45 minutes later,

one man remained. He rolled 322

straight games and maintained a 160

average. The winning prize: a color

tv set. . . . Residents of Oregon have

more time on their hands than most

people. Poking fun at the varieties

of time that are observed in the

state, including Pacific, daylight,

sundial and slow time, KISN Port-

land simplified matters one week by

supplying listeners, at the rate of six

per hour, with a standard time

check: the time of day in Hong

Kong. Chinese gongs provided back-

ground music.

Everything's coming up roses for

WELM Elmira, N. Y., since it plant-

ed a large rose garden on the

ground of its new studios. Open to

the public, the garden is the only

one of its kind in the area. It fea-

tures over 50 varieties of roses with

the rows of beds arranged by color.

Broadcasters' Promotion Assn. has

announced the following judges Eoj

its first annual BPA promotion
awards for on-the-air excellence:

Eugene Accas, v. p., station and net-

work relations, Grey Advertising

Inc.; Arthur Bellaire, v. p. and asso-

ciate copy director for broadcasting,

BBDO Inc.; Harold Graham Jr.,

v.p., program planning, M-E Produc-

tions, division of McCann-Eric kson

Inc., all New York. Winners will be

announced at the BPA convention,

November 5-8, Waldorf-Astoria, New
York.

Business

Mack Trucks Inc., Plainfield, N. }.,

is broadcasting a nationwide radio

program this summer to tell of the

1
1 ucking industry's contributions to

the economy, with special emphasis
on the industry's substantial tax sup-

port of the nation's highway build-

ing program. The program is heard

on Monitor, using approximately

200 stations, every weekend from

July 1 through August 27. The se-

ries began in 1956. . . . Ford Dealers

of Southern California have renewed
for 13 weeks the KNX Los Angeles
program Today in Los Angeles,

marking the eighth consecutive year

of Ford sponsorship. . . . Among
new sponsors at ABC Radio: The
Seven-Up Co. (J. Walter Thompson
Inc.), Candy Gram Inc. (Dunnan &
Jeffrey Inc.), Bankers Life & Casualty

(Phillips & Cherbo Inc.), Pepsi-Cola

Co. (BBDO), P. Lorillard Co. (Len-

nen & Newell), Curtis Circulation

Co. (BBDO), Lanolin Plus Inc.

(Dunnan & Jeffrey) and Tidy House
Products Co. (McCann-Marschalk).

. . . Chef Milani, radio food com-

mentator, began recently a six-month

promotion for Bonnie Dog Food Co.,

Sacramento, over KBIG Catalina,

Calif. Spots and in-store merchan-

dising feature Dog-E-Stu.

Recent representative appoint-

ments: WMGM New York to Daren
F. McGavren Co. Inc. . . . WEOK
Poughkeepsie, N. Y., to Adam
Young Inc. . . . KDEO San Diego.

KFXM San Bernardino, KAFY Bak-

ersfield, Calif., to Robert E. Eastman
Co. . . . WCAW Charleston, W. Va.,

to Ohio Stations Representatives,

Cleveland, for Ohio market repre-

sentation. . . . KULA Honolulu to

Spot Time Sales Inc. . . . Spot Time
Sales' Chicago offices moves to 400

N. Michigan Ave., Chicago 11.
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IOWA BROADCASTERS Assn. members toured the Collins Radio Co. during their annual meeting. L to r,

H. V. Bob Hite of Collins broadcast product line shows equipment to Ken Hastie, WMT Cedar Rapids, out-

going president of group; Don Mouw, KRNT Ft. Dodge; Kent Adams, KRNT; Jim Bowermaster, WAIT.

NEW PRESIDENT of N.Y. chapter of Broadcast Pioneers is

Phil Edwards (r) board chairman of Broadcast Advertisers Re-

ports, congratulated by Gordon Gray, national chapter pres.

2.000TH regular
shoiv by The Rev.

R. R. Brown (I) is

marked with plaque

from Frank P. Fogar-

ty (r) executive v.p.

of Meredith Broad-

casting and WOW
Omaha. Rev. Brown
has appeared contin-

uously for 38 years.

GATHERED AT AWRT
penthouse party in Neiv

York are (I to r): Bob
Hurleigh. Mutual pres.;

Bill McDaniel, NBC
radio exec, v.p.; Jack

Cunningham, bd. chm.,

Cunningham ir Walsh,

New York, and Jonah

Gitlitz, v.p., Better

Broadcast Bureau,
Neii) York.

KINGSTON TRIO held a reunion backstage in Seattle with

Bill Terry, KING dj tuho is credited with having discovered

the singing group. Terry emceed the trio's local concert.
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Agencies

Peter F. M. Stewart appointed ac-

count group head Eor E. I. duPont
de Nemours & Co. automotive prod-

ucts advertising at BBDO Inc., New
.York. Stewart was formerly in ac-

count management at N. W. Aver &
Son, Philadelphia, Eor Cannon Mills

ami Corning Glass. . . . John Rigor,

formerly with Grey Advertising Inc.,

joins Sullivan, Stauffer, Colwell &
Bayles Inc., New York, as account

supervisor. . . . Ernie Brant becomes
account executive, Fuller & Smith &
Ross [nc, Fort Worth, after serving

on lood accounts with a San Antonio

agency. . . . Perry Thomas named
account executive for Bel tone Hear-

ing Aids by Olian and Bronner Inc.,

Chicago. He was recently with R. L.

Polk and Co. as account executive.

. . . Robert Powell, formerly ownei
ol Robert Powell Assoc., Detroit,

joins Ogilvy, Benson and Mather
Inc. Chicago, .is account represent

ative for Shell Oil midwestern re-

gion. . . . Jerome O'Leary Advertis-

ing Agency, Boston, now affiliated

with the First Advertising Group.
. . . Three Kenyon 8c Eckhardt Inc.,

New York, executives elevated re-

cently arc: Hilton N. Wasserman,
formerly director of personnel serv-

ices and vice president since 1960,

now administrative vice president;

Fred Hauser, who becomes director

of personnel services and vice presi-

dent, and Alfred Norcott, elected

controller in addition to former du-

ties as secretary. . . . Edward E. Roth-

man, president of Cyrogenics Corp.

and formerly general advertising

and sales promotion manager, Ford

Motor Co., elected to the board of

directors, Meldrum and Fewsmith
Inc., Cleveland. . . . Warren J. Eggly,

M&F treasurer, also elected to board

of directors.

Representatives

Richard E. Farnham, formerly with

NBC Radio Spot Sales, New York,

joins Peters Griffin, Woodward Inc.,

Boston, as manager of radio divi-

sion. . . . John T. King, former-

ly Boston manager of radio for

PGW, appointed manager of the

new Boston office of The Katz Agen-

cy Inc. . . . Robert E. Eastman & Co.

appoints William R. Furnell to the

sales staff of the San Francisco office.

He was previously with K(.R \ l\

Sacramento in sales. . . . Eastman has

also named Jack Kabateck, Eormerl)

with Torbert, Allen and Crane, to

[he sales siall ol the film's I ,os An
geles office. . . . Bob Stephens, Eoi

merly with Headley-Reed, appoint-

ed to the San Francisco radio sales

staff of The Katz Agency Inc. . . .

Dick Calender, sales manager Eoi

KEWB San Francisco, rejoins NBC
Radio Spot Sales, San Francisco, as

account executive. . . . William H.
Ensign, recently an account execu-

tive for CBS Radio, New York,

named by fohn Blair 8c Co., New
York, to the sales stall of the Blair

Group Plan. . . . Marvin Davis, for-

mer media buyer with Grey Adver-

tising Inc., New York, becomes ac-

count executive for National Time
Sales, New York. . . . The Chicago

offices of John Blair & Co. have

moved to the new Blair Building,

Michigan Ave. and Erie St.

Stations

Norman Boggs, president and gen-

eral manager of KGIL Los Angeles,

elected chairman of the board of the

Southern California Broadcasters

Assn. . . . William J. Gallagher Jr.

takes over position ol general sales

manager at WACE Springfield,

Mass. . . . Uie Altman promoted to

local sales manager at KOGO San

Diego. . . . WFAA Dallas appoints

W. C. Woody Jr. as regional sales

manager and Denson Walker as lo-

cal sales manager, a position for-

merly held by Woody. . . . Al Saun-

ders moves from the post of opera-

tions director at WSBA York, Pa.,

to the position of general manager

at WHLO Akron-Canton, O. . . .

Charles E. Gates elevated from gen-

eral sales manager to station mana-

ger at WGN Chicago. . . . Raymond

J. Cheney named sales manager for

WNFB Binghamton, N. Y. Prior to

joining the station Cheney was co-

owner and general manager of

KRES St. Joseph, Mo. . . . Dick Doty

resigns as general manager of Flor-

ida Air-Power, Inc., to become vice-

president of programing, news and

public relations at the Rand Broad-

casting Co. . . . Fred H. Kaufman
moves up from account executive to

director of sales at KOMO Seattle.

. . . Two changes have occurred at

KGVO Missoula, Mont. Dale

Woods, formerly division manager
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al the Radio Advertising Bureau,

becomes station's manager and Rob-

ert Churney, former manager, pro

moted to the post ol national and

regional sales manager. . . . Felix

Adams becomes national sales man
ager a) KRAK Sacramento. . . .

Howard M. Girouard, former NBC-
TV account executive, named to the

newly-created post of national sales

manager for the Ivy Broadcasting

Co. . . . Paul H. Martin tapped for

the position of general sales mana-
ger at RGB San Diego. . . . Louis

H. Pel lis moves up to general sales

manager at WEOk Poughkeepsie,

N. Y. . . . George K. Dunlevy named
national program director for the

Elliot Stations, WICE Providence

and WLOW Norfolk. . . . Kent
Burkhart appointed operations

manager for WQXI Atlanta. . . .

Leon Ridings, former station direc-

tor of WBIR Knoxville, shifts to

the position of general manager for

WFCT Knoxville. . . . Lew Claw-

son moves up from sports director

to program manager at WWVA
Wheeling, W. Va. . . . Louis Wolf-

son, vice president of Wometco En-

terprises, appointed director of the

company's broadcasting interests.

Networks

James H. Fuller, formerly director

of creative sales and member of the

board of directors, Robert E. East-

man & Co., New York, has rejoined

CBS Radio as an account executive.

Fuller had been with Eastman since

August, 1959, and had served CBS
Radio on the network sales staff

from 1955 to 1957. Immediately be-

fore joining Eastman, he served a

year-and-a-half as sales manager,

sponsor. . . . Robert Holmgren,
for the past seven years budget ad-

ministrator in the cost control de-

partment for ABC Radio, promoted
to director of sales service and busi-

ness administration. . . . The hon-

orary degree of Doctor of Humane
Letters was conferred on Arthur

Hull Hayes, president, CBS Radio,

by LeMoyne College, Syracuse, N. Y.

at recent commencement exercises.

. . . Don McNeill, host of ABC Ra
dio Breakfast Club, honored as Sales-

man of the Year by the National

Assoc. of Direct Selling Companies.

Industry-wide

Leslie R. Shope, advertising and
puss relations manage! toi The
Equitable Life Assurance Society ol

the United States until his retire-

ment in I960, elected president ol

the Radio Free Europe Fund, New
York, sue < ceding John M. Patter-

son, who has resigned to enter gov-

ernment work in Washington, 1). C.

. . . L. Berkeley Davis, vice pic si

dent of General Electric Co. and
general manager of the electronics

components division, Owensboro,
Ky., reelected president ol the Ele<

ironies Industries Association, Wash
ington, D. C. . . . William E. Rob-
erts, formerly executive vice presi-

dent, Bell & Howell Co., named
president and chief executive offi-

cer, Ampex Corp., Redwood City,

Calif. He succeeds George I. Long,

Jr., who continues as a director. . . .

Roy Thompson, formerly special

projects editor, Radio Pulsebeat

News, New York, appointed chief of

RPN's Washington news bureau.

. . . A. S. Timms, formerly with the

broadcast division, Industrial Trans-

mitters & Antennas Inc., Lansdowne,

Pa. Timms will represent the com
pany in the northeast Appoint-

ed to head the broadcast media com
mittce ol the Ameiican Association

ol Advertising Agent ies In the board
ol directors: William s. Matthews,
Voung 8e Rubicam Inc ., New York,

chairman, and Ruth [ones,
|

Wal
ler Thompson Inc., New Yoik. vice

chairman. . . Governoi LeRo) Col-

lins, president of the National Asso-

ciation of Broadcasters, appointed

chairman of the National Public Ad
visory Committee on Area Redevel-

opment by the United States De-

partment of Commerce. . . . Collins

Radio Company, Cedar Rapids, la.,

announces the resignation of R. S.

Gates, executive director, and the

following appointments: E. A. Wil-

liams, vice president, to assume cen

tral management responsibility foi

corporate controller and treasurer

functions in addition to his present

activities under operations control;

J.
B. Tuthill, vice president, to as-

sume broadened responsibilities in

financing and banking relations and

financial analysis; R. J. Flynn and

R. C. Mullaley joined the firm as

assistant vice presidents.

Hire a

Rolls Royce
Limousine

For just a trifle higher cost, enjoy

the luxury of a chauffeur-driven

1961 Rolls Royce. Special theatre

and shopping rates. Airport and
pier service. Inquire about cor-

porate and personal charge
accounts.

Buckingham Livery
349 E. 76th St., N. Y. C. YU 8-2200 %
$9 per hour. Diners Club honored. /
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".
. . a total commitment

designed to

enslave a total world"

Jefferson Standab HOALK AST1NG COMPANY

C*CCUttvt v.ct P«tSiOCNT Charlotte 6-Nootm carq.ina

March 10, 1961

Mr. Norman R. Glenn
Editor & Publisher
SPONSOR
40 East 49th Street
New York 17, New York

Dear Norman:

Enclosed is an exact copy of a letter which a young Communist
sent to a friend of his back in the United States.

The letter appeared in "Presbyterian Survey" - - a very fine
publication of the Presbyterian Church. In reproducing it,

the editor made one of the most profound and thought-provok-
ing observations I've ever read. He said, "We think this
letter shows more graphically than any editorial what total
commitment means." He went on to say, "Are we as committed
to the truth as this young Communist and millions like him
are committed to an empty hope?"

To a great majority of people in the Free World, particularly
people in America, this kind of dedication is unheard of.
They simply cannot believe that the architects of Communism,
Karl Marx, Lenin, et al, could possibly have such influence
on any human being. I feel that to defend and protect free-
dom as we know it today, it is imperative that all people in
the Free World understand the inner feelings of those who are
determined to destroy it. I am hopeful, therefore, that you
- - through your widely read publications - - will give the
enclosed letter as much publicity as you see fit.

We simply must convince Americans and as many of our friends
in the Free World as possible that Communism is by no means
just another political party. It is a form of religion
a complete dedication . .... .a total commitment designed to
enslave a total world.

Sincerely yours



I

A young communist writes . . . "What seems of first importance to you is to

me either not desirable or impossible of realization. But there is one thing about which I

am in dead earnest—and that is the socialist cause. It is my life, my business, my religion,

my hobby, my sweetheart, wife, and mistress, my bread and meat. I work at it in the day-

time and dream of it at night. Its hold on me grows, not lessens, as time goes on. I'll be in

it the rest of my life. It is my alter-ego. When you think of me, it is necessary to think of

socialism as well, because I'm inseparably bound to it.

"Therefore, I can't carry on a friendship, a love affair, or even a conversation without relat-

ing it to this force which both drives and guides my life. I evaluate people, books, ideas,

and notions according to how they affect the socialist cause and by their attitude toward it.

"I have already been in jail because of my ideas, and if necessary I am ready to go before

a firing squad. A certain percentage of us get killed or imprisoned. Even for those who

escape these harsher ends, life is no bed of roses. A genuine radical lives in virtual pov-

erty. He turns back to the party every penny he makes above what is absolutely necessary

to keep him alive. We constantly look for places where the class struggle is the sharpest,

exploiting these situations to the limit of their possibilities. We lead strikes. We organize

demonstrations. We speak on street corners. We fight cops. We go through trying experi-

ences many times each year which the ordinary man has to face only once or twice in a

lifetime.

"And when we're not doing these more exciting things, all our spare time is taken up with

dull routine chores, endless leg work, errands, etc., which are inescapably connected with

running a live organization.

"Radicals don't have the time or the money for many movies or concerts or T-bone steaks or

decent homes and new cars. We've been described as fanatics. We are. Our lives are

dominated by one great, over-shadowing factor—the struggle for socialism. Well, that's

what my life is going to be. That's the black side of it. Then there is the other side of it.

We Communists have a philosophy of life which no amount of money could buy. We have

a cause to fight for, a definite purpose in life. We subordinate our petty personal selves

into a great movement of humanity. We have a morale, an esprit de corps such as no

capitalist army ever had; we have a code of conduct, a way of life, a devotion to our cause

that no religious order can touch. And we are guided not by blind, fanatical faith but by

logic and reason, by a never-ending education of study and practice.

"And if our personal lives seem hard or our egos appear to suffer through subordination

to the party, then we are adequately compensated by the thought that each of us is in his

small way helping to contribute something new and true, something better to mankind."

reprinted from the

PRESBYTERIAN SURVEY

A SERVICE OF SPONSOR PUBLICATIONS INC.



KFAL RADIO
FULTON, MISSOURI

DOMINANT FARM RADIO SERVICE

76 hours of farm radio a week
. . . Interesting, pertinent and

factual information and pro-

gramming for farmers.

"Smack in The Middle" of the Cross-

roads of the Nation! Dominating a

vast moving audience, travelers, and

vacationers going everywhere all year

long ... On U.S. 40, and U.S. 50—
both transcontinental highways, and on

U.S. 54 Chicago to the Southwest.

From Border to Border in Missouri,

KFAL RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and entertain

ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts

Cuisine Exquise . . . Dans

Une Atmosphere Elegante

RESTAURANT

VOI^IN

L

575 Park Avenue at 63rd St.

NEW YORK

Lunch and Dinner Reservations

Michel : TEmpleton 8-6490

OPEN JULY AND AUGUST

NAMES & FACES
Lee Fondren, station manager and sales direc-

tor of KLZ Denver, has been elected president

dl iht' Advertising Assn. of the W est, an event

that could foreshadow the eventual merge]

oi that organization with the Advertising

Federation ol America. Fondren, a vice presi-

dent <>l the AFA, is one of the leaders in the

efforts to persuade the two organizations to

work more closely on common problems. He
is past president of the Denver Advertising

Club, the only group in the country with

membership in both the AFA and the AAW. Fondren also was instru-

mental in getting the two groups to collaborate in the observance ol Na-

tional Advertising Week. Fondren is a 25-year veteran in broadcasting.

Before joining KLZ in 1941, he worked in his home state of Texas, as a

comedian, script writer, producer, announcer and salesman.

Mary Ann Sanchirico, a specialist in broad-

cast research, has been named to the newly

created post of radio research manager at H-R
Representatives Inc., New York. According

to H-R President Frank M. Headley, the post

was created to meet the needs of stations,

agencies and advertisers for a more extensive

coverage of the radio market, particularly in

the field of spot advertising. Miss Sanchirico

has worked at H-R for five years, beginning

as a rating analyst and rising to assistant direc-

tor of research. Previously, she was assistant to the supervisor of ratings at

the ABC television network. Miss Sanchirico is a graduate of St. John's Uni-

versity. Her new position was one of six posts recently created by H-R in

a move to expand the company's services.

Joseph C. Cuff was one of several executives

recently promoted in a shakeup of manage-

ment at Robert E. Eastman's New York and

Chicago offices. Mr. Cuff, eastern sales man-

ager at Eastman since 1959, was elevated to

national sales manager. He will coordinate

sales activities in all eight Eastman offices and

will act as a liaison between his company and

the 43 stations it represents. According to the

company, the post of national sales manager

will serve as a central point for Eastman's

sales strategy. From his office in New York, Cuff will keep an eye on sales

performance in all of the company's offices. Before joining Eastman three

vears ago. Cuff worked in the national sales division of the Hearst Adver-

tising Service.
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HOW we can offer you

PROVEN
RESULTS*

with the19

TELE-BROADCASTER STATIONS

George C. Hatch, a leading figure in broad-

casting in the mountain states area, has been

elected chairman of the radio board of direc-

tors of the National Assn. of Broadcasters. At
present, he is chairman of the board of the

Intermountain Network, which represents 52

affiliates in six mountain states. Hatch's back-

ground includes a long history of broadcasting

jfc AM work. He is foundei and presidenl ol K \1 1

O Am Sa 1 1 Lake City and a major office holder in

WkwmmWi m\\mm\\ mm several broadcasting corporations I tah,

Montana and Idaho. As chairman of the radio board, Hatch contends that

the NAB radio code will be the most powerful single influence toward im-

proving the standards of station operation and the quality of programing.

Hatch predicts a trend toward more emphasis on the selective audience.

John M. Haerle, who has risen steadily since

he joined the Collins Radio Co. five years

ago, has moved up to the position of director

of advertising and public relations for the

equipment manufacturing firm. He succeeds

R. S. Gates, executive vice-president, who has

resigned from the company. In his new posi-

tion, Haerle will coordinate all advertising and
public relations activities of Collins' divisions

and subsidiaries from the main office in Cedar

Rapids, la. Haerle joined the company in

1956 as manager of the firm's broadcast product line. He has since served

as southern region sales manager and later as assistant general sales manager.
At the time of his promotion, Haerle was director of product lines for Collins.

Jane Pinkerton, senior editor of sponsor mag-
azine for the past five years, has joined Air

Media, Inc., as managing editor of its two

publications, u. s. radio and u. s. fm, re-

cently purchased by Sponsor Publications.

Miss Pinkerton was formerly employed as a

senior presentation writer for the Radio Ad-
vertising Bureau in New York and as midwest
editor of Broadcasting magazine in Chicago.

She was graduated from the Medill School of

Journalism at Northwestern University, where
she also attended graduate school, and holds membership in several broad-

casting and advertising organizations, including the Radio-Television Ex-

ecutives Society, the Advertising Women of New York and the American
Women in Radio and Teleivsion.

^^^^^
\in Hartford -

(CONN ECT 1 CUT J

WPOP
I'n Kansas City- KUDL
[in Los Angeles-

(SPANISH LANGUAGE
| MARKET)

KALI
I'n San Francisco-

(SAN MATEO) KOFY
*T0P RATINGS IN

AUDIENCE

* MORE LISTENERS

PER DOLLAR

* SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
STATIONS^^—

BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES

For facts & figures CALL

A TELE-BROADCASTER STATION

ONE OF NEW YORK'S

FINER HOTELS
On the city's most famous
thoroughfare. 5th Avenue in

exclusive Washington Square.

Spacious single rooms from $10

daily. With air-conditioning from

$12 $ 14. Lavish 2 & 3 room apart-

ments with serving pantries.

Television available.

SPECIAL RATES
on a monthly

basis. Additional

substantial

savings, on

unfurnished and
furnished

apartments

on lease.

Write for descriptive brochure

N. Scheinman, Managing Director

fifthAveiuie

Hotel
24 FIFTH AVENUE at 9th STREET

U. S. RADIO/July 1961 51



RADIO: Rx FOR DRUG CLIENTS

Continued from page 21

A. The Proprietary Assn. of Wash
ington, I). C, whose members repre-

sent most of the leading package

medicine manufacturers in the na-

tion (Warner-Lambert, American

Home Products, Miles Labs, The
IVTentholatum Co., Sterling's Glen-

bi ook Labs. Carter, etc.) estimates

that its membership firms do ap-

proximately $1.5 billion in drug sales

annually (and this does not include

duplication in the wholesale areas or

sales in fields that are not specifically

considered chugs; il those were in-

cluded, it would come to more than

$3 billion)

.

The annual advertising investment

In these same Proprietary Assn.

members is estimated at about SMOIt

million.

Q. We've been using the term "pro-

prietary" a lot. What exactly is the

difference between a "proprietary"

and an "ethical" drug?

A. The only difference is advetth-

ing. A proprietary drug is one that

is advertised to the public; an ethical

drug is not advertised to the public.

A vitamin pill which is not adver-

tised is an ethical product, but an-

other vitamin pill which is advertised

is a proprietary. All prescription

drugs are ethical, but not all ethical

drugs are sold by prescription only.

Sanitary napkins once were an

ethical product (they didn't adver-

tise :) : now they advertise and so have

become proprietary. Prophylactics

are bought without prescription, but

since they don't advertise, they are

ethical products. Thus advertising

has further complicated a business

already made complex by division in-

to prescription, non-prescription, sur-

gical accessories, dieting aids and vet-

erinary medicines.

Of what use is this side excursion

into semantics to the radio industry?

Only this: An ethical drug can be-

come a proprietary one, and then it

is a potential buyer of air time.

Q. How does the proprietary drug

business compare with the ethical?

A. Back in 1939, according to For-

tune, sales of all drugs at the manu-
facturing level came to $300 million,

with the proprietaries accounting for

more than half that total.

by 1959— 20 years later— total

chug sales by the manufacturers

climbed to .$2.3 billion. Only now,

the proprietary drugs represent less

than one third of the business.

What has happened is that a tre-

mendous growth has taken place in

the ethical field, spurred by research

and the discovery of such modern
"wonder" drugs as antibiotics, tran-

quilizers, steroids, etc. Today, the

ethical drug dominates the industry

Naturally, many of the big compa-
nies produce both ethicals and pro-

prietaries. Bristol-Myers, a proprie-

tary house, has its BritStol Labs, divi-

sion which makes ethicals. Vick

Chemical, another proprietary com-

pany, has its Mcrrell Labs, lor ethical

drug manufacture. Schering, on the

other hand, is an ethical chug house

that has set up a proprietary division

—White Labs, makers ol Feen-A-

Mini and Aspergum. Hut the fact

remains that the ethicals, which do
not advertise to the public, dominate
the drug industry.

Q. Is there a chance that more ethi-

cals may turn proprietary?

A. Yes—at least, that more proprie-

tary chugs will come out ol ethical

research. It is how many of the pro-

prietaries—many of which are on ra-

dio—got their start, and it is possi-

ble that some medications now in

the ethical field may leap the fence

into the proprietary pasture. The
public would like to see it; "won-

der" drugs have whetted its desire

for more specialized packaged prepa-

rations.

William R. Hesse, president ol

Benton & Bowles, in an address at

the 80th annual meeting of the Pro-

prietary Assn. held last month in

White Sulphur Springs, told the

members that specialized proprie-

taries are the key to future growth in

the industry. Hesse said the consum-

er has developed "specialized" buy-

ing tastes, and called this market

trend "segmentation."

"Segmentation," said Hesse, "has

become a way of life in other areas,

and those companies who started the

trend were those who gained the

most." He cited as an example the

shaving cream market which in

creased 40 percent between 1952 and

1959 largely through the introduc-

tion of aerosot containers.

The consumer now demands that

products be custom-tailored to a

spccilic need as well as (o provide a

special appeal, and here is where
proprietary drugs have a chance to

enlarge both product lines and
market.

lint segmental ion is a iclativeh

recent trend. The Vick Chemical

Co., loi example, began at the turn

ol the century with a single cold

product—Vaporub, In 1950 —about

a half century later and only 10

years ago— it still had only four

brands on the market. Today, Vick

is marketing 13 products spread over

six product classifications, but still

all in the c ough-ancl-c old remedy
field.

S.i\s I lessc. "
I he avalam lie ol new

products, all vying for the attention

of the consumer—his sophistication

as a result, the complexity of the

new market might seem to create a

discouraging picture for your con-

sumer franchise." But, he explains,

the interesting aspect of segmenta-

tion is that even though one brand

might have a smaller share of the

total market, the over-all profits for

a company become greater because

the total market is increased.

Antibiotic cough lozenges, plastic

scjueeze-bottle nasal sprays and the

like are already expanding the pro-

prietary line, and further expansion

would seem to be in sight. This will

mean more products to advertise.

It also is possible that some adver-

tising may eventually come from the

ethicals themselves. There are signs

that this may now be in progress.

About a year ago, following the at-

tack on the ethical drug industry by

Kefauver's Senate committee, the

drug manufacturers began to realize

that because of their traditional ab-

stention from advertising or indeed

from any communication with the

public, it was pretty much at the

mercy of any kind of charges and

with no way to tell its side of the

story. It was like finding oneself in

a fight with one's hands tied.

Since then, the Pharmaceutical

Manufacturers Assoc. advised its

members to become a little more
communicative with its ultimate

consumers. Many ethical drug firms

have now begun putting executives

out on the banquet-speaking circuit,

are also enlarging their public rela-

tions departments. Not long ago,

Abbott Labs., an ethical firm, even
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ran an institutional type ad in Life,

with (lie blessing ol the PMA.

Q. Where could fm radio lit into

this expand inn; picture?

A. The American Medical Assn.

has become an I'm radio user this

summer with a campaign i<> combat

socialized medic ine, choosing fm to

reach an adult audience with its in-

stitutional copy. Now think back

to that ad which Abbott Labora-

tories ran in Life. Would not fm
be a good medium for an ethical

chug house to tell an institutional

story to adults? And, along with

am radio, fm could also expand the

audience lor proprietary cold rem-

edies this winter.

Q. What "winter ailment" remedies

will be on radio this winter?

A. Since the bulk ol the buying and
the fattening of schedules will take

place nearer October, it is too early

to say. But here are some of the

proprietary brands which were in

radio during last Winter:

• Network: Grove's 4-Way cold

tablets and Bromo-Quinine; Men-
tholatum cough syrup (was quite

heavy during last year's flu epidemic)

and Deep Heet; Luden's cough
drops; Bromo-Seltzer; Vick cough
drops, cough syrup, cold tablets and
Theracin; Ex-Lax; Foster & Milburn
(F&M) lozenges; NR tablets; Ster-

ling's Milk of Magnesia; F&F cough
lozenges; Feen-A-Mint; Carter's pills;

Doan's pills; Foley cold tablets; Nor-

wich Pharmacal (Pepto-Bismol, T-
Mist nasal spray, etc.). Hudson
Vitamins and Rybutol were among
other proprietary advertisers, as was
Chap-Stick, a truly wintertime item.

• Spot: Bufferin; H.C. cough drops;

Musterole; Pertussin and Pinex
cough remedy; 666 cold remedy;

Alka Seltzer; St. Joseph aspirin;

Dristan; Minute Rub; Bayer aspirin;

Mist-O-Mist nasal spray; Baume
Bengue; Colex cough medicine;

Coldene; Listerine, Bromo Seltzer;

Anahist, Anadrex inhaler, Super
Anahist tablets, and Stim-U-Rub;
Grove 4-Way cold tablets and Bromo-
Quinine; Mentholatum cough syrup

and Deep Heet; Vick cough drops,

cough syrup, cold tablets and
Theracin.

Among the seasonal though non-

cold remedy proprietary brands were

Chap-Stick and, for that holiday

over-eating—Brioschi.

THE COMPLEAT RADIO MAN

Continued l><>w page 27

know that real people are behind

those numbers. Salesmen should

never forget this."

• Music should be selective. "The
question of what kind of music . how
often and in what climate still re-

mains in minds ol buyers. Recorded
music most certainly will be the-

mainstay of radio entertainment,

but the issue is the manner in which
it is selected and presented. Radio's

major function, however, is not and
will not be entertainment: this is

tv's bailiwick."

• Experiment with everything!

"I'm not running a station and meet-

ing a payroll, but it seems to me sta-

tion men would be smart to try a

few experiments, spend a little

dough. The golden hours of daytime
radio are going to waste, as one ex-

ample of an area in which explora-

tion needs to be made. Why not try

a little live public discussion and
drama?"

9 Bend rather than resist. "1 hate

to see industry people who stand up
and say 'no!' Yet it seems to me too

many station men are resisting the

views of FCC Chairman Minow and
NAB President Collins.

"It seems to me they'd be better

advised to bend than to resist and
that in this resisting they are asking

for pressures if not absolute control

in certain areas of government. They
seem to me totally negative and de-

fensive. This kind of an attitude

can't bear fruit."

Harold Fair spent several years in

a variety of executive and plans jobs

at the National Assn. of Broadcasters

in Washington where—among other

assignments—he organized and di-

rected its first program department.

(Some of his phrasing still appears

in the radio and television codes of

station practice.)

During his tenure there, under
the guidance of Judge Justin Miller,

former NAB president and a recent

keynoter at the NAB national con-

vention in Washington, he sat in on
many a smoke-filled session of broad-

cast conversation and philosophy

with the former lawyer and judge.

"With him I learned something I

never forgot—and which broadcast-

ers in these crucial days might well

remember. And that is simply that

we should all examine views cnii

tally and closely loi what might be

a grain ol truth. Only with exami-

nation, the Judge- used to explain,

arc wc able to be objective and to

come up with an evaluation.

"If broadcasters should do am
one thing, I think it should be to

seek objectively and honest h lor the

kernel of truth. Yet I find an almost

mechanical resistance to this kind ol

search, to an analysis of the- criticism

which we hear."

He thinks a basic philosopln

which perhaps leads to this direct

rejec tion of c ritic ism is the view that

"My station is different!" In dozens

ol NAB district meetings, "this

phrase becomes the standard by-

word. Some suggestion would be
made and many a station man would
say 'Well, that's fine lor THEM but

my operation is different.'
"

Maybe it IS different, says Harold
Fair, but "even if it is, this does not

mean people should persist in habits

just because they're established.

Maybe they can be improved!"

Modern radio men of a progres-

sive bent, however, are re-evaluating

their efforts. "They're looking for

new ways to attract an audience.

They're vividly aware that radio in

any crisis is absolutely vital for im-

mediate information, that people

depend on the medium and that the

era in which we live makes us pro-

gressively dependent on news and
information.

"Broadcasters have a golden op-

portunity to take advantage of cer-

tain indications of stagnation and
stereotyped programing and to do
something about these stale quali-

ties."

He sees great advances in musical

programing and likes the fast devel-

opment of local station networks

and of fm operations. His own
tastes, he realizes, often are more
sophisticated than those of many
people throughout the country. Be-

cause he is a "compleat" radio man,
he tunes to sports and discussion and
local gossip shows as well as to classi-

cal music.

But if he has any favorite, it's clas-

sical music. Fair has a large grand

piano in his apartment living room
but, in consideration for his wife

Ruth, takes to a nearby Manhattan
study during heavy rehearsal peri-

ods. He's just finished a year of in-

tensive practice — as well as horse-
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ing program. "Radio then was un-

dergoing rapid changes, and we felt

that we were not prepared just then

to adjust to them," Erickson recalls.

The results of the Hudson Radio

Week promotion will have direct in-

fluence on the company's plans.

However, Erickson advises, the

promotion will not be the sale con-

sideration. "We have been extreme-

ly interested in the Radio Advertis-

ing Bureau's study of the Higbee

department store experience with

radio in Cleveland, We have seen

the results of this study, and they

are impressive. We will continually

try to work out ways in which we

can adapt radio to our advertising

needs.

Though little known outside

southeastern Michigan, Hudson's is

second only to New York's Macy's

among U. S. retailers operating in a

single metropolitan area. Hudson's

gross last year was $220 million,

against Macy's $517 million. The
Detroit store owns Northland shop-

ping center northwest of Detroit,

which is one of the world's largest,

boasting 11,000 parking spaces and

106 stores. Eastland, another Hud-

son-owned shopping center north-

east of the city, is slightly smaller.

The Hudson idea for a radio

month promotion is typical of the

company's determination to lure sub-

urban shoppers downtown, in spite

of the fact that its own giant shop-

ping centers have contributed mark-

edly to a downtown decline. It regu-

larly sponsors in-store art, flower and

f ashion shows, and conducts cooking

and sewing clinics. As a result, the

Detroit store accounts for half of all

Hudson business.

Now in its third generation of

family management the company in

April came under the guidance of

J. L. Hudson, Jr., 29, grandnephew

of the founder. The new president

has ambitious plans for expansion.

He recently announced plans to

open a budget store near Pontiac,

30 miles from Detroit.

Hudson, one of many department

stores to flirt with radio in the past

vear, has dramatically rediscovered

the medium's potential. Its further

efforts to use radio will be watched

closely by department stores all over

the country.

THE COMPLEAT RADIO MAN
(Continued from preceding page)

play — in connection with his New
York "debut."

A year ago, to bolster his resolve

to have a concert evening in his

home for a few choice friends, he

issued engraved invitations asking

them to a recital a year hence (a

month ago). Every other month he'd

send them a dummied-up news-

paper announcing such news bits as:

FAIR PLAYS MOZART: MOZART
LOSES; FAIR HAS GUTS: NO
TALENT; WE LOVE HIM ANY-
WAY (in his hometown of Couiuil

Bluffs, la.).

As the fifth in a chamber music

quintet (the other four artists ap-

pearing on high-fidelity recording

to his piano accompaniment), he

romped through a Mozart in three

movements for woodwind quintet,

the first movement of a Schubert

and a Mendelssohn trio. At mid-

night, as guests were wining and din-

ing, the doorbell rang as a messen-

ger delivered "notices" of the suc-

cess, a la Sardi's on opening night.

In less lofty and taxing moments
he's been known to drink hard cider

or fish for pan fish from the front

yard of his Old Lyme home or paint

in what he terms "out-and-out prim-

itive" style.

His fishing: "from the front yard

with a fly rod"; his painting: "all

planes and angles, with self portraits

a frequent occurrence because as my
own model I am always and immedi-

ately available—AND free"; his

woodworking, "I have fun building

things but they aren't usually very

useful" (proposed project: convert-

ing an old grand piano frame to a

king-size planter, trailing vines over

painted white woodwork).

When it comes to Bozell & Jacobs,

his major preoccupation is with the

Mutual of Omaha account, for

which he works variously as broad-

cast consultant on all matters as well

as writer, producer, and buyer. The
insurance company has renewed, for

the 11th year, Bob Considine on the

full NBC Radio network of 215 sta-

tions as a continuing Sunday feature

(6:15-6:30 p.m.).

With the agency since 1952, he's

been most involved with the radio

schedules of Mutual and with such

air personalities as Don McNeill, Ar-

thur Godfrey and Robert Q. Lewis.

The new era of radio, howevei,

has some of the old common denom-
inators. The main ones: flexibility

and usefulness, which add up to "a

selling medium".
"Radio is coming along pretty

well right now and there's a lot of

business. Many budgets are tailored

to accommodate good radio sched-

ules. You just can't laugh off the

fact that radios are being sold and
are in more constant use."

But he has some advice for adver-

tisers as well as for station men.
"Sponsors are foolish to set a pre-

scribed radio buying pattern. Pat-

terns should be set only to accom-

plish a client's immediate objective.

It's evident that radio, to be effec-

tive, must be used to the fullest ex-

tent. And this means it should be

bought as nearly to the saturation

point as the budget permits and that

it should be used consistently.

"The technique: to build up big,

accumulated audiences and thus to

rea< h a maximum number of people.

"New radio advertisers should

come into the medium in great

numbers, but much of this is a mat-

ter of station selling. New York sta-

tions, reps and networks, of course,

are of a pretty high order. The men
know what they're selling, how to

use radio, how to accommodate buy-

ing patterns to circulations which

have to be met.

"But there are a lot of stations, or

unprofessional ones, which have sta-

tion salesmen and management
which don't really know too well

what they're doing.

"The salesman for radio needs to

be useful to an agency and an adver-

tiser as an ex officio account execu-

tive rather than merely as a sales-

man. He must work with the buyers

in getting the most effective use of the

facilities for the amount of dollars

the client wants to spend. This, of

course, is an ideal situation and the

men are not always available. But

it's a goal to shoot for: the radio man
as an all-around advertising man."

The salesman's primary job: "to

make the sale, but also to create a

client who will be there from now
on!"

Because of his blend of intellec-

tual, creative and technical talents,

his broadcast industry and advertis-

ing associates call him a "good, all-

'round joe"—or, a compleat radio

man '
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information that 5, 705,000 Americans are <>ui <>l work,

more unemployed than at any time in the past 20

years. We hear that one out <>l I auto workers is

jobless in Detroit, and that the Salvation Army is dis

tributing surplus food here in St. Louis. The facts

would seem to indicate that the time has come to

grow cautious in family spending, put aside more of

our incomes for a rainy day, and sit back and watch

the storm clouds gather.

K.MOX Radio believes that this approach is the

surest way to turn a mild recession into a full-scale

depression. We believe it's time to accentuate the

positive, express our faith in our economic system

and in ourselves, and plan our lives and spending with

optimism and hope. This is not blind faith, nor an
ostrich attitude, but just good common sense.

It's true, of course, that a record number of Amer-
icans are unemployed, both nationally and here in

our own area. But we also have a record number of

people on the job . . . more than 04 million of them.

And these 64 million are earning record personal

incomes.

Many economists believe that business is not slow

because incomes are down. To the contrary. They be-

lieve it is slow because those of us who are working
are saving more than ever before out of the mistaken

belief that caution is the best weapon against a de-

pression.

Let's look at the facts. Last year, in 1960, Americans
spent less on automobiles, less on furniture, less on
recreation and vacation trips, less out of every dollar

of income for major purchases than they did iO years

ago. Yet they were making more money than ever

before.

What did they do with the extra dollars? They
saved them. Americans savedy 20 percent more of

their income last year than they did in 1950, 35 per-

cent more than in 1940, largely out of a vague fear

that times simply weren't as good as they had been.

That's an enormous amount of money to remove from
circulation. It helps explain why Detroit isn't selling

as many cars as it should and why retail sales were
slipping downward in many parts of the country.

When Americans don't buy, steel mills cool their

furnaces, assembly lines come to a halt and the un-

employment rolls begin to climb.

Of course, KMOX Radio believes in the old-fash-

ioned American virtue of thrift. But it also believes

in the old-fashioned American virtue of courage, cour-

age to plan for the future of your family, your com-
munity and your country. We believe that now is the

time to demonstrate your courage by buying that new
automobile, redecorating your house, outfitting the

family for spring, buying that pleasure boat for next

summer's outings.

We believe it's time for businessmen, too, to show
their confidence in the economic system that has given

them so much. We believe it's time to order that new
machine, hire those new workers, take that new prod-

uct off the drawing board and put it into production.
I Here in St. Louis, there have been encouraging

signs. Dollar volume oi department store sales re-

leased last week was 12 percent above sales Ecu the

same period a year ago. We believe this upward trend
can be encouraged when both the consume! and the
businessman replace caution with coinage.

K.MOX is not advocating a heedless plunge into
bottomless debt. But we do say that excessive saving,

at this time, could be a major factor in prolonging
and enlarging our current difficulties.

Let's banish the ghost of the thirties and its depres-
sion thinking. Let's show oui faith in America and in

the sixties by planning for prosperity. The job you
save may be your own.

Station: WXLW Indianapolis

Station position: For licensing of small-boat operators

The September 1951 issue of Sports Illustrated mag-
azine had an editorial entitled, "Freedom to Kill."

Let me read it.

"Whether you are 12 or 82, in sound or feeble mind,
drunk or sober—you can walk into almost any boat
dock and take any craft that strikes your fancy, into
any navigable waters of the United States, even if you
haven't the license to run a scooter. The result of this

negligent encouragement of mutual mayhem has been
a steadily increasing accident and death rate on the

waterways, as the number of boats and owners and
renters rises each year. According to the Coast Guard,
there are about 40 million Americans participating in

recreational boating, and between seven and eight

million small boat owners in the United States. The
boat buyers and even some salesmen are opposed to

a Coast Guard proposal to license boat operators, and
the owners do not even like the current rule that you
must register your boat and paint the numbers on the

bow. All these laws, say the rugged individualists,

violate the soverign right of every American to kill or

maim any other American. We are for stricter laws, a

license for every boat operator, and an increase in ap-

propriations for the Coast Guard and for other supei

visory bodies in the various states. Then, waterways
may become more than slightly safer than highways."

In the past few years, we Hoosiers have developed

an avid interest in boating, too. During the weeks,

and especially the weekends of summer, we find our
highways streaming with cars towing boats—power
boats, all kinds of boats, and every description of boat

to the lakes and other waterways throughout the state.

Our friends in the banks and the financial institutions

tell us that boats rank third, only behind cars and
homes, as the main purpose for financing.

Today, in Indiana, there are nearly 47,000 motor
boats registered with the Conservation department.

These motors range in power from six to 75 horse-

power. It is evident that boating has become a family

affair with every member participating in the enjoy-

ment of boating, and it is certain that this is not a tad.

but a snowballing interest in a new form of recreation.

If you spent any time at all at the lakes this summer,
we feel certain that you will agree that some pre-

cautionary measures should be taken to assure the

safety in spite of increasing lake speed traffic. We are

particularly concerned that anyone at any age has the
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privilege o! operating these powerful motor boats. It

is not uncommon t<> observe 10- and 1 2-\eai -old

youngsters maneuvering high-speed crafts recklessly

a< loss our lakes, with no apparent regard for the safety

of anyone else—those in smaller cralt or those enjoy-

ing other water spoils such as fishing or swimming,

h is ver) apparent that some age limitation will have

to be put into effect for the operators ol the boats.

Hoosiers are proud ol their lakes. These lakes are

maintained at taxpayers expense foi the enjoyment ol

all. Let's keep them sale for everyone regardless ol

their waterway interest.

The upcoming session ol the Indiana general as-

sembly is the body to which the citizens ol Indiana

should refer a problem <>l this importance. Permit us

to suggest this ac tion. As soon as elections are over and

you know who will represent you in the senate and

the legislature, contact these members ol the assembly,

cither by letter oi in person, and request that action

be taken.

We believe that not only should all boats be li-

censed, but that a simple system of qualifications be

devised that will permit proper licensing of operators

ol all boats on Indiana lakes and waterways that are

not privately-owned.

We do not permit the under-aged or the unqualified

to operate any kind ol vehicle on the highways and
roads ol Indiana. Wh\ should we then tolerate less

efficient performance on the waterways ol our recrea-

tional areas?

Ibis problem can be attacked and solved before

another summer arrives in Indiana. It's up to eac h ol

us to urge out general assembly to act in fanuary.

Station: KIRO Seattle

Station position: For passage of state drug legislation

During past broadcasts. KIRO news has detailed a

problem laced b\ Seattle police in control of the

amphetamine drugs. KIRO has explained the physical

effects of amphetamine addiction, and has reported

that Seattle police narcotics officers consider the chugs

"A training ground lot heavy narcotics addicts."

In this, our final broadcast on the amphetamines,
KIRO news would like to urge the passage of Senate

Bill No. 8. This Washington State law would place

all amphetamines under the same control as barbitu-

rates. Thus it would make illegal possession or sale of

the drugs a misdeameanor.

Federal law requires that all amphetamines be sold

b\ prescription. However, the compounds do not

come under the uniform narcotics act. This means
that when amphetamines have moved out of the regu-

lar controls channels of trade, Federal narcotics offi-

cers are powerless to control the traffic.

Seattle police said they had no appropriate laws to

control the street-corner amphetamine peddler until

the passage of a Seattle city ordinance last December.

The state-wide measure KIRO would like to see en-

acted into law provides stiffer penalities for the im-

proper sale and use of amphetamines than does the

citv act.

I he Seattle City ordinance provides lot up to 90

days in jail lot illegal sale, possession oi use ol am-
phetamines. Senate Bill No. h, introduced b) State

Senator Albert Thompson, [unior, ol Bellevue, pro-

vides that violators can receive six months in jail, i

$200 fine, or both.

Senator Thompson, one of the sponsors ol the am-
phetamine control bill, is a Bellevue druggist. His

iiiieiesi in this legislation points out the concern with

whic h the improper use ol amphetamines is viewed by

the pharmacists in Washington. Both the State Phar-

maceutical Assoc. and the Washington State Board of

Pharmacy back Senate Bill No. 8.

Though KIRO news also backs this measure, it

should be pointed out (hat all violations will be classed

as misdemeanors. KIRO believes that some considera-

tion should be given to making illegal sale of the drug

bv a street-corner pusher a felony under the state's

penal code. It seems unrealistic to say that both the

pusher and user should lace the same punishment.

Fine, Superior court judges might not sentence a

"user" to the maximum penalty provided by the law.

But a six-month jail sentence and a $200 fine hardly

seem strong enough to effectively stop a street-corner

"pusher".

II a druggist were to sell an amphetamine without

a prescription, he would be in violation of the Federal

Pure Food X: Drug regulations. On the first offense,

he could be subject to a SI,000 fine or a year in jail,

or both.

KIRO news feels that if the illegal sale of ampheta-
mines were made a felony under Washington law, the

street-corner pushei might not take the charge so

lightly.

I he stiHer penalties that could be meted out in

Washington State Superior Court, could, KIRO news

leels, do much to deter the improper traffic in the

drugs.

Station: K0L Seattle

Station position: For construction of a new bridge

BOZIE: It is the year 1969. The Second Lake
Washington Bridge Commission, a purely

mythical body, is having its 237th fort-

nightly meeting. Any resemblance to ac-

tual bridge messes or the people concerned

therewith is purely coincidental.

SOUND: (GENERAL HUBBUB OF VOICES)

SOUND: (GAVEL RAPPING)

WARD: All right, all right! Playing cards off the

committee table! Let's get down to . . .

MAC: What for? This is a bridge meetin' ain't

it? Ha, ha, ha!

CAST: (BIG LAUGH)
WARD: Quiet, Horace! Now we've had 25,000

letters of complaint from people east of

Lake Washington during the last week
demanding a second bridge. What do we
do about 'em?

JOANNE: Whyever are they so aroused? We've

promised them a new bridge haven't we.

Besides, getting up three hours before

work is very healthful!
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WARD:
ET MUSIC:

BOZIE:

RIC: I move we sell the lettei <>l complaint to

the scrap paper people and finance .1 new

siiuly. Maybe there's a better idea foi a

bridge.

AL: Yeah. We got the Evergreen Point plan,

the Parallel bridge plan, the Double

decker Bridge plan, the Dabnev, Point

Automotive (able line, the Kirkland to

Sand Point tunnel, the Trans-Men er Is-

land Rapid Firing No-Shock Commute]
Cannon.

JOANNE: Oh I just love plans! Let's talk about some

of our Cross-Sound Bridge plans!

HALL: Now I'm not sine we need a new bridge

at all! Where'H we get the money-
CAST: Why, you old tool, of course we need a

new. . . Everytime we get a new study

they want twice as much to build. . . .

Such a pretty lake . . . too bad to cut it

up with ugly old bridges. . . . Conveyor

belts! They're the coming thing! Con-

veyor belts!

Order, order, let's have order (FADE)
(MORE MARCH MUSIC, BUT ZANIER, UP
FULL AND DOWN)
The year . . . 1979. The Second Lake

Washington Bridge commission is con-

vening for the 489th time.

CAST: (GENERAL LAUGHTER EVERYONE SOUNDS
10 YEARS OLDER)

MAC: Pave the laks! Hee hee bee! You're a card,

Charlie! Who says we ain't a forward

lookin' group.

AL: What shay?

WARD: Here now, let's get back to this Second

Lake Washington bridge. . . .

HALL: Come down to it, I ain't sure we need

none. Whur's the money comin' from?

Don't want so many people crossin' the

Lake anyways. Seattle's gettin' too

crowded.

AL: What shay?

HALL: Too crowded!

AL: Yes it is! I move we move to Ossaquah

and have these tarnation meetin's over

there. Then won't none of us have to

cross that infernal bridge!

I move we teach those horrid newcomers
in Eastgate, and North Bend and so on
how to grow their own little fruits and
vegetables and things, so they won't. . . .

We could put 'em in fer furrin aid maybe!
We've strayed from the point. What
about locatin' that second bridge? My
wife let 'em shoot her across in that No-

Shock Commuter Cannon yesterday. They
used too big a blast, and she had to do
her shoppin' in Bremerton. Now what
about it?

MAC: How's this here? We send down a passal

of them skindiver fellers, have em saw

Mercer Island loose from the bottom of

the lake, then swing 'er round sideways,

and we won't need no bridge!

JOANNE:

RIC:

WARD:

CAST: That's the answei In ned, why didn't we
think ol that. . . . Silly, I loiace! I Ik

shippin' center'd tip it ovei sideways. . . .

I ain't stuc we need no bridge at all.

Where's the money comin' from? Con-

veyor belts is the comin' thing. Stretch a

big, enormous conveyor. ... I live on
Mercer Island! I refuse to be swung! I

absolutely refuse. . . .

WARD: Order! Order! Hand me that spray bottle

ol tranquilizer! Orderl

ET MUSIC: (MARCH TUNE . . . STILL ZANIER)

BOZIE: It is 198!). The Scond Lake Washington
Bridge commission is now 1 1 1

< First Lake

Washington Bridge commission. You
see. . .

.

RIC: (VERY OLD, VERY EXCITED) . . .

first they got all the cars bumper to bump-
er across the lake, then them little bitty

furrin cars started to runnin' over the tops

of the fust layer, and lust thing you

know. . . .

WARD: The old bridge collapsed! Yes, but that's

beside the point, Fennimore, we're only

concerned with the new bridge!

AL: He hain't told it all! When the old bridge

went, the shock jarred them old rusty

Ballard Locks open, and all the lake water

run out into the sound!

WARD: You mean the lake's dry?

JOANNE: It's terrible! With no lake, they won't

need a Second Lake Washington Bridge

commission anymore. We could get fired!

HALL: Fired! Oh mercy! Give me my atomic

geriatric pills! Oh!

MAC: Let's change our name to the Century 22

Exposition Commission!

RIC: Thev already got one. They've set the

whole lake bed aside for the exposition

site!

AL: What shay! Century 22?

WARD: You remember! It got helt up!

HALL: We'll contest it! We'll claim it fer the new
perfessional football stadium! Maybe we

kin git into court, and that'll keep our

jobs goin' for the next 30 years!

WARD: Who seconds?

CAST: I do!

I second!

Everybody seconds!

WARD: All those in favor?

CAST: A-a-a-a-a-a-aye! (SHOUTS CONTINUE)
MUSIC: (STAR SPANGLED BANNER, UP AND FADE)

BOZIE: The moral of this little fable? Seattle is

now the 19th largest city in the nation,

with more than a million people in the

city and suburbs. We need another Lake

Washington bridge now! Wherever it

goes, someone will be inconvenienced:

many, many thousands will benefit. Let us

see an end to childish buck passing and

get the bridge started. Mr. Mayor, Mr.

Governor, please note.
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EDITORIAL PAGE

DON'T SHORT-CHANGE RADIO, GOVERNOR

W E understand that last month, when Governor LeRoy Collins pre-

sented his reorganization plans to the NAB hoard of directors, one of

his proposals called for the abolition within the NAB of separate radio

and television divisions and for merging both into a single department.

We also understand that this was the only one of the Governor's

recommendations which did not receive at least tentative board ap-

proval.

Frankly, we were delighted to hear t li is.

In our opinion, such a move would have been exceedingly harmful

for radio's interests, and in the long run. for the NAB itself.

W e're glad that the NAB directors refused to countenance this or-

ganization change, even though, on paper and perhaps to an efficiency

expert, it might seem to make some sense.

The fact is, radio and tv are entirely different kinds of industries

with entirely different kinds of needs, problems, and conditions.

And the differences between the two media have been growing

larger, not smaller, over the years.

If the NAB is to continue to represent both radio and television as

a single organization, then it must take even stronger steps than it has

in the past to differentiate between the two broadcast arms.

As we said two months ago in our Open Letter to Governor Col-

lins: "We believe that it is unfortunate that radio and tv are so often

and so carelessly lumped together . . . the failure to distinguish between

them usually works to radio's disadvantage. The older, less wealthy

member of the broadcast family too frequently gets short-changed."

We are sorry that Governor Collins, in his recommendation for a

radio/tv consolidation, did not seem to understand this point.

Believe us, Governor, you've got to give radio more, not less identity

both inside and outside the NAB, if you are going to serve the medium.
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read any good bOOkS lately? If you're planning a Detroit radio schedule

for fall, this one is for you!

"The Total Story" shows what WWJ means by "Total Radio," gives you a buyer's-eye

view of WWJ's imaginative programming which ranges from popular music to symphony

concerts, from play-by-play sportscasts to lively talk on the "Hour of Information" and

"Phone-Opinion." And for good measure, there's a WWJ coverage map which shows at a

glance the big, prosperous area served by Detroit's basic station.

You'll agree that "The Total Story" makes good sense, that "Total Radio" means greater

impact on listeners, more attention to your sales message. If you don't have a copy, or if

you'd like extras, just phone your PGW Colonel or write the station.

W WJ RADIO
Detroit's Basic Radio Station

NATIONAL REPESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS NBC Affiliate



WLW Radio daytime audience has soared to Number

Two spot in the Nation among the 4,400 U.S. Radio

Stations! That's quite a position—second to one!

And in Cincinnati, WLW still overwhelmingly holds

the first place crown—70% of the daytime total

NOW REACHES OVER 100,000 HOMES

. . . 91% ADULT AUDIENCE

PER AVERAGE Vt HOUR 6 AM TO 6 PM

audience and 35% of the daytime metropolitan

Cincinnati audience.

So when you're buying Radio time, take a good

look at these figures and charts . . . and you'll see

why you should call your WLW Representative!

TOTAL AUDIENCE OF CINCINNATI RADIO STATIONS (January-February 1961 NSI)
Number of Radio Homes Reached Per Broadcast—Average V* Hour Per 3 Hour Day Part—6 AM to 6 PM.
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WLW Radio—Nation's Highest Fidelity Radio Station
i

Crosley Broadcasting Corporation, a division of Avco
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PUBLICATION

FOR FM

BROADCASTERS

AND
ADVERTISERS

This is a real market!
136,470 FM homes in Canada!

206,430 FM homes in upper New York State!

Over 6Vi billion dollars in annual retail sales!

And CHFI-FM blankets it completely

on both sides of the border!

OflFI-FM TORONTO

Representatives:

CANADA : Radio & Television Sales Inc.,

Toronto and Montreal

UNITED STATES : Fine Music HI-FI

Broadcasters, New York

OR DIRECT ENQUIRIES TO CHFI-FM,

13 Adelaide Street, East, Toronto 1,

Telephone EMpire 3-1317.

Buy CHFI-FM, Canada's most powerful radio station,



FM is 1

on the

move!

so is

U.S. FM,

the magazine

that sells your

medium to

agencies and

advertisers!



Fore Most

FCC perusal of fm gives Federal Communications Commission re-appraisal ol the Em broadcast

new hope to broadcasters spectrum is good news loi lin-us, in aciualiu as well .is in implication

They're in the vanguard of the aural medium as many ulna high fre-

quency broadcasters are in the video medium. And. Washington observ-

ers think, both these "step children" in the broadcast spectrum arc due
for new status and a blighter future. Their biggest single advantage:

they have room in which to maneuver in servicing the public with pro-

graming. Both am radio frequencies and very high tv frequencies have
long since been jammed with applicants as well as on-the-air licensees.

Music Show this month The appeals of stereo fm will be given even a closer look in Chicago

to feature stereo fm this month as Pilot Radio Corp. demonstrates the medium from its spe

cial transmitter in the Palmer Mouse, headquarters for the Music Show
July 16-20. L. M. Sandwick, v. p. of the Long Island City, N. Y., manu-
facturing concern, sees the FCC decision approving stereo fm broadcasts

as providing "the solid merchandising foundation for stereo equipment
sales which our industry and its dealers have been seeking' Eor the past

four years. This, he predicts, "will be the key to tremendous growth in

sales of home entertainment products in the audio field throughout the

next decade."

Baltimore outlet scores

39 accounts in 18 months

Box score after one and one-half years of operation for WFMM Balti-

more, as reported by Manager Julian S. Smith: "The diversity of the

types of sponsors and the high percentage of contract renewals are most

gratifying. In Baltimore at least, our sales potential is not nearly so

limited as many people have thought it to be. The list of sponsors should

effectively prove that fm is becoming a powerful sales force and we are

proud of the part we are playing in it." Smith has a roster of 39 fm
accounts in 24 major classifications of business. Heaviest buyer groups are

car radio manufacturers, rug cleaners, music distributors, restaurants.

Radio Pulsebeat News
expands to fm and Canada

Gaining importance of radio news is being shown in the fm medium,

too, as Radio Pulsebeat News, New York, signs fm stations for the service.

Recent subscriber is CHFI-FM Toronto for full 24 hours ol daily news

service, covering national, international and local news. Full-scale bureau

covering Canadian stations will be set up shortly, RPN reports.

New ElA breakdown on Phonographs and tv sets with fm radio built in accounted for more than

fm sets produced in 1960 a third of all fm set production in 1960, according to figures quoted

recently by an EIA spokesman. Most of the combination sets were radio -

phonographs. Total produced: 675,261. Television sets with fm radios

numbered 54,944. Largest portion of the total was chalked up radios,

either fm or am-fm combination: 904,766 sets. Total fm sets produced

in 1960: 1,634,971. The actual total is even higher if you add fm tuners

and fm car radios.

Next issue highlights new Excerpts from an fm study made this year bv a graduate student at New
evaluation of fm facts York University will be presented in the next issue of u. s. fm. Included

in the article will be charts showing original correlation of available

audience research. The study, a thesis entitled The Potential of Fm
Radio as an Advertising Medium, was prepared by Don Mohr and sub-

mitted recently to NYU for a master's degree in the graduate school of

business administration. Mohr is employed by a national advertising

agency, with which he has been associated for the past few years.

U. S. FM • July 1961 1



Station presentation's fm coverage data
CANADA U.S. Total •

Total households 909,800 589,800 1,499,600
•

Total population 3,537,700 1.974,900 5,512,600

Total fm homes* 136.470 206,430 342,900

Total retail sales 3,951,505,000 $2,435 674,000 $ 6,387,1 79.00C
•

Net effective $5,950,313,000 $4,074,277,000 $10,024,590,000

buying income

•Estimated at 15% Canada (Source: Sales Management Survey of Buying Power, 7/10/GO)

III

•Estimated at 3-1. 9?» U.S.
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(Source: I'ulse, 9/59)
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presentation, however, did noi lack

thai one all-too-importanl ingredi-

ent: money. Neither was the all-too-

cheaply won catalyst—imagination

—an absentee.

CHFI-FM, which claims to be

Canada's fust independent fm sta-

tion, recently boosted its power to

210,00(1 watts. Not a station to let

a mere power increase go by un-

noticed, CHFI-FM threw a chain

pagne partv lor more than 600 in-

dustry people gathered in Toronto
tor the occasion. On hand were
broadcasters, agencies and advertisers

from all parts of Canada, but partic-

ularly Toronto, which has unofficial-

ly taken on the title of the Domin-
ion's "Advertising Capital."

The 600 guests mulled about,

sipped champagne like it was water.

The commercial came later. During
the festivities, each guest was, in the

unobtrusive fm manner, handed a

slick 88-page presentation kit packed
with market facts, promotion sam-

ples, proofs of station ads, client suc-

cess stories, a program log, synopses

of top programs, and a 10-page re-

port on audience attitudes and char-

acteristics prepared for CHFI-FM by

Canadian Facts Limited, Toronto
research group.

CHFI-FM's comprehensive and

imaginative approach to promotion

is relatively new. No "Johnny-come-

lately" outlet, the station has been

broadcasting for five years. Although

always known as an aggressive sta-

tion, CHFI-FM took on its new look

eight months ago when it was pur-

chased by entrepeneur partners well

steeped in broadcasting history.

The two men, Joel Aldred and

E. S. (Ted) Rogers, neither of whom
was formerly associated with fm,

have taken to the business like clucks

to water. Their aspirations are high:

the) wani topul fm on the map, and

pul their station on the map with it.

At the same time, they want to make
money. And they are operating on
the old bank-spun philosophy that

"you have to spend money to make
it."

Their advertising and promotion

budget for 1961 is $100,000.

Here is how ihe\ plan to spend it:

• painted outdoor bulletins in

I oronto and Hamilton;

• offer of a Westinshouse fm-

only ladio to agency people at

$32 and listeners at $39.95.

set has CHFI-FM monogram;

full page coloi spreads in major

trade publications;

a 30,000-line advertising cam

paign in the lour Toronto and
Hamilton dailies;

semi-permanent displays in the

ladio and television departments

of two Toronto department

stores;

prestige ads in theatre programs

of four popular Toronto

theatres;

• car stickers, showcards and win-

dow streamers in high fidelity

showrooms in Toronto and

Hamilton;

• distribution of a stereo listeners'

slide-rule thai explains how to

set up loudspeakers for best

listening according to room size;

• remote broadcasts from major

events.

Such a brand ol promotion and

enthusiasm is a reflection of the

mushrooming fm industry in Can-

ada. Traditionally behind the U. S.

in all phases of broadcasting, and

particularly in television, the fm po-

tential has caught the imagination

not only of broadcasters, but of hard-

headed business men.

Fm partners, E. S. (Ted) Rogers (I) and Joel Aldred bought CHFIIFM last fall, immediately

expanded programing, dropped background music. In April they boosted power to 210,000 watts.
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Ted Rogers, the younger of the

partners, has more of the qualities

of the latter. No stranger to broad-

casting, however, Rogers learned the

business a! home from his engineer

lather who developed the first AC
radio tube.

This contribution to broadcast

electronics by the elder Rogers, in

1925, made it possible, lor the first

time, to transmit and receive by elec-

tric instead of battery power.

Rogers' business acumen is sharp-

ly matched by the experience of part-

ner Aldred, who has been active in

the Toronto radio circuit for years.

Aldred at one time delivered net-

work programs and commercials for

General Motors Corp., more recently

has appeared on the Dinah Shore

Show.

When the two men took over

CHFI-FM under the aegis of Aldred

Rogers Ltd., one of their first steps

was to announce their intention to

drop the operation of supplying

background music to various super-

markets. "We are doing this so we
can devote 100 percent of our efforts

to enlarging and improving our new
fm radio plans," commented Rogers

at the time.

To improve the quality music pol-

icy of the station, the partners have

strengthened and diversified pro-

graming. They have already added

these new features to the program-

ing:

• a contract with the Phila-

delphia Orchestra for rights to

rebroadcast concerts the week
the touring orchestra appears

in Toronto;

• arrangements with Walter

Susskind, conductor of the To-
ronto Symphony Orchestra, to

preside over the Walter Suss-

kind Concert Hour, a program
of light and familiar classical

music;

• employment of a full-time

newscaster, Carry Henderson,

who twice nightly delivers a 10-

minute news interpretation pro-

gram;

• presentation of a half-hour

program, Saturday and Sunday,

which features a 19-year-old

Hungarian girl-wonder who
speaks five languages, plays and
discusses music representative of

lllllllllllllllllllllllllllllllllllllllllllllllllllll^

Occupation of CHFI-FM listeners

CHFI-FM* ALL TORONTO"

Profsssionsl ?1 %L- 1 /O ft /.

owners, uusiness executives £<t7o 14%

Sales 14% 8%

Office and other white collar 10% 14%

Skilled labor 20% 30%

Unskilled labor 4% 12%

Widows, spinsters 4% 4%

Miscellaneous (unemployed, students, etc.) 2% 2%

= 'Canadian Facts. April 1961 fm report.

W "Canadian Facts—block probability of Toronto. Fall 1960.

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

Fm listening habits in Toronto

Early morning (Before 9:00 a.m.) 11.8%

Mornings (9:00-12:00 p.m.) 22.8%

Early afternoons (12:00 -3:00 p.m.) 14.4%

Late afternoons (3:00 - 6:00 p.m.) 21.4%

Early Evenings (6:00 - 9-.00 p.m.) 47.8%

Late evenings (9:00 - 12:00 a.m.) 26.2%

Week-ends 4.8%

Various times 18.2%

•Elliott-Haynes survey of fm radio homes in Toronto, February 1961.

various ethnic groups from

around the world.

The station's commercial policy

follows closely the direction taken

by the majority of fm broadcasters.

No more than four commercials are

permitted within an hour. Accord-

ing to Rogers, station consistency in

broadcasting a limited number of

high class commercials has been the

secret to CHFl-FM's success. "Spon-

sors are discovering the effectiveness

of this. Listeners are reacting strong-

ly in favor of this type of advertis-

ing," says Rogers.

"Fm high fidelity broadcasting,"

he continues, "is a unique approach

to an adult group with money to

spend and the intelligence to de-

mand high quality goods. Fm, with

a large and growing audience, is

proving to be a vehicle for merchan-

dising to this large middle and upper

income group.

Not only does CHFf-FM talk

about the growing fm audience, but

it has facts in hand to prove it.

Rogers refers to the Sales Manage-
ment Survey of Buying Power, July

10, 1960, which tabulates the im-

mediate fm market available for

Toronto stations at over 300,000 Ca-

nadian and U. S. fm homes—about

equally divided between Ontario and

American border states. A Pulse fnc.

survey made in September 1959

shows that present fm homes within

the CHFf-FM signal stand at 136,470

in Ontario, with another 206,430 in

the U. S. border states.

Convinced that the public is

swinging strongly to fm, Rogers and

Aldred have coined a motto which

serves all fm broadcasters: "Quality

audience through a quality medium
to quality accounts."
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Young & Rubicam:
pace-setter
in fm research

^) \ l oJ the most insistent demands
for quantitative ;^ well as qualita-

tive I in i csc.n ( h lias i ome 1 1 oin

Young & Rubicam, New York. Bui

Y&R, unlike main agencies which

i aise a hue ami ( i \ foi more Em in-

formation but w ho make no attempt

to share the research load, has done

something about it.

It's spent considerable money and

time to research the nature and di-

mension of fm—its receiver owner-

ship, audience characteristics, listen-

ing frequency. Presented to the in-

dustry by Dr. Frank Mayans, vice

president and associate director of

research, the fm stud) is one of the

rare attempts to bring light to the

shadowy subject of frequency modu-
lation broadcasting.

His major conclusion:

"Fm is a medium with the fine

capability of reaching a prime mar-
ket." But this conclusion and that

of the agency's media and research

people is based on fact rather than

guesswork. That was the purpose
of the study. The project, he said,

confirmed "what we had suspected."

Bui "we think such studies change
supposition to fact, and assign quan-
tities where none existed before."

Details of the study appear in two
pages of charts with this article.

The fm research is needed—by
agencies and advertisers and by the

medium itself. "No two media are

alike and interchangeable," says

Mayans. "Each has its own values.

How is fm to be used propeih il we
don't measure, rather than guess,

what these dimensions are?"

Media allocation "can be a devil-

ishly complicated business, and we'll

need more and better research to

keep up with the pace." His recom-

mendation, and that of every agency

man interested in fm: that individ-

ual fm stations make a local move in

this same kind of national research

direction.

Some first steps in this direction:

1. Talk to your prospects

—

whether local, regional or national

—and make careful note of what an-

swers you DON'T have when they

ask for information.

2. Try to figure out an authori-

tative but inexpensive way to at

least BEGIN providing some of this

material.

i viil|i;i:

SUMMARY OF FM OWNERSHIP
Young ir Rubicam traces bold patterns in which fm receiver ownership

shows up as HIGHER contrasted with LOWER.

HIGHER

North central

Metro

High income

Home owners

Non-farm

Tv owners

Non-white

College

LOWER

Large cities—small cities

Average size families

Higher prestige occupations

Middle age groups

West

Non-metro

Medium cities

Low income

Small and large families

Renters

Farm

Non-tv owners

White

Lower prestige occupations

Younger and older adults

Grammar school

w
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ALMOST 3 IN 10 RADIO HOMES ARE FM-EQUIPPED.

Am only—87% Am-fm—24% Fm—4%

(no report or radio not in working order, 3%)

FM OWNERS ACCOUNT FOR FAR MORE LISTENING THAN AM HOMES.

Fm owners All radio owners

Listened in past week 40% 11%

Yesterday 20 5

Day before 7

Remainder 13 4

(But 59% of the fm owners said they had not tuned in the previous week and

17% of the group of all radio owners had not. One percent of the latter "didn't

know.")

1 IN 10 PEOPLE TUNE TO FM MORE THAN 4V2 HOURS DAILY.

Of those who own and listen to fm during the previous day,

19% spent less than 30 minutes with fm

30% from 30 minutes to IV2 hours

21% from \y2-2y2 hours

11% from 2V2-IV2 hours

9% from 3V2-W2 hours

10% more than 4V2 hours

FM OWNERSHIP IS HIGHEST IN THE SOUTH AND NORTH CENTRAL.

West South North central East

Total radio 15% 29% 31% 25%

Am only 16 28 30 26

Fm or am-fm 12 30 34 24

FM SETS IN CITIES OUTNUMBER THOSE IN NON-METRO AREAS.

Metro Non-metro

Am only 57% 43%

Am-fm or fm 67 33

g (Note: Respondents to YirR survey are female homemakers.)
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FM OWNERSHIP IS HIGHEST IN HIGH-INCOME HOMES.

Weekly salary

Under $70 $70-$99 $100-$139 $140 and over

Am onlv 22% 19% 25% 25%

Fm or am-fm 9 21 18 41

FM OWNERSHIP VARIES BY FAMILY SIZE.

Number of

1-2 3

persons

4 5 6 or more

Total 33% 20% 19% 13% 15%

Only am 33 20 18 13 16

Fm or am-fm 31 21 22 13 13

Own home Rent

MOST FM OWNERS OWN THEIR HOMES.

Classification

NR* Farm Non-farm NR* Own tv No tv White Non-white NR

Total 70% 30% 14% 86% 91% 9% 92% 7%

Only am 68 32 14 85 89 11 94

Fm or am-fm

•No report.

74 25 11 89 95 91

FM OWNERSHIP VARIES WIDELY BY PROFESSION.

Prop., mgr TYPE
Prof., officials Clericc

semi-prof. (non-farm) sales

OF WORK
1, Craftsmen,

foremen
Oper.,
assoc.

All

others

Total 9% 13% 13°o 20% 14% 31%

Only am 8 12 13 20 15 32

Fm or am-fm 14 17 11 20 13 25

FM OWNERSHIP PEAKS WITH 35-YEAR-OLD CLASS.

Under 25 years

Age
25-34 35-44 45-54 55 and over

Total 8% 24% 26% 20% 22%

Only am 10 24 25 18 23

Fm or am-fm 4 24 30 23 19

FM IS CONCENTRATED AMONG THE BETTER-EDUCATED.

Grammar school
or none High school College No report

Total 29% 55% 16%

Only am 32 56 12

Fm or am-fm 22 52 25

(Note: Respondents to YirR survey are female homemakers.)
iiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiuiiii
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FM HIGHLIGHTS

25% own air conditioners 67% own two cars

20% own dishwashers 20% own foreign or sports cars

28% own clothes dryers

COMMUNITY CONCERT
The success of a campaign to raise

money for a community concert pro-

gram in Pampa, Tex., was attrib

uted directly to announcements on
WBMF-FM Pampa. The member-
ship goal to support the program
was increased from 800 to 1200 this

year. But after 15 announcements
on WBMF-FM in the space of five

days, the concert committee was
forced to turn down 78 applicants

who wrote in after the quota was
filled.

PHONOGRAPH RECORDS
A total of $5,000 worth of records

was sold by Madrona Records, one
of the largest retailers in Portland,

Ore., in a five-day period as a result

of commercials aired on KEX-FM.
The company used no other media,
restricting its advertising to four

spots a day over KEX-FM.

SAIL-MAKER
Charles Ulmer, a sail-maker in City

Island, N. Y., has purchased time on
a 45-minute boating program on
WLIR Garden City for the second
straight year.

Ulmer decided to buy again on
the theory that high-priced merchan-
dise sells better on fm. The pro-

gram is Wet Pants, which broadcasts

results of local sailboat races on
Long Island and the south shore

waters.

HOMES
Another advertiser who used fm to

push an expensive item scored a suc-

cess after a week-end schedule of

spots over KRBE-FM Houston. The
item: a home priced at $75,000.

FM PROGRAMING
Many fm stations throughout the

country are adding or increasing

their live programing to stimulate

listenership. In Detroit, WDTM-
FM has moved its microphone into

the Cafe Galerie, a well-known club

for folk music, for a one-hour week-
ly program.

Continued on next page

32% earn over $10,000 per year

63% earn over $7,000 per year

Fm stations are slowly responding

to the often repeated criticism that

they don't supply advertisers with

enough information about their

listening audience. With the aid of

cartoon drawings, the results of a

recent survey in southern California

was published in the FM and Fine

Arts Guide with a view toward

catching the eye of prospective ad-

vertisers.

The cartoons portray the average

southern California listener, his

earnings and buying preferences. Ac-

cording to the study, commissioned

by the Fm Broadcasters' Assn., the

82% collect records

43% collect tapes

major portion of the audience is

composed of engineers, business ex-

ecutives and professional men in the

higher income brackets. Of the total

audience, 63 per cent earn over

$7,000 per year and 32 per cent over

$10,000.

The average listener likes to in-

dulge in high-priced items, includ-

ing air conditioners, dishwashers,

clothes dryers, tape recorders, hi-fi

equipment, airplane flights and cars

(67 per cent own more than one car).

In addition, almost half said they in-

tend to purchase an fm car radio to

supplement their home listening.
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FM

In response* to the growing popu-

larity of folk music, the station ex-

panded its halt-hour Conversations

in Folk Mush to the lull-hour live

show, now called All Ovet Thii

World. In Salina, Kans., KAFM has

signed a contract to broadcast the

Kansas University football games in

the fall. KAI M will be the only sta-

tion in central Kansas to carr) ihc-

entire sc hedule oi k. U. games.

in an effort to add greatei variety

to its programing, KING-FM Seattle

has initiated a new schedule of pro-

grams during the station's eight

hours of independent broadcasting

from I p.m. to midnight.

Drawn I nun sources which in-

clude the BBC, the National Broad-

casting Co., the CBC and the Broad-

casting Foundation of America, the

schedule will feature drama, corned}

and discussion programs in addition

to music ranging from opera to jazz.

Among the news shows are World
Theatre, a two-hour drama program
featuring England's leading actors;

The Goon Shoiv, starring British

movie star Peter Sellers in a half-

hour comedy show, and Internation-

al Book Review and Literary Re-

port, a discussion program which fo-

cuses on the world of books.

A station in southern California

which has taken the trend toward

specialization seriously is KHOF-
FM. Unique in the field, the station

broadcasts 18 hours of sacred music

daily. KHOF-FM uses pipe organs,

orchestras, choral groups and solo-

ists on records, tapes and live spots.

According to a station spokesman,

specialized fm is a hit with "the bet-

ter families" of the Southern Cali-

fornia market. The station cites a

survey commissioned by BBDO
which claims that 82 percent of the

fm listeners in the area are college

graduates and 86 percent are earn-

ing more than $5,000 per year.

FM PROMOTION
A station in Baltimore found that

participation in community projects

can be an effective method of in-

to

( i easing its audieni e. I he slat ion,

W I'M \l I \l set up ,i booth .ii ill'
1

city's "Green Thumb Show." On
hand to answer both gardening and
fm questions was Richard de Lano,

assistant county agent and host ol

t he station's Gardening News and
Notes, a five-minute program heard
six times a week.

The booth attracted excellent re

sponse, according to the station, and
was "positive proof that public serv-

ice programs and promotions need
not be dull and barren."

FM INDUSTRY

The best method of reproducing

music loi lm broach asting is through

the utilization of magnetic tape, a<

cording to W'MKF-FM Milwaukee.

Since December, the station has

broadcast exclusively with stereo

magnetic tape. The purpose: to

provide completely noise-free music,

WMKE-FM claims to be the first

station to broadcast completely with

magnetic tape.

AN FM PRIMER: HOW TO EDUCATE ADVERTISERS
Selling fm is sometimes a matter of educating the prospective

advertiser. Using this theory as a starting point, WHIO-FM Dayton

has prepared a booklet that acquaints the client with the medium of

frequency modulation. The booklet then soft sells its way into the

reasons sponsors should advertise on WHIO. Using a readable, un-

cluttered format with an attractive cover that underlines the sta-

tion's policy toward quality programing, the booklet guides the

reader through information on WHIO's audience and coverage.

Letters, surveys and success stories are used to sell the station to

advertisers. The booklet further explains WHIO's policies toward

programing and commercials. The sum total is an example of how

an fm station can sell itself by providing clients with an overall pic-

ture of fm, and an analysis of the station's coverage.

IllllllIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIl
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FM STATION KEY
The statistical ami factual data contained in lln- -innniaiv an- taken

from reports submitted to us by fin station-. They are believed b\ u«

to be accurate and reliable. \n\ questions for further information

should be directed to the individual station. This issue of I . S. I M in-

cludes returns from U50 fin stations. The Fm station key will be aug-

mented each month as new or additional information is reported by

fm operations. See box below for abbreviation*. Stations not listed are

asked to send in the same information which appears below.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

graming; where there is an am affiliate, Sep.—refers to the fm being separately pro-

gramed and dup. refers to the fm station duplicating the am programing; el—
classical; con—concert; op—opero; s-c/—semi-classical; pop—popular; st—standards;

shw—show; flk—folic; ;z— jazz; nws—news; wthr—weather; dr—drama; intvw—inter-

view; cmtry—commentary; re/—religious; sprts—sports; educ—educational program-

ing; disn—discussion.

STEREO ON THE MOVE

Another Em station to recently join

the ranks of the lew to broadcast in

Stereo: KLSN Seattle. Cortlandl T.

Clark, vice president and general

manager, reports that KLSN began

stereophonic broadcasting at 8:23

a.m., Pacific daylight time, July 11.

In San Francisco, another move

into stereo gives fm stations west ol

the Mississippi River a slight edge

over their eastern brothers. KPEN
(FM) San Francisco announces that

it will begin regular stereo multi-

plex broadcasts during the first week

in August.

Say KPEN Managers James Gab-

bert and Gary Gielow: "We plan

from the start to broadcast between

40 and 50 hours each week in stereo.

We'll be on the air six hours, Mon-

day through Friday, with an in-

creased schedule on weekends. We
intend to offer a great variety of

stereophonic program fare."

The station further reports that

two-thirds of all stereo program time

is sold to sponsors. Hi-fi dealers in

the area report that the demand for

multiplex adapters and receivers far

exceeds the current supply, accord-

ing to station spokesmen. "While

the number of adapters now in the

area is in the hundreds," say Gab-

bert and Gielow, "we look forward

to well over 25,000 multiplex re-

ceivers in our coverage area by the

end of the year."

It has been reported that many fm
stations which now broadcast mono-

phonically are experimenting with

stereophonic equipment after mid-

night. These and other stereo-mind-

ed fm stations are still broadcasting

at various times in the new sound

dimension in cooperation with an-

other station.

WNBF-FM Binghamton reports

that it will broadcast live in stereo

series of four concerts by the Wal-

lenberg String Quartet. The con-

certs will originate from sister sta-

tion WNBF-TV's studios, before a

live audience.

According to the station, the stu-

dio audience will hear the concerts

in a specially designed drawing

room setting. The broadcasts are

scheduled for four Sunday after-

noon concerts from 4 to 5 p.m. The
broadcasts are sponsored by L. F.

Hamlin Inc., operators of Hamlin's

Red Cross Drug Stores.
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ALABAMA
Albertville

WAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Prog. (Dup.): Pop, nws, wthr, sprts

Birmingham

WAPI-FM (Am: WAPI)
National Rep.: Henry I. Christal

Counties: 47; ERP: 72,000 w
Prog. (Dup.)

WCRT-FM (Am: WCRT)
National Rep.: Weed
Counties: 42; ERP: 48,800 w
Prog. (Sep.): CI, s-cl, st, shw

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23,000 w
Prog. (Dup.)

WSFM
National Rep.: Walker-Rawalt

ERP: 20,000 w

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 kw

Prog. (Sep.): St, pop, shw, cl, sprts

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ALASKA
Anchorage

KTVA-FM (Tv: KTVA)
ERP: 750 w
Prog.: Cl, con, op, s-cl, shw

ARIZONA
Tucson

KFMM
National Rep.: Good Music Broadcasters

Counties: 3; ERP: 7,200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS
Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, w+hr. con

Little Rock

KMMK
Counties: 52; ERP: 31,000 w
Prog.: Music

Osceola

KOSE-FM (Am: KOSE)
Counties: 12; ERP: 2,200 w
Prog. (Sep.): Cl, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con. por

CALIFORNIA
Alameda

KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rawalt

Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Cl, con, s-cl, op, shw

El Cojon

KUFM
Counties: I; ERP: 3.5 lew

Prog.: Cl. con, op, s-cl, nws



FM STATION KEY (Continued)

Fresno

KRFM (Am: KFRE)

Counties: 12; ERP: 70,000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendale

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flit, shw

Los Angeles

KBIQ (Am: KBISJ

National Rep.: Weed
Counties: 7; ERP: 1 10,600 w
Market Pen.: 48.9% (Pulse 6/59)

Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations

Counties: 3; 58 kw
Market Pen.: 31.3% (Polirr I960)

Prog.: CI, con, op, nws, jz

KHOF-FM
Counties: 8; ERP: 100,000 w
Prog.: Rel, nws, wthr, dr, intvw.

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

KNOB
National Rep.: Modern Media Fm Sale

Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)

Prog.: jz

Hii»fiiiuuitriiiiuiiiiiitfitnHmnimtttittniirnin»ftiiHiiiiniiiiiiMiinitiii uiiimiiimimmt|amniia

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,117" homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

"Pulse, Inc., June, I960
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KPOL-FM (Am: KPOL)
National Rep.: Paul H. Raymer
Counties: 3; ERP: 38 kw
Market Pen.: 48.9% (Pulse)

Prog. (Dup.): S-cl, shw, st, nws

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, *t

Riverside

KDUO
National Rep.: Good Music Broadcaster

Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)

Prog.: S-cl, cl, con, op, rel

KPU
ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: I 1,000 w
Prog. (Sep.): St, pop, cl, con, shw

KHIQ
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
Prog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt

Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.

ERP: 60,000 w

KXRO
National Rep.: W. S. Grant
Counties: II; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl, con, op

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, shw, nws

KFMX
National Rep.: Heritage Stations

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: Cl, con, op, jz

KFSD-FM (Am: KFSD)
National Rep.: OXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): Cl, con, s-cl, st, op

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, pop, s-cl, cl, shw

Kin
Counties: I; ERP: 56,000 w
National Rep.: Walker-Rawalt

Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: OXR Network

ERP: 100 kw

Prog.: Cl, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, con, op, jz

KDFC
National Rep.: Walker-Rawalt
ERP: 33,000 w

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w
Prog. (Dup.): S-cl, st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120.000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw

Prog.: Cl, s-cl, op, flk, cmtry

KSJO
Counties: 16; ERP: 1,500 w
Prog.: St, shw, s-cl, con

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw

Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt

Counties: 3; ERP: 18 kw
Prog.: Educ, op, shw, st, con

COLORADO
Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)

Prog.: Cl, con, s-cl, st, nws, shw, Jz, wthr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Stations

Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)

Prog. (Sep.): Cl, con, op, s-cl, iz

KOA-FM (Am: KOA)
National Rep.: Christal

ERP: 57,000 w
Prog. (Dup.)
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FM STATION KEY (Continued)

Grand Junction

KREX-FM (Am: KREX)

Counties: 5; ERP: 3 lew

Market Pen.: 29% (Pulse 1961)

Prog. (Sep.): CI, con, op, st, jz

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media

ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)

Prog. (Dup.): Shw, con, st, s-cl. jz

CONNECTICUT
Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw

Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, ji, cl

Fairfield

WJZZ
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network

Counties: 7; ERP: 6.8 kw
Prog.: CI, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)

Prog.: CI, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw

Prog.: CI, con, op, s-cl, shw

Meriden

WBMI
ERP.: 20,000 w
Prog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w
Prog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney

Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE
Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker
Counties: 21; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): Cl, s-cl, pop, shw, nws

WJBR
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

Prog.: S-cl, st, nws, cl, wthr

DISTRICT OF COLUMBIA
WASH (Am: WDON)
National Rep.: QXR Network

Counties: 37; ERP: 15,000 w
Market Pen.: 41% (Pulse 12/56)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WFAN
National Rep.: United Broadcastinq

ERP: 20,000 w
Prog.: Latin American music

WGAY (Am: WQMR)
National Rep.: Spot Time Sales

ERP: 20,000 w
Prog. (Dup., Sep.): S-cl, st, shw, nws, wthr

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel

Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, s-cl, nws

WJMD
ERP: 20,000 w
Prog.: S-cl, shw, con, nws, wthr

WMAL-FM (Am: WMAL)
National Rep.: Heritage Stations

Counties: 27; ERP: 27,000 w
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WTOP-FM (Am: WTOP)
National Rep.: CBS Spot Sales

ERP: 20 kw

Prog.: S-cl, st, cl, pop, nws

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 kw

Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA
Coral Gables

WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw

Prog. (Dup.): Con, s-cl, nws, cl, wthr

Fort Lauderdale

WFLM
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 3; ERP: 3,500 w
Prog.: St, cl, s-cl, shw, op
WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, jz

Fort Pierce

WARN-FM (Am: WARN)
National Rep.: Continental

Counties: 4; ERP: 1,300 w
Prog.: Con, pop, jz, nws

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)

Prog. (Sep.): Op. st, con, shw, cl

Miami

WWPB
National Rep.: QXR Network
Counties: 5; ERP: 9, 200 w
Prog.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM (Am: WMET)
Counties: 4; ERP: 13,000 w
Prog. (Dup.): Pop, st, shw, jz, nws

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollinqbery
Counties: 9; ERP: 59,000 w
Proq. (Sep.): Cl, con,* s-cl, st, jz, nw», wth.

Pcnsacola

WPEX
National Rep.: Good Music Broadcasters

Western FM Sales

Counties: 5; ERP: 2,500 w
Prog.: Cl, s-cl. st, shw, jz

Sarastota

WYAK
National Rep.: George Hopewell
Counties: 9; ERP: 2,750 w
Prog.: Pop, st, shw, s-cl, cl

Tampa
WDAE-FM (Am: WDAE)
National Rep.: Katz

Counties: 16; ERP: 65,000 w
Prog. (Dup.): St, shw, flk, con

WFLA-FM (Am: WFLA)
National Rep.: John Blair

Counties: 34 ERP: 46,000 w
WPKM
National Rep.: Good Music Broadcasters
Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA
Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta
WGKA-FM (Am: WGKA)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 9.4 kw
Prog. (Sep.): Cl, s-cl, shw, op, flk

WKLS
National Rep.: Walker-Rawalt
Counties: 34; ERP: 6,400 w
prog.: S-cl, st, shw wthr

WPLO-FM (Am: WPLO)
National Rep.: Heritage Stations

Counties: 82

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49,000 w
Prog. (Dup. & Sep.): Pop, st, nws, wthr, intvw

Augusta
WAUG-FM (Am: WAUG)
ERP: 9,000 w
Prog. (Sep.): Cl, s-cl, pop

WBBQ-FM (Am: WBBOJ
National Rep.: Everett McKinney
Counties: 31; ERP: 19,300 w
Prog. (Dup., Sep.): St, pop, nws, sports, intvw

Columbus
WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 kw
Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark
Counties: II; ERP: 300 w
Prog. (Dup.): Pop, nws

LaGrange
WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: 8; ERP: 2.3 kw

Prog. (Sep.): St, nws, sprts, shw, wthr

Marietta
WBIE-FM (Am: WBIE)
Counties: 21; ERP: 3.5 kw

Prog. (Dup.): Pop, st, shw, sprts, nws
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Newnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: II; ERP: 330 w
Prog, (dup.): Nws. wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 lew

Prog. (Dup.)

Toccoa

WLET-FM (Am: WLET)
National Rep.: Thomas F. Clark

Counties: 10; ERP: 730 w
Prog. (Dup.): Nws, st, sprts

IDAHO
Boise

KBOI-FM (Am: KBOI)
Counties: 17; ERP: 17.5 kw

Prog. I Dup.)

Lewiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS
Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr. sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: II; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, ji

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, ji, st, haw-^iian

WDHF
Counties: 9; ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Pop, shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw. jz, nws

WFMT
Counties: 38; ERP: 29.500 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: CI, op, dr, nws. intvw

WJJD-FM (Am: WJJD)
National Rep.: Heritage Stations

Counties: 141

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw, 9ws, wthr

WNIB
Counties: 10; ERP: 1 1 kw
Market Pen.: 42.4% (Pulse)

Prog.: CI, con, ji, op, shw

(FOR ABBREVIATIONS, SEE BOX, P. 11

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): CI, flk, jz, dr. nws

WXFM
ERP: 32,000 w
Prog.: CI, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl, cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, nws

Evonston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBO-FM (Am: WEBO)
Counties: II; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 kw

Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Joliet

WJOL-FM (Am: WJOL)
National Rep.: Pearson

Counties: 7; ERP: 1,000 w
Prog. (Sep.): St, nws, pop, s-cl, cl

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mottoon

WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23,000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 kw

Prog.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st, nw

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 kw
Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 lew

Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Sep.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA
Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw
Prog. (Dup.): St, nws. flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-cl

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw
Prog. (Dup.)

Evansville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw
Prog. (Dup.): St, shw, s-cl, con, cl

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw
Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, s-cl, cl, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24.000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion

WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith

Counties: 27; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprt«

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw
Prog. (Sep.): Programatic

Richmond

WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney
Counties: 20; ERP: 23 000 w
Prog. (Sep.): Pop, s-cl
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WGLM
Counties: 23; ERP: 32,000 w
Prog.: CI, con, s-cl, st, jz

Terrc Haute

WTHI-FM (Am: WTHI)
National Rep.: Boiling

Counties: 20; ERP: 7,400 w
Prog. (Sep.): CI, con, op, s-cl, pop

Warsaw

WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): CI, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA
Des Moines

KDMI
ERP: 115,000 w
Prog.: Rel, sacred, nws, wthr, cl

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw
Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

Sioux City

KDVR
Counties: II; ERP: 3,000 w
Prog.: CI, s-cl, jz, nws, wthr

KANSAS
Salinas

KAFM
Counties: 9; ERP: 3.6 lew

Prog.: CI, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Heritage
Counties: I; ERP: 3,200
Prog. (Sep.): CI, con, op, nws, jz

Wichita

KFH-FM
Counties: 12; ERP: 10.6 Itw

Prog. (Dup.)

KENTUCKY
Hopkinsville

WKOF (Am: WKOA)
Counties: 10; ERP: 3.73 Itw

Prog. (Sep.): Pop, st, shws, nws, sprts

Louisville

WLVL
National Rep.: Walker-Rawalt
Counties: 16; ERP: 35.000 w
Prog.: CI, pop, s-cl, shw, flit

Mayfield

WNGO-FM (Am: WNGO)
Counties: 5; ERP: 600 w
Prog. (Dup.): Pop, st, nws, wthr, sprts

(FOR ABBREVIATIONS, SEE BOX, P. 11)

Owcnsboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney

Counties: 14

Prog. (Dup.): CI, con, op, nws, sprtj

Paducah
WKYB-FM (Am: WKYB)
National Rep.: Boiling

Counties: 40; ERP: 32,000 w
Prog.: S-cl, pop, st, nws

LOUISIANA
Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): CI, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters
Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con

Shreveport

KBCL-FM (Am: KBCL)
National Rep.: George T. Hopewell
Counties: 9; ERP: 3.6 kw
Prog.: (Sep., nights): Cl, con, s-cl, st

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog (Dup.): Pop, flk, nws, sprts, wthr

MAINE
Augusta

WFAU-FM (Am: WFAU)
National Rep.: Devney/Daren F. McGavren
Counties: 10; ERP: 4,845 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Bangor

WABI-FM (Am: WABI)
National Rep.: George P. Hollingbery

Counties: 7; ERP; 6,100 w
Prog. (Sep. nights): St, cl, shw, con, nws

Caribou

WFST-FM (Am: WFST)
National Rep.: Devney O'Connell and
Daren F. McGavren
Counties: 2; ERP: 250 w
Prog. (Dup.): Shw, st, s-cl, con, nws

Lewiston

WCOU-FM (Am: WCOU)
National Rep.: Devney-O'Connell
Counties: 8; ERP: 13,800 w
Prog. (Sep. nights): Cl, shw, con, s-cl, op

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw
Prog.: Cl, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w

Prog. (Sep.): Programatic

MARYLAND
Annapolis

WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

NOW!

Subscribe to

U.S. FM and

U.S. RADIO
only $5 for both
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(FOR ABBREVIATIONS, SEE BOX, P. 11)

FM STATION KEY (Continued)

Baltimore

WBAL-FM (Am: WBAL)
National Rep.: Spot Time Sales

Counties: 33; ERP: 20.000 w
Prog. (Sep.): CI, s-cl, shw, flic, jz

WCAO-FM (Am: WCAO)
National Rep.: Heritage Stations

Counties: 23

WFMM
National Rep.: Walker-Rawalt
Counties: 30; ERP: 20,000 w
Prog.: S-cl, st. flic, el, op

WITH-FM (Am: WITH)
National Rep.: QXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Prog.: CI, s-cl, st, nws. wthr

Havre De Grace

WASA-FM (Am: WASA)
Counties: 5; ERP: 3,000 w
Prog. (Dup. days, sep. nights): St, pop, shw,

nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop, nws, wthr

MASSACHUSETTS
Boston

WBCN
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: CI, con, s-cl, op, shw

WBOS-FM (Am: WBOS)
National Rep.: Weed
Counties: 7; ERP: 15 kw
Market Pen.: 50.1% (Pulse 1959)

Prog. (Dup.): St, nws, con, cl, flk

WCOP-FM (Am: WCOP)
National Rep.: Heritage Stations

Counties: 12

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw
Prog. (Dup.): Pop, st, nws, sprts, wthr

WUPY
Counties: 25
Market Pen.: 61.5% (Pulse I960)

Prog.: Jz, nws, sprts, wthr, educ

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shv
,
nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

Fitchburg

WFGM-FM (Am: WFGM)
ERP: 20,000 w
Prog. (Dup. /Sep.)

Plymouth

WPLM-FM (Am: WPLM)
National Rep.: Breen-Ward
ERP: 20,000 w
Prog. (Dup.): Con, s-cl, nws, wthr, sprts

Springfield

WMAS-FM (Am: WMAS)
National Rep.: Boiling

Counties: 3; ERP: 1.35 kw
Prog. (Dup.): Pop, st, nws, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: QXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN
Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollingbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WDTM
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flk, shw

WJR-FM (Am: WJR)
National Rep.: Christal

Counties: 6; ERP: 24,000 w
Prog.: Cl, con, nws, st

WLDM
National Rep.: Walker-Rawalt

Counties: 27; ERP 165,000 w
Prog.: St, shw, s-cl, cl, con

WMUZ
Counties: 8; ERP: 1 15,000 w
Prog.: Sacred music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
Counties: 20; ERP: 61,000 w
Prog.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ)
National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50,000 w
Prog. (Dup.): Nws, pop, st. con, s-cl

East Lansing

WSWM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 30,000 w
Prog.: S-cl, cl, nws, shw, jz

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel

Counties: 32; ERP: I 15,000 w
Prog. (Sep. after 7pm)

WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney

Counties: 7; ERP: 1750 w
Prog. (Sep. and Dup.): Cl, con, s-cl, poo st

Holland

WJBL-FM (Am: WJBL)
National Rep.: Walker-Rawalt
Counties: 23; ERP: 37,000 w
Prog. (Sep.)

Inkster

WCHD (Am: WCHB)
National Rep.: Bob Dore
Counties: 6; ERP: 34,000 w
Prog. (Sep.): Cl, s-cl, pop, st, tlk

Kalamazoo
WMCR
Counties: 15; ERP: 36 kw
Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw

Prog. (Sep.): St. disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney

Counties: 6; ERP: 1,700 w
Prog. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog. (Dup.): Pop, nws

MINNESOTA
Brainerd

KLIZ-FM (Am: KLIZ)

National Rep.: Walker-Rawalt

Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl, st, nws, cl, sprts

Minneapolis

KWFM
National Rep.:Walker-Rawalt, QXR Networl

ERP: 22.5 kw
Prog.: Cl, s-cl, jz, nws, st

WAYL
National Rep.: Thomas F. Clark Co.

Counties: 8; ERP: 10 kw

Prog.: St, shw, jz, flk, spoken word

WLOL-FM (Am: WLOL)
National Rep.: Heritage Stations

Counties: 5; ERP: 9.7 kw

Prog. (Sep.): Cl, con, op, s-cl, jz

WPBC-FM (Am: WPBC)
National Rep.: H-R
ERP: 5.4 kw
Prog. (Sep. nights): Cl, con, s-cl, st, shw

Saint Cloud

KFAM-FM (Am: KFAM)
National Rep.: John E. Pearson

Counties: II; ERP: 15,000 w
Prog. (Dup.): St, nws, wthr, sorts, disn

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 50 kw

Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w

Prog.: St, shw, pop, s-cl, cl

MISSOURI
Kansas City

KBEY-FM (Am: KBEY)
National Rep.: Avery-Knodel

ERP: 17 kw
Market Pen.: 39.3% (Conlan)

Prog. (Dup.): Op, s-cl, pop, st, shw

KCJC
National Rep.: Modern Media
ERP: 63 kw
Market Pen.: 39.3% (Conlan)

Prog.: Cl, s-cl, pop, st, shw
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FM STATION KEY (Continued)

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Market Pen.: 39.3% (Conlan)

Prog.: CI, s-cl, pop, st, shw

KCMO-FM (Am: KCMO)
National Rep.: Kati

Counties: 54; ERP: 65,000 w
Market Pen.: 39.3% (Conlan)
Prog.: CI, s-cl, pop, st, shw

KPRS (Cp applied for)

National Rep.: John Pearson

ERP: 18 kw

KXTR
National Rep.: Walker-Rawalt
Counties: 18; ERP: 58,200 w
Market Pen.: 39.3% (Conlan)
Prog.: CI, con, op, flk, jz

WDAF-FM (Am: WDAF)
National Rep.: Edward Petry

ERP: 35 kw
Market Pen.: 39.3% (Conlan)
Prog. (Dup.)

St. Louis

KADI (Am: KADY)
National Rep.: Broadcast Time Sales

ERP: 24,700 w
Prog. (Sep.): St, s-cl, shw, cl, nws

KCFM
Nat! onal Rep.: Walker-Rawalt
ERP: 96 kw

KMOX-FM (Am: KMOX)
National Rep.: CBS Spot Sales

Counties: 4; ERP: 47.3 kw
Prog. (Dup.)

KRFD-FM
Counties: 94; ERP: 97,400 w
Prog.: Jz, st, sprts, nws, intvw

KSTL-FM (Am: KSTL)
Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX
Counties: 14; ERP: 25.5 kw
Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman
ERP: 22 kw

Springfield

KTTS-FM (Am: KTTS)
National Rep.: Weed
ERP: 9.1 kw
Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA
Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMO
National Rep.: Walker-Rawalt
Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, jz, disn

Omaha

KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)
Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters
Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: Cl

Scottsbluff

KNEB-FM (Am: KNEB)
National Rep.: Hal Holman
Counties: 12; ERP: 6,900 w
Prog. (Sep.): Cl, con, s-cl, st, shw

NEVADA
Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY
Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

WJLK-FM (Am: WJLK)
Counties 3; ERP: 1,000 w
Prog. (Dup.): St, pop, nws, wthr, intvw

Bridgetx>n

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark
ERP: 15.2 kw
Prog. (Sep.): Cl, con, op, s-cl, pop, OXR

Dover

WDHA
Counties: 14; ERP: 675 w
Prog.: Cl, con, ©p. nws, wthr

Long Branch

WRLB
Counties: 12; ERP: I kw
Prog.: St, s-cl, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, iz

Red Bank

WFHA
ERP: 1.000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

NEW MEXICO
Albuquerque

KHFM
National Rep.: Modern Media Fm Sales

Counties: 6; ERP: 1,500 w
Prog.: Cl, con, s-cl, st, nws

Los Alamos

KRSN-FM (Am: KRSN)
National Rep.: Bob Dore (East)

Torbet, Allan & Crane (West)
Counties: 4; ERP: 4,600 w
Prog.: Cl, s-cl, op, dr, nws

NEW YORK
Babylon

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Bingham ton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 kw
Market Pen.: 17% (Pulse 1957)
Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw
Prog. (Sep.): Cl, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WBUF
Counties: 15; ERP: 100,000 w
Prog.: Music, rel, educ

WWOL-FM (Am: WWOL)
National Rep.: Heritage Stations

Counties: 2; ERP: 750 w
Market Pen.: 34.8% (I960 Pulse)

Prog. (Sep.): Cl, con, op, jz

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5.000 w
Prog. (Sep. nights): Disn, s-cl

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): Cl, educ, con. s-cl. shw

Garden City

WLIR
Counties: 4; ERP: 1,000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jz, nws

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllillllllllllllllllllll^

MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

1. An adult audience in the

age of accumulation.

2b An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^
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Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: I 000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts, educ

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell
Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nws, con. s-cl, wthr

New Rochelle

WVOX-FM (Am: WVOX)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 1,000 w
Prog. (Dup.): Shw, st, el, nws, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): CI, con, s-cl, shw, flk

WNCN
Market Pen.: 53.4% (Pulse 7/60)
Prog.: CI, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: I 1,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Dup.): CI, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed
ERP: 46,000 w
Prog. (Sep.): CI, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney
Counties: 9; ERP: 43,000 w
Prog. (Sep.): CI, con, op, wthr, educ

Patchogue

WALK-FM (Am: WALK)
National Rep.: Grant Webb
Counties: 20; ERP: 15,000 w
Prog'. (Sep. nights): St, s-cl, cl, shw, nws

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Dup.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla
Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

(FOR ABBREVIATIONS, SEE BOX, P. 11)

Rochester

WBBF-FM (Am: WBBF)
National Rep.: Blair

ERP: 27.4 kw

Prog. (Sep.): Cl

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, ji, rel,

disn

Syracuse

WDDS
ERP: 100,000 w
Prog.: Music, nws, rel, educ

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jz, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA
Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con, s-cl, shw, wthr

Durham
WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w
Prog. (Dup.): Cl, pop, st, shw, nws

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3.333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw

Prog.: S-cl, cl, st, rel, cmtry

Leaksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell
Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt
Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-cl, st

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw
Market Pen.: 27.2% (Pulse)

Prog. (Dup.): Cl, con, op

Rocky Mount

WFMA (Am: WCEC)
National Rep.: John Pearson
Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthr

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt
ERP: 15 kw
Prog. (Dup.): St, nws, wthr, rel, sprts

Sanford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

Statesville

WFMX (Am: WSIC)
National Rep.: Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st, shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): Cl, s-cl, st, shw, nws

OHIO
Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webb
Counties: 6; ERP: 1,000 w
Prog. (Dup.): Sprts, st, s-cl, con, jz

Canton

WCNO (Am: WCNS)
National Rep.: Frederick W. Smith

Counties: 28; ERP: 28,000 w
Prog. (Sep.): Pop, s-cl, st, shw, cl

WHBC-FM (Am: WHBC)
National Rep.: Venard, Rintoul & McConnell
ERP: 15,000 w
Prog. (Dup.): St, pop, s-cl, nws, sprts

Cincinnati

WAEF
National Rep.: Walker-Rawalt

Counties: 13; ERP: 4.8 kw

Market Pen.-: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15,500 w
Prog. (Sep.): Cl, s-cl, shw, con, st
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FM STATION KEY (Continued)

WSAI-FM (Am: WSAI)
National Rep.: Heritaqe Stations

Counties: 41; ERP: 14.7 kw

Market Pen.: 30.6% (Pulse I960)

Prog. (Sep.): CI, con, op, nws, iz

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 27 kw

Market Pen.: 33% (Pulse)

Prog. (Sep.): CI, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw

Prog.: Ji

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): CI, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.): St, shw, cl, con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katr

Counties: 5; ERP: 19 kw

Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt

Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): CI, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 26 kw

Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): CI, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnell
Counties: 33; ERP: 52 kw
Prog. (Sep.): Nws, s-cl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)
ERP: 20.000 w
Prog. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16; ERP: 24 kw
Prog. (Sep.): Quality music

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark
Counties: 20; ERP: 8,200 w
Prog. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr,

sprts

Middletown

WPFB-FM (Am: WPFB)
Prog.: (Sep.) Sprts, pop, st, nws, wthr

I FOR ABBREVIATIONS, SEE BOX, P. 11)

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Piqua

WPTW-FM (Am: WPTW)
Counties: 26; ERP: 35,600 w
Prog. (Sep.): St, shw, spts, wthr, nws

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConnell
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

Toledo

WMHE
Counties: 10; ERP: 10.000 w
Prog.: St, s-cl, shw, cl, con

WTOL-FM (Am: WTOL)
ERP: 50,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Youngsrown

WKBN-FM (Am: WKBN)
National Rep.: Paul H. Raymer
Counties: 22; ERP: 50 kw
Prog. (Dup.): Cl, s-cl, spts

OKLAHOMA
Oklahoma City

KEFM
National Rep.: Good Music Broadcasters

ERP: 3.7 kw
Prog.: Pop, cl, shw, jz, wthr

KYFM
National Rep.: Walker-Rawalt

Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Prog.: (Sep.) St, con, jz, sprts, nws

Tulsa

KIHI
Counties: 8; ERP: 2.95 kw

Prog.: Cl, s-cl, pop, shw, jz

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1,500 w
Prog.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 kw
Prog.: Pop, st, cl, shw, s-cl

OREGON
Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)
National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w
Prog. (Sep.): Cl, con, s-cl, up, nws

KGMG
National Rop.: Horitaqe Stations

Counties: 15; ERP: 68.250 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws jz

KPFM (Am: KPAM

)

National Rep.: Weed
Counties: 22; ERP: 33,000 w
Prog. (Sep.) : Cl, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: I I; ERP: 4.4 kw

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: I I; ERP: 17.7 kw

Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA
Allenrown

WFMZ
National Rep.: QXR Network

Counties: 20; ERP: 4.8 kw

Prog.: Cl, nws

Altoona

WFBG-FM (Am: WFBG)
Counties: 35; ERP: 33 kw

Prog. (Sep.): S-cl, cl, st, con, op

WVAM-FM (Am: WVAM)
National Rep.: Weed
Counties: 3; ERP: 360 w
Prog. (Sep.): S-cl, st, shw, cl, con

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 lew

Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w

Prog. (Sep.): St, con, nws, wthr, jz

Harrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw

Market Pen.: 13% (Pulse 5/60)

Prog. (Sep.): St, nws, cmtry, cl, disn

Hazleton

WAZL-FM (Am: WAZL)
National Rep.: Raymer
Prog. (Sep.)

Johnstown

WARD-FM (Am: WARD)
National Rep.: Weed
Prog. (Dup.): Pop, st, nws, sprts

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)

Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties. 9; ERP: 15 kw

Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed

Counties: 4; ERP: 7.2 kw

Prog. (Sep.): cl, con, s-cl, nws. shw
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FM STATION KEY (Continued)

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): CI. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% (Pulse I960)

Prog. (Sep.): Con, s-cl, st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Dup.): CI, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
Nat ional Rep.: Frederick W. Smith
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM (Am: WIBG)
National Rep.: Katz

ERP: 20 kw
Prog. (Dup.): Pop, nws, st, wthr, svce info

WIFI
National Rep.: Walker-Rawalt
Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw
Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WQAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) CI, s-cl, op, shw, con

WAZZ (Am: WAMO)
ERP: 5 kw
National Rep.: Hi-Fi Music Broadcasters

Prog: Ji

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Frederick W. Smith
Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters

Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50,000 w
Prog. (Dup.): Pop, cl, s-cl, sprts, disn

Red Lion

WGCB-FM (Am: WGCB)
ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Scranton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw
Prog. (Dup.): St, nws, spr+s, wthr, jz

(FOR ABBREVIATIONS, SEE BOX, P. 11)

Shenandoah Heights

WPPA-FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw
Prog. (Dup.)

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barre

WBRE-FM (Am: WBRE)
National Rep.: Boiling

Counties: 21; ERP: 22,000 w
Prog. (Dup.): Nws, wthr, st, shw

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw
Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives
Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND
Providence

WLOV
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, jz, s-cl

WPFM
Nati onal Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WPRO-FM (Am: WPRO)
National Rep.: John Blair

Counties: 19; ERP: 15,000 w
Market Pen.: 35.7% (Pulse)

Prog. (Sep.): S-cl, cl, st, shw, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)
Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA
Anderson

WCAC-FM (Am: WAIM)
National Rep.: Devney-O'Connell
Counties: 20; ERP: 6,400 w
Prog.: (Dup.)

Charleston

V/CSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Rep.: Meeker
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, jz, con, op, s-cl

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed
Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop

WMUU-FM (Am: WMUU)
National Rep.: Frederick W. Smith

ERP: 840 w
Prog. (Dup. until sunset): Cl, con, op, s-cl,

rel

Spartanburg

WSPA-FM (Am: WSPA)
National Rep.: Hollingbery

Counties: 21; ERP: 4.85 kw
Prog. (Dup.): Nws, wthr, intvw, cmty, rel

TENNESSEE
Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop, nws, cl

WLOM
National Rep.: Walker-Rawalt

Counties: 53; ERP: 18,000 w
Prog.: Cl, con, s-cl, jz, shw

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Prog.: Pop, st, con, shw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham
ERP: 50,000 w
Prog. (Dup.): Nws, pop, sprti, st, rel

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w
Prog. (Sep.): St, shw, pop, s-cl, nws

Memphis

WMCF (Am: WMC)
National Rep: John Blair

ERP: 300,000 w
Prog. (Sep.): St, shw, s-cl, cl, con

WMPS-FM (Am: WMPS)
National Rep.: Heritage Stations

Counties: 5; ERP: 6,600 w
Prog. (Sep.): Cl, s-cl, con, shw, op, jz

Nashville

WFMB
National Rep.: Walker-Rawalt
Counties: 10; ERP: 3.4 kw

Prog.: Cl, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
ERP: 30,000 w

TEXAS
Amarillo

KGNC-FM (Am: KGNC)
National Rep.: KATZ
Counties: 18; ERP: 14.6 kw

Prog. (Sep.): Cl, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: Cl, s-cl, op, st, shw
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KTBC-FM (Am: KTBC)
National Rep.: Paul H. Raymer

Counties: 29; ERP: 94 kw

Prog. (Sep.): Pop, st, s-cl, cl, nws

Dallas

KCPA
National Rep.: Walker-Rawalt

Counties: 20; ERP: 4.83 kw

KIXL-FM (Am: KIXL)

National Rep.: Broadcast Time Sales

Counties: 8; ERP: 20.5 kw

Prog. (Sep. nights): St, nws, wthr, shw, pop

KRLD-FM (Am: KRLD)

National Rep.: Branham

Counties: 58; ERP: 59 kw

Prog. (Dup.): Pop, s-cl, cl, nws, dr

WBAP-FM (Am: WBAP)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 52 kw

Prog. (Sep.): Con, s-cl, st, shw, wthr

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)

Counties: 8; ERP: 6.5 kw

Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth

KFJZ-FM (Am: KFJZ)

National Rep.: Blair

Counties: 16; ERP: 28.1 kw

Prog. (Sep.): Shw, st, pop, nws, wthr

Gainesville

KGAF-FM (Am: KGAF)

ERP: 215 kw
Prog. (Sep.): Pop, st. nws, wthr, shw

Harlingen

KELT (Am: KGBT)

Counties: 4; ERP: 3 kw

Prog. (Sep.): St, s-cl, con, shw, ji

SINCE 7956

KHFI-FM
AUSTIN, TEXAS

WRITE FOR THE

SOUTHWESrS MOST
EXCITING FM SUCCESS

STORY
P.O. BOX 4504

AUSTIN, TEXAS

Rep: Good Music Broadcasters, N. Y.

(FOR ABBREVIATIONS, SEE BOX, P. 11

Houston

KFMK
National Rep.: Walker-Rawalt
Counties: 12; ERP: 10,500 w
Market Pen.: 30.9 (Pulse 1/60)

Prog.: Pop, st, shw, jz, wthr

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
Counties: 9; ERP: 15,500 w
Market Pen.: 31.2% (Pulse '60)

Prog.: Pop, st, nws, wthr, shw

KRBE

Counties: 88; ERP: 79,100 w
Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)

Counties: I 7; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw

Prog. Pop, cl, s-cl, shw, op

Pampa
KBMF-FM
Counties: 16; ERP: 3,034 w
Prog.: St, con, s-cl, cl, shw, jz

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw

Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ

National Rep.: Good Music Broadcasters

Counties: 17; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
National Rep.: Weed
Counties: 24; ERP: 12.9 kw

Prog. (Sep.) : Cl, jz, shw

KITY (Am: KONO)
Counties: 13; ERP: 4,400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco

KEFC

Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthr, rel

WACO-FM (Am: WACO)
Counties: 13; ERP: 4,400 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

UTAH
Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

KSL-FM (Am: KSL)

Counties: 18; ERP: 4 kw

Prog. (Sep.): S-cl, st, shw, nws, wthr

VIRGINIA
Charlottesville

WCCV-FM (Am: WCHV)
National Rep.: Thomas Clark
Counties: 23; ERP: 3.4 kw
Prog. (Sep.): Cl, con, nws, wthr

WINA-FM (Am: WINA)
Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, jprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 kw
Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: I I; ERP: 7.2 kw
Prog. (Sep.)

Marion

WMEV-FM (Am: WMEV)
ERP: 3,400 w
Prog. (Dup./Sep.): Music, nws, sprts

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore
Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WRVC
Counties: 20; ERP: 8,700 w
Prog.: Cl, s-cl, jz, op, nws

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Newport News
WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 20; ERP: 37,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): Cl, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WSLS-FM (Am: WSLS)
Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

SAN ANTONIO'S
MOST POWERFUL

FM STATION



FM STATION KEY (Continued)

Staunton

WAFC-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jz, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 kw
Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON
Bellingham

KGMI
National Rep.: Heritaqe Stations

Counties: I I; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: CI, con, op, nws, jz

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)

Prog.: St, shw, nws, wthr, jz

KGFM (Am: KGDN)
National Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): CI, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politz I960)

Prog.: CI, con, op, nws, jz

KING-FM (Am: KING)
National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): CI, op, jz, flk, shw

KISW
National Rep.: Hi-Fi Music Broadcasters

Counties: 13; ERP: 10.5 kw

Prog.: CI, con, op, cmtry, dr

KLSN
National Rep.: Walker-Rawalt

Counties: 13; ERP: 19,000 w
Prog.: CI, con, s-cl, shw, jz

KMCS
ERP: 17.5 kw
Prog: St, wthr, flk

Spokane

KREM-FM (Am: KREM)
National Rep.: Petry

Counties: 23; ERP: 4,800 w

KXLY-FM (Am: KXLY)
National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog. (Sep.): CI, s-cl, jz

KZUN-FM (Am: KZUN)
National Rep.: Thomas F. Clark

Counties: 7; ERP: 3,300 w
Prog. (Sep.): CI, s-cl, st, shw, nws

Tacoma

KTNT-FM (Am: KTNT)
National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

(FOR ABBREVIATIONS, SEE BOX, P. 11)

KTWR
National Rep: Fm Unlimited

Counties: 3; ERP: 10 kw

Prog.: Disn, rel, cmtry, dr, s-cl

WEST VIRGINIA

Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): CI, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2 600 w
Prog. (Sep.): CI, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Prog. (Dup. and Sep.): Pop, st, jz, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w
Prog. (Sep.): St, shw, s-cl

WISCONSIN
Eau Claire

WIAL (Am: WEAO)
National Rep.: Hollingbery

Counties: II; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel
Counties: 15; ERP: I I kw
Frog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Re!, s-cl, cl, educ, intvw

Milwaukee

WBKV
National Rep.: Walker-Rawalt
ERP: 18,000 w

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3,600 w
Prog. (Dup.): S-cl, st, shw, wthr, nws

WMIL-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christa!

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Monroe

WEKZ-FM (Am: WEKZ)
National Rep.: Grant Webb
Counties: 8; ERP: 14,000 w

Prog. (Sep., nights): Sprts, cl, con, pop, flk

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wausou
WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl nws, sprts, wthr

Wotertown

WTTN-FM (Am: WTTN)
National Rep.: George Hopewell
Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell

Counties: 10; ERP: 2,100 w
Frog. (Dup.): Pop, st, shw, sprts,

PUERTO RICO

Mayaguez
WORA-FM
Counties: 7

Prog.: Con, pop, st, nws, wthr

San Juan

WFQM (Am: WKYN)
Counties: 17

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw

QUALITY PROGRAMING

IN STEREO

FOR

QUALITATIVE AUDIENCE

KLSN
SERVING

SEATTLE-TACOMA

AND ALL OF WESTERN WASHINGTON

Call Walker-Rawalt
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WHO Radio

should be No. 14

on any "Top Market

radio list!

50,000 -Watt WHO Radio Covers

865,350 Homes In Iowa PLUS!

EVERY time your marketing strategy calls for

radio in America's top radio markets . . .

50,000-watt WHO Radio belongs on the list!

There are only 13 markets in America in which

any radio station reaches a larger audience or

more buying power than does WHO!

WHO Radio reaches 865,350 homes in "Iowa

PLUS!" (96 of Iowa's 99 counties plus a number

of counties in neighboring states). 75% of all Iowa

retail sales are made in counties you reach with

WHO. (Metropolitan Des Moines accounts for only

9% of Iowa's retail sales. All eight of Iowa's leading

metro areas, including Des Moines, account for

just 33%.)

Many surveys, for 24 consecutive years, have

measured the Iowa radio audience, and have proved

that WHO is Iowa's most listened-to radio station.

A 93-county area Pulse (March, 1961) gives WHO
the No. 1 position in every weekday quarter-hour

surveyed over 94 other stations.

Next time you make up a "top radio market" list,

be sure No. 14 is WHO Radio! Ask your PGW
Colonel for the latest information on "Iowa Plus."

Sources: Pulse (March, 1961), NCS No. 2, SRDS.

WHO
for Iowa PLUS !

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV, Davenport

Peters, Griffin, Woodward, Inc., National Representatives
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NOW REACHES

OVER 100,000

HOMES
. . .91% ADULT AUDIENCE
PER AVERAGE Va HOUR 6 AM TO 6 PM

WLW Radio daytime audience

has soared to Number 2 spot

in the Nation among the more

than 4,400 U.S. Radio Stations!

That's quite a position —
second to one!

And in Cincinnati, WLW

still overwhelmingly holds the

first place crown—70% of the

daytime total audience and

35% of the daytime metro-

politan Cincinnati audience.

So when you're buying

Radio time, take a good look

at these figures and charts . . .

and you'll see why you should

call your WLW Representa-

tive . . . you'll be glad you did!
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niir

number

in Cincinnati

in the nation

TOTAL AUDIENCE OF CINCINNATI RADIO STATIONS (January-February 1961 NSI)
Number of Radio Homes Reached Per Broadcast—Average % Hour Per 3 Hour Day Part—6 AM to 6 PM.
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CINCINNATI AUDIENCE (January-February 1961 NSI)
Number of Radio Homes Reached Per Broadcast—Average V* Hour Per 3 Hour Day Part—6 AM to 6 PM-

projected against 320,000 radio homes in metro Cincinnati.
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Station D
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Station E

WLW Radio Nation's Highest Fidelity Radio Station -Crosley Broadcasting Corporation
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ALL-CITY RADIO PRESENTATION is being shown this month in six major-market areas by

station members of the San Francisco Radio Broadcasters Assn., a unique cooperative sales

and promotion enterprise which hits hard on the value of saturation radio to cover the en-

tire marketing Bay Area. Their theme: The best way around San Francisco is with radio.

Showings are slated for that city as well as Los Angeles, New York, Detroit, Chicago and

Philadelphia. Key pitch-man is Homer Odom, SFRBA president and v. p. of KABL San Fran-

cisco. Preview of the slide presentation in color was shown by CBS' Maurie Webster in

New York the first week of August. Project shows pluses to be gained by cooperative sell-

ing among five major station competitors in touting the advantages of their market to

agencies and clients.

BUSINESS IS BETTERING in all parts of the country. Radio stations report billings are rising

and new account activity as well as new sponsors are commonplace in most sections. Among
the purveyors of such good radio news: KABC Los Angeles, where V.P.-Manager Bob Hober-

man says second-quarter billings represent the biggest sales total in the station's 17-year

history; KNX Los Angeles, where Sales Manager Gordon Mason has tabbed as highest volume

in seven years a similar second-quarter figure, and KSDO San Diego, where June business is

highest ever tabbed by the station since its joining the Gordon Broadcasting group two years

ago. Week ending July 1 at KSDO found 20 new sponsors signed, says Manager Joseph Miller.

DOLLAR POSITION of radio stations dipped a bit last year but still holds significant profit

margin for owners. New National Assn. of Broadcasters summary shows average radio station

earned 7.6% before federal taxes last year, contrasted with the '59 margin of 7.7%. (This

compares with tv, which rose for those years from 14.3% to 15.4%.) NAB's James H. Hulbert

says typical radio facility showed 5.6% gain in revenue, 6% hike in costs. "Radio stations in

larger markets experienced a reduction in profits, while those in smaller market areas showed

a slight increase."

BILLBOARD ADVERTISING, hit hard in the past few years, gets another body blow from RAB.

Latest summary shows consumer attitudes comparing billboards and radio draw a pattern

for radio of (1) telling about new products better, (2) creating more interest in products, (3)

making customers feel more favorably toward an advertising product and (4) better remind-

ing consumers to buy. Timeliness of the survey coincides with peak automobile traffic during

the recreational and vacation months in the summer when car listening peaks.

HYPOED PROMOTION for stations is the order of the season as broadcasters anticipate re-

newed interest and rising business. One strong move in preparing for more dollar signs in

the entry column has been made by WLEE Richmond, Va., which is asking one of the two top

radio stations in each of the leading 75 markets to cooperate in a mutual sales promotion

effort. Elements in it: exchange a detailed report on all "unusual or successful sales ideas,

sales or station promotion schemes, contest and program ideas" in the preceding month.
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MUTUAL PRES. BOB HURLEIGH, in a fact-filled press confab in New York, pointed to some
marked audience trends for his radio network this year. January through May total audiences
for all four radio networks, he said, remained constant but this same audience has been "re-

distributed." The shake-up has been to Mutual's gain, he noted, reporting a 23% rise in

over-all per-broadcast average audiences. The five-month comparison, MBS reports, puts the

network in "third place in attracting audiences" and in the single month of May MBS "came
within 5,000 listeners of moving into second place."

ABC RADIO, with another network view and an encouraging sales position, said $2 million

in third-quarter billings "point to the most successful year in the recent history of the net-

work" and indicate a sales gain of "at least 33%" for the July 1 through September billing

period. So says Jim Duffy, national sales manager, who adds "We have reason to believe

the upward trend will continue throughout the fall and winter season." Among the gains:

sales of Don McNeill's "Breakfast Club" are up 24% from the same period last year; news
and sports programs, up 15%.

ONE-STOP RADIO is the new concept of Gerold 0. Kays, board chairman of Friendly Frost

Inc., licensee of New York's new WTFM fm facility which begins operations next month in a

glass-enclosed studio building on Long Island. The "welcome visitors" sign will be out, with

residents invited to see the 20-story transmitting tower, recording studios and a sound salon

which will feature custom high fidelity and music systems, fine furniture, paintings, sculpture

and other art objects. Announcer staff and music selections will tie in with this sophisti-

cated continental theme, with international selections of music now being scouted by a sta-

tion team in Europe.

STEREO FM continues to make headlines—in the trade as well as the consumer press.

Among news of the month were key reports quoting John F. Meagher, NAB v. p. for radio, and

FCC Chairman Newton Minow. Said Minow: "Fm stereo offers a new kind of listening pleas-

ure." His comments were circulated in the Electronic Industries Assn. booklet released at

a stereo symposium sponsored in conjunction with the Music Show in Chicago. Meagher,

discussing the "potential bonanza" of stereo fm sales at the same Chicago meeting, said "Fm
licensees are going to be very reluctant to embark upon stereo without full assurance of full

cooperation from distributors and dealers." Cooperation among manufacturers, distributors

and broadcasters is essential, he said, in assuring the full development of the medium.

NEXT

MONTH:

Part 2 of u. s. radio's special report on broadcasting in the

public interest will appear, with emphasis on the news and

public affairs aspects based on analyses of industry reports

and of questionnaires sent to radio stations. There'll also

be a rundown on seasonal campaigns which move into

radio during the fall and a detailed report from Nation-

wide Insurance Co., which currently is launching an in-

tensive network and spot radio campaign. Complementing

the report on service to the public will be a rundown on

new service for broadcasters: Broadcast Clearing House,
offering automated buying and billing.
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RADIO'S REACH fa^^x

AM STATIONS OiV AIR* 3,602

FM STATIONS ON AIR* 889

SETS MANUFACTURED* * 1,196,949

RADIO SETS liV l/SEf 156,394,000

car RADtosn 42,600,000

FM SETS liV l/SEf 15,500,000

AM STATIONS ON AIR: The number of am stations on the air at the end of June is

3,602, an increase of 12 stations over the previous month. Applications pending total

519, while 155 stations are under construction.

FM STATIONS ON AIR: The total number of fm stations broadcasting at the end of June

number 889, representing an increase of 18 stations over the previous month. There are

69 applications pending and 203 stations under construction.

SETS MANUFACTURED: Total radio output in May is reported at 1,196,949 sets (latest

available figures) , a jump of 72,025 sets above the previous month. Auto radios pro-

duced number 408,875, while fm radios number 49,705. Total radio production for the

year-to-date is 5,91 1,027. Retail sales, excluding auto radios, show a rise of 142,127

sets above the April figure, totaling 745,616. Total set sales for the year through the end
of May are 3,449,834, or 274,365 more than for a comparable period last year.

SPOT SALES: National spot radio sales for the first quarter of 1961 are estimated at

$40,805,000, a decrease of 7.9 percent over the estimated 1960 total of $43,805,000.

Estimated gross time sales were released by the Station Representatives Association last

month in a report based on compilations of Price Waterhouse Co. Preliminary esti-

mates for the second quarter ending June 30 indicate considerable improvement in na-

tional spot billings, according to Lawrence Webb, managing director, SRA. The esti-

mated time sales are subject to revision upon the release of official FCC figures for the

year 1960.

NETWORK SALES: Liggett &: Myers Tobacco is the top network advertiser in terms of

total home broadcasts delivered for the four weeks ending June 4, according to A. C.

Nielsen Co.'s latest available figures. L&M delivered 313 broadcasts for a total home de-

livery of 141,091,000 broadcasts. In second place is Chevrolet with 218 broadcasts and a

total of 123,039,000 home broadcasts delivered. Following in third, fourth and fifth

places are R. J. Reynolds Tobacco, Standard Brands Inc. and the Mennen Co. Topping
the list for commercial minutes aired is Chevrolet with 200, and total commercial minutes

delivered, 106,809,000. Liggett Sc Myers is second with 240 minutes aired and 100,133,-

000 minutes delivered. Standard Brands, Mennen and Pharmaco Inc. follow in third,

fourth and fifth places.

"FCC, June. **EIA, May. tRAB estimate. June 1960. ttRAB estimate. July 1961.
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AMERICAN HOME FOODS

Agency: Young 6- Rubicam Inc.

New York

Product: CHEF BOY-AR-DEE ITALIAN

FOODS

Lack of available funds forced the

agency to switch part of its advertis-

ing budget from television to radio

for Chef Boy-ar-dee Italian foods.

Schedules, which began in late July,

have been placed in several major

markets scattered throughout the

country. Some will run through Sep-

tmber and the remainder will con-

tinue until the end of the year. Fre-

quencies range from 10 to 15 per

week for the minute and 30-second

announcements. Housewife times—
late morning and early afternoon—

-

carry the bulk of the commercials.

Timebuyer is Tom Viscardi.

AZCO

Agency: McCann-Marschalk,
Cleveland

Product: MANURE SPREADERS

A one-month campaign beginning in

the middle of August opens for the

New Idea Farm Equipment divi-

sion's line of manure spreaders. The
drive will saturate rural markets,

rimebuyer is Rosaly Goudek.

(For further information on farm

market buys see Hess & Clark and

J. I. Case Co.)

BURLINGTON INDUSTRIES INC.

Agency: Donahue & Coe Inc.,

New York

Product: SUPPORT HOSE

The textile manufacturer is expect-

ed to launch a 57-market campaign
in early September for its Support

Hose line. The drive will probably

run for about nine weeks. Time-
Inner is Gerald Melum.

J. I. CASE CO.

Agency: Western Advertising,

Racine, Wise.

Product: FARM IMPLEMENTS

A seven-week campaign that began

in early August is grinding out for

the manufacturer of farm equip-

ment. The announcements concen-

trate on selling the company's line

of tractors. Frequencies run about

10 commercials per week with rural

markets getting all the business.

Charles Wright is the timebuyer.

CREAM OF WHEAT CORP.

Agency: BBDO, Minneapolis

Product: CEREAL

In preparation for a full-scale cam-

paign in the fall, the cereal maker
has purchased short schedules for

Tuly and August in about 50 mar-

kets. The schedules run from Mon-
day to Friday at the rate of about

five per week. Two to three stations

per market are broadcasting the 20s

and 30s during the day and traffic

times. Timebuyer is Betty Hitch.

J. H. FILBERT, INC.

Agency: Young ir Rubicam,
New York

Product: MRS. filbert's margarine

A 12-market campaign along the

eastern seaboard was launched for

Mrs. Filbert's Margarine in mid-July.

The drive will continue for about

six weeks, using minutes during day-

time hours. Timebuyer is Gene Ca-

moosa.

HESS & CLARK

Agency: Klati-von Pielersom-Dunlap

,

Milwaukee

Product: poultry and swine feed

ADDITIVE

Schedules running through the sum-

mer and fall were placed by the ani-

mal products company for its nf-180

feed additive for poultry and swine.

Rural areas with large concentration

of those animals have received the

schedules. Timebuyer is Ed Rit7.

NATIONWIDE INSURANCE CO.

Agency: Ben Sackheim, New York

Product: AUTOMOBILE INSURANCE

The insurance company has moved
full force into radio to push its auto

insurance with the bulk of a $350,000

advertising budget earmarked for

237 stations throughout the country.

The campaign began in late July

and will run for about two months.

The commercials will stress the re-

sults of a recent survey which showed

that 90 per cent of Nationwide's

more than two million policy-holders

renew their coverage with the com-

pany. Dick Goldsmith is the time-

buyer.

REXALL DRUG CO.

Agency: BBDO, Los Angeles

More than 100 markets on the ABC,

CBS, MBS, NBC and Keystone net-

works will carry commercials this

fall as part of Rexall's "one-cent

sale" promotion. One of the largest

single promotions in the company's

history, the "one-cent sale" is one of

five major campaigns planned by

Rexall for the latter half of this year.

No word yet on the company's radio

plans for the other campaigns.

Continued on page 11
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LETTERS

CORRECTION

We have read with much interest in

your July issue the article entitled

Radio: Rx For Wintei Drug Clients

and note in this article that it has

twice mentioned our use of radio.

We just want to correct one im-

pression, howevci . for in listing

Chap Stick with other proprietaries

using radio you refer to it as "a truly

wintertime item."

Chap Stick is also truly a summer
i em for those who love the great

outdoors, and for the past two
months we have been using NBC's
Monitor to tell them so. This is our

second summer season on Monitor

and our campaign this vear on that

medium was double that of last

summer.
I just thought I would like to set

the record straight.

EVERETT BONO
Vice President

Chap Stick Co.

Lynchburg, Va.

TEEN MARKET

Just today, I was looking over the

June 1961 issue of u.s. radio, and
came across an article that I think is

exceptionally good. This article, S10

Billion Teen Market—and Radio
Oions Them, begins on page 35.

I would like very much to have

five tear sheets of this article. In the

event this isn't possible at this late

date, I would like very much to have

five duplicate copies of the entire

magazine.

JOHN P. STRENGTH, JR.

KECK
Odessa, Tex.

WHY DETROIT LOVES RADIO

Please send us 10 copies of your

June edition of u. s. radio, or, pre-

ferably, 10 reprints of the article

Why Detroit Loves Radio.

You are doing a good job with

u. s. radio. It has become a part of

my regular reading habit.

ED CARROLL

President

WGAD
Gadsden, Ala.

SUMMER RADIO

We are very much interested in an

article which appeared in the June

issue of v. s. radio beginning on page

45, entitled Summer Radio, Big Auto

Tune-in for Sponsors.

We would appreciate receiving 10

reprints of this article.

J. A. LUCAS

J. A. Lucas Co.

Los Angeles

PREDICTION

Your objectives are high, but I pre-

dict you're going to reach and sur-

pass them. Lots of luck to you.

CECIL WOODLAND
General Manager
WEJL
Scranton, Pa.

THOUGHTFUL

I appreciate your thoughtfulness in

sending me a personal copy of u. s.

radio under the new format. Con-

gratulations on the continued suc-

cess of your fine publication,

ROBERT W. SARNOFF
Chairman of the Board
National Broadcasting Co.

New York

IN AGREEMENT

I am looking forward to u. s. radio's

new emphasis and, as a long-time

subscriber, I wish you much more
success. I am in accord with your

announced policies.

ARCH HARRISON, JR.

Program Director

WFVA
Fredericksburg, Va.

"GUTS"

I'd like to congratulate you folks on

your "Minow" editorial. It takes a

certain amount of guts to stand up
and be counted these days, and most

of us are content to grumble to our-

selves, u. s. radio increasingly ap-

pears to be the voice of the industry.

JUD ROBERTS
Manager
KBIM
Roswell, N. Mex.

$650,000 SUCCESS STORY

Your staff did a fine job on the

article in the June issue, S6^0,000

Success Story, which we feel exempli-

fies radio's great but often unsung

potential.

G. C0MTE
General Manager
WTMJ
Mihuaukee
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TIMEBUYS
Continued jioin page \)

STANDARD BRANDS INC.

Agency: Ted Bates & Co., New York

Product: BLUE BONNET MARGARINE

Iii the second of a series of radio

lests, a 13-week drive will open for

the spread on August 28. Schedules

have been purchased in 15 major
markets in the southeast. Frequen-

cies for the minute and 30-second ets

range from 50 to 75 per market.

About three or four stations will be

used in each market. Bill Abrams is

the timebuyer.

STANDARD TRIUMPH MOTOR

Agency: DCS&S, New York

Product: MOTOR CARS

A 26-market drive, centering on the

east and west coasts, opened for the

automobile manufacturer in early

August. The schedules, using min-

utes during traffic times, will con-

tinue for about four to eight weeks.

Timebuyer is Don Miller.

STERLING DRUG INC.

GLENBROOK LABORATORY DIVISION

Agency: Dancer-Fitzgerald-Sample

Inc., New York

Product: ENERGINE CLEANING FLUID

A 12-week campaign that began in

the middle of July and is expected

to run for about 12 weeks is scour-

ing the country for the cleaning

fluid. A total of 15 markets are in-

volved in the drive. Commercials are

all minutes. Timebuyer is Fred
Ducak.

SUPERMARKETS AND FOOD

PRODUCTS

Agency: Co-Ordinated Marketing
Agency, Inc., New York

A number of supermarkets and food
manufacturers, including Safeway,
Daitch-Shopwell, Dugan Brothers
Bakers, Dorman Endicot cheese,

Treat potato chips, Ehlers coffee,

Aunt Millie's sauces, Joyva Food
Corp. and French-import Bon Bel
cheese, will soon switch to radio in

a saturation campaign along the east

coast. For full details see Foods:
Radio's $76 Billion Question page
13.

KNUZ
THE LEADER IN HOUSTON — 24 HOURS

Affiliated with K-QUE — Houston's

TOP FM STATION
MEMBER OF TEXAS QUADRANGLE
IN HOUSTON, CALL DAVE MORRIS

JAckson 3-2581

THE KATZ AGENCY, inc.

National Representatives
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Iii 1937, a young graduate of

Ohio Wesleyan University

landed a job at NBC as a

page boy. A bass soloist in his

college choir, he wanted to

make singing his career. In

i In isc days NBC had the Page

Boy Quartet, occasionally

heard on the network. He
made the quartet but not the

career. For Robert E. East-

man, 18, now president of

the representative firm bear-

ing his name, chose a careei

in radio that applied his bass

voice to salesmanship instead.

His rep firm, which represents radio station exclu-

sively, is thriving with 43 bus\ accounts. It celebrated

its third anniversary in June by moving into newl)

decorated offices at One Rockefeller Plaza.

Eastman is as enthusiastic about his company's

future as he is about the prospects for radio. "Radio
is on the threshold of tremendous growth," he says.

"In the next five to 10 years, spot radio volume ma\
reach the billion dollar level."

Eastman's projection is not a wild guess; it is based

on 24 years of experience in both network and spot

radio sales. He got his start in network.

Three months after joining NBC as a page, he took

an announcers' audition; but the network gave him a

title—assistant eastern local program manager—and a

salary—$25 a week. Eastman took both, turning down
an offer to sing for $90 a week.

In 1940, NBC Spot Sales tapped him for a selling

job. He stayed one year and then, still with NBC,
become the only local salesman for WEAF and WJZ
New York, flagship stations of the Red and Blue

net works.

ABC Spot Sales was formed the following year, and
Eastman left NBC to join its sales force.

His long-term association with national spot radio

continued the following year, when Eastman joined

John Blair Sc Co. He had risen to executive vice

president in charge of radio for Blair, when, in 1957,

Leonard Goldenson, president of the American Broad-

ing Co., offered him (he post of president, American
Radio network.

Back in network with his colleagues at ABC, East-

man fashioned far-reaching plans to reorganize and
vitalize network radio. But that summer their prog

ress was interrupted and eventually halted by an

ironic, isolated development—the Asiatic flu. ABC,
dependent on revenues from American Broadcasting-

Paramount Theatres Inc., the parent company, was

caught short of funds; the flu scare forced scores of

movie-goers to stay home and theatre revenues

(hopped markedly.

In April, 1958, Eastman resigned from the network,

and set to work making some plans of his own. He
transferred his office and installed a business tele-

phone in his home in Waccabuc, N.Y. The first tele-

phone call came from Dick Buckley, then president of

WNEW New York. Would Eastman represent his

station? His next call was from John Box Jr., presi

dent of the Balaban Stations Inc. Would he repre-

sent WIL St. Louis and WRIT Milwaukee?

Eastman gave the requests a week's thought. His

affirmative answer put him into the radio rep busi-

ness by June 2. He still has the two Balaban stations

among his total of 43, but WNEW last spring an-

nounced it would represent itself directly to national

advertisers.

Robert Eastman is obviously a man who loves his

work. A combination of imagination and hard work

has made radio work for him. He is constantly look-

ing for better ways to sell the medium. His most

recent contribution is a radio presentation he plans to

show to decision-makers in agency and client ranks.

He thinks now is the time to break it—with long range

goals in mind. "It is significant," says Eastman, "that

there is now a growing awareness among agencies and

advertisers that they have been missing something in

spot radio; they have not understood its basic appeal

and how to use it." But they want to understand and

use it, he says, and hopes that his radio presentation

will be as much an educational force as a selling

implement.
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adio's

illion

question

How can radio get a bigger

share of food advertising budgets?

Some professionals in the field

give their answer.

*
«5.95 Cory Coffee Sei

yours for only

Sivitch to radio is move of Lester Wolff, I, whose

Co-Ordinated Marketing Agency, N.Y., is moving most

of its $8 million food billings to radio from papers.

At r, Harry Taxon, g.m., Daitch-Shopwell.

I ood is the Number One retail business in

America. It boomed right on through reces-

sion-ridden 1960 to an all time peak of about

$76 billion in total consumer spending, which

should pass the $78 billion mark by this year's

end and push right on up to a staggering $105

billion by 1970.

And food is both a joy and concern to radio.

The joy arises from the fact that national

and regional food advertising tops all other

product categories in radio investments.

The concern stems from the awareness that

it still is not enough. Of an estimated $500

million spent annually by national and re-

gional food advertisers, television gets about

half, newspapers about a quarter, while radio

and magazines share the remaining quarter

-—with radio getting the smaller wedge. It

is a situation that puzzles not only the radio

industry, but many knowledgeable persons in

the food business.

Why, they ask, is radio's economy and

proven reach not being put to better use by

many food advertisers?
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BOTH PRODUCTS AND STORES

ARE TURNING TO RADIO

Paul S. Willis, r, president of Grocery Manufacturers of America, foresees U. S.

food business of $105 million in 1970. With him is Carl Shaver, president, Inter-

national Supermarkets, with whom lie discusses upcoming international food fair.

"Talk personalities," both

local and network, are

used by many products in

their radio efforts. Here

Richard Herrle, r, brand

manager for Nestle

Decaf, talks food retailing

with CBS Radio star

Garry Moore.

The fault is partly radio's lor too

often concentrating its pitches at

the national advertiser level before

first selling itself to the local food

retailers. The rest of the blame
rests with the advertisers who too

often are torn between an "an-

cestor worship" of newsprint or a

complete surrender to the blandish-

ments of television.

At any event, two recent devel-

opments hopefully point to a better

future for radio in the food adver-

lising field:

• In New York City, an agency

specializing in both supermarkets
and in packaged food products and
which for its 17 years has put most
billing in newspapers, is now switch-

ing the major share of its $8 million

billings to radio.

• In New Haven, a research insti-

tute turned up the rather astonish-

ing fact that children and teenagers

(although they are the chief con-

sumers of the heavily tv-promoted

breakfast cereals) show practically no
awareness of cereals' value for health

—an indication that television may
be a little stronger in glamour for

the advertiser than in communica-
tion to the public.

The New York shop that is lead-

ing nine of its food product and
supermarket chain clients into radio

is the Co-Ordinated Marketing
Agency, Inc., of 575 Lexington Ave.

(See first page of this report.)

The move is by no means a

haphazard one; it is based on the

successful results of a series of radio

tests conducted last summer by the

agency in New Jersey, New York
and Connecticut markets. Safeway

Stores, one of the agency's super-

market chain clients, reports a 20%
increase in sales volume since it has

gone into radio.

The other Co-Ordinated Market-

ing food clients who are about to

join Safeway in saturation radio

along the East coast are Dugan
Brothers Bakers, Daitch-Shopwell

supermarkets, Dorman Endicot

cheese, Treat potato chips, Ehlers

coffee, Aunt Millie's sauces, Joyva
Food Corp. and French-import Bon
Bel cheese.

Behind the switch to radio is the

conviction (and the proof) that

image-stressing is the key to success
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in the highly competitive food busi-

ness. Radio will be used for insti-

tutional advertising to build the

iood product and store images; only

the pricing data will be left to the

newspapers.

"Standing out from the crowd,"

says Lester L. Wolff, president of

Co-Ordinated Marketing, "is becom-

ing the prime objective of the food

industries. Competition is keener

than ever at the retail level. As a

result, price differentials are less

pronounced. One store is cheaper

today, another tomorrow. But there

is no significant difference in most

cases.

"To bring in business today," says

Wolff, "a food outlet must rely

heavily on its service personality, on

the positive attitudes which a patron

has towards it. Our tests last sum-

mer showed that local radio spots

provide the best results for super-

markets."

Since supermarkets are the prime

outlets for all food products (over

60% of all food sales are accounted

for at supermarkets), it follows that

the advertising medium which best

serves the supermarket also serves

the food manufacturer most profit-

ably.

Wolff, who in addition to heading

the agency also is consultant to a

string of retail food and drug con-

cerns in the New York area doing

over $1 billion a year, believes radio

will soon become the primary medi-

um for food retailers and for food

manufacturers who are building a

company image. He points to radio's

low cost per contact, its selected

(housewife) audience, its frequency

and flexibility, and the special ad-

vantages it offers retailers and food

packagers in using local radio per-

sonalities as food salesmen.

On the food front, radio has ac-

quired a valuable ally in Wolff and
his Co-Ordinated Marketing Agency.

His merchandising staff of nine men
under Manager Nat Argento all are

out of the retail food industry. Ar-

gento himself is a former food store

manager.

In addition to heading the agency,

Wolff, who was once a newspaper-

man, vaudeville entertainer and a

camouflage expert during World
War II, is executive director of the

RADIO'S FOOD $ POTENTIAL RISES

SHARPLY WITH FOOD CONSUMPTION

$105

BILLION

* 105

$47.5

BILLION

95

85

75

65

55

45

'50 '55 '59 '60 '61 •65 '70

Retail dollars spent on food in the U.S. are expected to more than double in

the two decades between 1950 and 1970, Grocery Mfgrs. of America analyses

show. Now $78 billion, sales might peak at $105 billion in nine years.
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5,000-member New Ymk Conference

of Retail Grocers, maiketing consul-

tan( to such supermarket chains .is

Associated Food Stores, Pioneer,

Sunrise, Grand Union, Kings, Ein-

Iioin's. Fairmont, Kollners, Dilbert

Brothers, Dait< li Shopwell, as well as

consultanl to N.Y. State Food Mei

(hauls Assoc., N.V. Slate Pharma
ceutical Assoc., NH(; and CBS.

( !i immei c ial copy now in the

works lor the various Co-Ordinated

Marketing clients is soft sell, aimed
ai boosting store traffic and making
both products and stores attractive

to listening housewives. Both ets

and live copy will be used, and an-

nouncements range in length from

10 seconds to minutes. They will

run weekends as well as week days

with probable heavying up on
Thursdays and Fridays for end-of-

the-week shopping.

The suspicion that money can't

buy everything when it comes to

Eood advertising was raised by the

New Haven study of children's and

teenagers' attitudes concerning their

knowledge ol and the value they

pla< con \ .11 ions loods.

The study is by the fohn Slade

Fly Center lor Health Education

Resean h, Inc., a non-profit and non-

partisan organization which con-

ducts i esearc h into the public's prac-

tices and attitudes regarding health.

Associated with the Fly Center is

Bettei Broadcast Bureau, Inc., of

New York, which is able to direct

some of the organization's findings,

espec iall\ in the mass-consumed lood

and drug areas, to the top echelon of

American corporations and adver-

tisers.

In this latest study, the Ely Center

found that the mass media approach

of many of the country's largest food

companies apparently is not doing

the intended job, despite the lavish

expenditure of ad funds on highly

expensive media. In such heavily

i\ promoted items as cereals, the

largest group of consumers—child
ren and teenagers—recorded negligi-

ble awareness of their value for

health.

W hen queried on what foods they

considered important foi "health,

strength and menial ability," teen-

agers showed only frac tional aware-

ness of cereals, while children

showed virtually none. Categories

such as meats, milk and vegetables

accumulated heavy response .

At present, the Bet t c i Broadcasl

Bureau has placed the findings in

the hands of a major food advertiser

together with a proposal on how
radio can become an integral part ol

the total advertising strategy and

help establish the necessary aware-

ness.

"Many major food advertisers are

learning that the glamour of tv pro-

graming, the eye-appeal of a print

color spread can be matched by the

productivity of a well-conceived,

comprehensive radio campaign," says

Clifford
J.

Barborka, Jr., president

of BBB.
Continued on page 48

RADIO AND CCA MOVE
CARLOADS OF FOOD
A
#»BOUT 175 local groceries across the coun-

try along with scores of national food manu-
facturers have experienced dramatic proof of

radio's potency as a food-seller during the past

six years of an advertising-merchandising cam-

paign called Community Club Awards.

One 13-week campaign last fall, for exam-

ple, on WGBS Miami, heaped up a "proof-of-

purchase" pile that included: 72,897 Wise
potato chip bags, 1,051,468 Coca-Cola bottle

caps, 20,081 Orange Blossom fruit juice con-

tainers, 71,232 Velda Dairies milk cartons, and

§3,347,837 in Food Fair supermarket cash reg-

ister tapes.

Another CCA campaign last April on

K.MHL Marshall. Minn., resulted in an im-

pressive mountain of "golden garbage" worth

$7,961,590 before it became garbage, included

over 50,000 Pepsi-Cola bottle caps and 40,000

Continued on page 48

Proof-of-purchase test sliows IVilliamsport, Pa.,

clubwomen checking piles of

grocery tapes and empties to WWPA in competing

for Community Club Awards.
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RADIO

EDITORIALIZING
U. S. RADIO study shows striking contrast

with NAB survey of 1958 on how, and how

many, radio stations are now editorializing.

PART I OF A

TWO-PART

FEATURE ON

RADIO'S PUBLIC

SERVICE IN

1961

I HE editors of u.s. radio have just completed what looks like a

most significant sampling of radio station editorializing.

Three years ago, at the 1958 Fall Conferences, the NAB asked

stations to fill out a questionnaire indicating if they were editorial-

izing regularly.

There were 46 replies in the affirmative, and of these stations by

far the greatest majority had been editorializing for more than a

year.

Recently, with the co-operation of leading station representative

firms, u.s. radio queried a sample of comparable size (62 stations)

and found that 65% had begun editorializing since 1958.

In other words, there seems to be a rapid step-up in the rate at

which stations are undertaking editorializing responsibilities—

a

fact which should encourage both the NAB and the FCC. which

have long urged this development.

Of the 62 stations in the u.s. radio sample (see box on page 20)

30 indicated that they were now editorializing regularly. 32 oc-

casionally.
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There arc 21 who say they began

editorializing in either I960 or 1961.

But such statistics, however com-
forting, do not begin to measure the

vitality of the editorializing move-

ment.

Responses to a u.s. radio question

on the subjects of "your last three

editorials" brought an astonishing

variety of answers, ranging across

such a broad scope as: behavior of

Americans in Mexico, volcano erup-

tion in Hawaii, whether beer should

be sold in grocery stores, the first

dalism (WWDC Washington), a

local bond issue for Houston
(KNUZ Houston) , Criminal Court

relocation (WBBM Chicago) , police

and weapons (WK.RC Cincinnati)

,

the Manhattan power failure (WCBS
New York) , the reorganization of the

city's government (KQBY San Fran-

cisco) .

State and regional problems which

command broadcaster attention in-

cluded such diverse subjects as State

Commission for Albany Rehabilita-

tion (WTRY Albany-Schenectady-

Most radio editorials concern local
a

issues

Local or state politics and issues 23

Local civic issues 21

Federal government, politics and policies 17

Traffic, driving, parking, automotive safety 15

Young people, education, schools 12

Health 11

Recreation 11

Business conditions, issues 9
International subjects, issues 8
Ethics 5

Farming 4

According to replies sent to u.s. radio in a recent questionnaire, 49% of current

radio editorials are concerned with local issues, and 16% with regional and state

problems. An analysis of 136 editorials picked at random showed th is breakdown.

I

space shot, putting "vacant store

windows to work," federal aid to

education, and the depressed look of

down-town areas.

A breakdown of subjects showed
that roughly 49% were concerned
with local issues, 16% with regional

or state issues, and 35% with nation-

al issues.

Local subjects on which broad-

casters took editorial sides included

such topics as: the Lake Washing-
ton Bridge (KOL Seattle) , city zon-

ing (KYW Cleveland) , school van-

Troy) , unemployment (KMOX St.

Louis) , the Indiana legislature

(WXLW Indianapolis) , an amend-
ment to the Texas Constitution

(KONO San Antonio) and narcotics

laws (KTLN Denver).

On the national scene, four sta-

tions sent in editorials on the recent

Tractors for Freedom movement
(KRAK Sacramento, WICC Fair-

field, WOAI San Antonio and
KRUX Phoenix)

.

The post-war relationship between
Germany and Israel was the subject

of editorials on a number of stations

including WMCA New York and
WJTN Jamestown, N.Y. Commu-
nism was discussed on WDOK Cle-

veland and KQBY San Francisco as

well as on many more.

Among more general subjects,

broadcasting's equal time contro-

versy got editorial treatment on
KCBS San Francisco and on WWDC
Washington, among others. WDSU
New Orleans discussed violence on
tv, and WKRC Cincinnati spoke

against pacifists. WPBC Minneap-
olis took up the Berlin issue.

Typical of the diversity of ap-

proaches which even stations rela-

tively new at editorializing are now
using is the report from WSPD
Toledo.

WSPD began its editorials on Jan-
uary 2, running them once weekly

for the first six months of the year,

and stepping up its schedule to five

weekly on July 3.

Its last three editorial subjects

have been (1) The need for indus-

trial development of the Greater To-
ledo Area; (2) controversy between

a State legislator and a Toledo hos-

pital over an addition to the hos-

pital; (3) the need for better candi-

dates to file in the upcoming City

Council election.

WSPD's Managing Director Reg-

gie Martin writes: "We regard our

editorializing as one of the finest

moves we have ever made. Public

reaction has been enthusiastically

and overwhelmingly favorable."

Among the editorializing veterans,

WJAG Norfolk, Nebraska believes

it may have broadcast the first radio

editorials on the air in 1922, and

after 39 years is still going strong.

Its most recent editorials included

these subjects: (1) freedom isn't

free (4th of July) ; (2) the pros and

cons of the 23rd amendment; (3)

don't condemn broadcasting for the

personal shortcomings of a few en-

tertainers.

As to editorializing results, WTVN
Columbus reports that a single edi-

torial which ran five times on one

day only, and branded the Tractors

for Prisoners deal as "blackmail,"

drew 10,045 letters from listeners.

Some broadcasters such as Dick

Gilbert, KYND Tempe, Ariz., have

a record of editorializing which goes

back many years and covers many
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stations. Gilbert claims such experi-

ence .11 WHN New York (now

WMGM), KTYL Mesa (now KBUZ),
and KI'OK Scottsdale, Ariz.

Typical ol stations which have re-

cently joined the rush to editorial-

izing are WSVA Harrison, Va., and

WFBM Indianapolis, who have re-

ported to u.s. radio that their edi-

torial schedules were beginning in

August.

At a majority of stations, editorials

are delivered in person by the station

manager or owner.

But this is by no means a universal

custom. WPBC Minneapolis, for ex-

ample, says that its efforts "have

taken many forms." For a year and

a half WPBC had a full time com-

mentator whose sole function was to

write three or four editorials a day

on "any and all pertinent issues."

In addition, station President Wil-

liam V. Stewart has been on the air

for 10 years with a 1 to 1:30 p.m.

Scrapbook program in which he has

broadcast editorial opinions. The
station news editor, Bob Bradley,

also editorializes "as the interest de-

mands" on specific local, national or

international issues. And Mrs. Beck

Ann Stewart presents in One Wom-
an's Viewpoint a series of one-minute

statements on her own views.

WPBC also broadcasts via tele-

phone recording opinions of listen-

ers, and many stations go out of their

way to present opposing viewpoints

to those of station management.
One such example of this was the

recent appearance on WBBM Chi-

cago of Mrs. Margaret Mahoney,
representing the United Property

Group, to answer an editorial by
General Manager E. H. Shomo on a

proposed Garfield Park site. All

CBS-owned stations make a policy

of encouraging on-the-air rebuttal

for their editorials.

The fact that alert radio station

managements are not hesitating to

take vigorous editorial sides in bit-

ter community battles was born out

by an incident last month in Miami.
WAME seized on the firing of City

Manager Melvin Reese, as an ex-

ample of City Commission efficiency,

and blasted the commissioners with

10 editorials a day, calling them
guilty of "political railroading" and
"power politics of the worst sort."

A few of the many

broadcasters who

editorialize regularly

Simon Goldman, WJTN
Jamestown, N.Y.

R. Peter Straus, WMCA
New York City

WBBM -CBS
CHICAGO'S SHOWMANSHIP w

1

Manny Slater, KRAK
Stockton, Cal.

Literally hundreds of thoughtful and

responsible radio station operators

are now editorializing on a regular

basis. Shown here are four who were

selected only to illustrate that radio

editorializing is vigorously pursued at

the top management level in both

large and small cities, and by both

network and independent stations.

Some stations have been editorializing,

since the early 1920s.

*

H. Shomo, WBBM Chicago
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Interestingly enough, a Miami tv

outlet, WTVJ also carried editorials

on the Commission fight but, accord-

ing to the Miami Neivs, "WAME
took a si and on the Reese issue so

firm that WTVJ's much acclaimed

editorials sounded like tentative

whispers in comparison."

Among radio broadcasters noted

foi I he vigor of their editorial views,

few have received such nationwide

publicity as Peter Straus, president

of WMCA New York, who is pur-

suing the same active editorializing

policy instituted by his father,

Nathan Straus. WMCA provoked

a storm of both praise and hostile

comment in the last presidential

ele< lion when it came out editorially

for John F. Kennedy.

Such incidents, unthinkable as

short a time ago as 1946, are dra-

matic episodes in a movement which,

according to reports received by u.s.

A SAMPLE OF U.S. RADIO STATIONS WHICH ARE NOW
Recently, when u.s. radio with

section of stations on the subject

the help of leading station representative firms sampled a cross-

of editorializing, it found that more than half had begun to air

CALL LETTERS & CITY REGULAR OCCASIONAL YEAR BEGUN

KENS San Antonio, Texas • 1959

KFOR Lincoln, Neb. • 1960
a m v f 0^ Til 1KFYO Lubbock, Texas • 1959

KCMB Honolulu, Hawaii • 1961

KCMC Denver, Colo. • 1958

KCMI Bellingham, Wash. •

KMO Tacoma, Wash. •

KNCS Hanford, Calif. • 1958

KNUZ Houston, Texas •

KOL Seattle, Wash. • 1956

KONO San Antonio, Texas • 1957

KOTE Fergus Falls, Minn. • 1959

KRVN Lexington, Neb. • 1951

KTUC Tucson, Ariz. • 1961

KVrD rt. LJoage, Iowa 1955

KVEC San Luis Obispo, Calif. • 1960

KVWO Cheyenne, Wyo. 1960

KWNO Winona, Minn. 1961

KXO El Centro, Calif. • 1956

KXXX Colby, Kan. •

KYND Tempe,Ariz. 1961

WACO Waco, Texas • 1956

WADK Newport, R.I. 1956

WAZL Hazelton, Pa. 1960

WBOF Virginia Beach, Va. 1956

WCAO Baltimore, Md. • 1960

WCAW Charleston, W. Va. 1961

WCHS Charleston, W. Va. 1960

WCSC Charleston, S.C. • 1959

WDAE Tampa, Fla. 1958

WDRC Hartford, Conn. 1961
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radio; is gaining power, momentum,
dept h, courage, and supporters ever)

day.

Pennsylvania Gov. David L. Law-

rence, speaking last month ;it a festi-

val held l>\ station WBCB, Levit-

lown, Pa., voiced (he opinion about

editorializing which is held l>\ mosl

responsible industry leaders: "We
are approaching a new epoch in

American broadcasting. The days

when a radio station was supposed

to keep ils hands oil coininuniu af-

fairs and maintain a discreet silence

on controversial issues are passing

1 1
c mi the si cue.

"1 am grateful foi theil demise,

lor they caused lai loo mail) valua-

ble c ommunic ations outlets to muz-
zle themselves and drown in i he
c la 1 1 ei ol music a I lads and giinmic ks.

The ladio station ol toda\, has

awakened to new responsibilities. Ii

has a new scum- ol diicc lion ."

EDITORIALIZING SHOWS THAT MANY BEGAN IN '60-'61

editorials in the past two years. This partial list of stations—with starling dates—shows the grow

ing movement which has FCC, NAB backing. Frequency is shown.

CALL LETTERS & CITY REGULAR OCCASIONAL YEAR BEGUN

WDOK Cleveland, O. • 1957

WEAQ Eau Claire, Wis. • 1960

WEMP Milwaukee, Wis. • 1960

WFDF Flint, Mich. © 1960

WFYI Mineola, N.Y. •

WCHQ Saugerties, N.Y. a

WHIM Providence, R.l. • 1960

WHIT New Bern, N.C. • 1961

WIKY Evansville, Ind. • 1960

WITH Baltimore, Md. • 1959

WIZZ Streator, III. • 1958

WJAC Norfolk, Neb. • 1922

WKAN Kankakee, III. • 1960

WKRC Cincinnati, O. 1958

WKST New Castle, Pa. 1961

WLAC Nashville, Tenn. 1946

WLOS Asheville, N.C. 1961

WLSM Louisville, Miss. • 1960

WMAL Washington, D.C. 1960

WMAX Grand Rapids, Mich. 1953

WOCB Cape Cod, Mass. 1958

WOOD Grand Rapids, Mich. 1961

WPBC Minneapolis, Minn. 1959

WRRR Rockford, III. 1956

WSOC Charlotte, N.C. 1961

WSPD Toledo, O. e 1961

WTCM Traverse City, Mich. • 1959

WTVN Columbus, 0. • 1961

WVAM Altoona, Pa. • 1959

WVIP Mt. Kisco, N.Y. • 1957

WWIL Ft. Lauderdale, Fla. •
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WHAT JOE CULLIGAN

THINKS OF RADIO TODAY

A profile of the man who, after 10 years in tv,

made network radio an exciting advertising medium;

what agency man Culligan sees in radio's future

I F you accept the opinion of a man's business friends who know him well,

Matthew Joseph Culligan is perhaps the closest a man can come to being a

broadcasting legend.

It's not unusual for entertainers to wear legendary garb in the eyes of their

audiences; it's something else again when a behind-the-scenes man can achieve

this rapport with his business associates. A close friend has called Culligan

"the most magnetic man in the business."

Perhaps it was this personal magnetism that drew Marion Harper Jr.,

president of Interpublic to offer Culligan jobs, as Harper publicly stated,

"over several years."

Culligan and Harper finally got together in April 1960 when Joe's

contract as executive vice president of the NBC Radio network expired.

He left that post to become a director and general corporate executive for

Interpublic (the parent company of McCann-Erickson Inc., New York)

.
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The Culligans at home prefer out-of-doors life, here perch atop the family's

jungle gym. From left to right arc: Joe, his daughter Eileen, son Kerry, daugh-

ters Carolyn and Susan, and his wife, Doris, an accomplished equestrienne.

Culligan introduced programs like Life and the World, which combined maga-

zine-radio journalism, to pep up NBC Radio in 1957. He discusses it here

xcitlt Andrew Heiskell, Time Inc. bd. chmn. and Robert Sarnoff, NBC bd. chmn.

What has made foe Culligan the

kind oi man who is worth) of this

persistent bidding?

One of Joe's closest asso< i;ites in

the NBC cla\s has said that Joe Cul-

ligan has three assets that make him

a great executive. "First, |oe has

amazing energy. He never let any-

thing stand siill in his life. Second,

he has a phenomenal ability to sell

and administer. Third, and pe rhaps

most important, foe has an infinite

capacity for getting along with

others."

Robert Sarnoff, president ol the

National Broadcasting Co., was im-

ptcssed with the Culligan touch, too,

in 1956 when he asked him to take

the NBC radio helm and steer in a

new direction. Culligan had already

been with NBC since 1950, but had

pm all ol his boundless energy into

promotion and sales management
for the television network.

His first job at the network demon-

strated his ability to take a losei and

make it win. He was hired as a spe-

cialist for Today, an NBC property

that had the potential of a great

show, but was collapsing financially.

Culligan, the master promoter and

salesman, restyled the sales approach

into a format that has been success-

ful foi moi e than 10 years.

With Today back on its feet, the

network decided to try the same- for-

mat for late evening and put Culli-

gan to work on the Tonight show.

Culligan's next job was to develop

a variation of these techniques for

the day-time Home show starring

Arlene Francis.

His success as a sales and promo-

tion expert for these programs led

NBC to install him as national sales

manager for the NBC television net-

work, and eventually, vice president

for sales, NBC television.

By 1956, then, Joe Culligan had

risen to a post of high command in

television, the most glamorous medi-

um in America. Television network

billings in that year reached $367

million; network radio hit a low of

$45 million.

Why, then, in the face of televi-

sion's prosperity and glamour, did a

man like Joe Culligan move to net-

Continued on page 43
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Radio's destiny:

creative consideration

not ratings

Cliff Barborka of Better Broadcast Bureau

outlines what's wrong with radio's numbers game

By Clifford J. Barborka

RADIO'S fight to free itself from the present strait

jacket in national billings has to be based on one under-

lying premise.

Radio must be creatively considered and not overly re-

searched.

C. F. Kettering, the genius of General Motors and one

of the most imaginative industrialists of our time, stated

it clearly when he said: "All research is simply finding

out what's wrong with a thing, then fixing it."

Radio's battle to move its national sales curve from the

horizontal to the vertical has not been because of an in-

herent weakness in the medium's selling strength. But
radio has allowed other media to do the complete selling

job, while it concerns itself with half the sales effort.

There are basically two halves to the selling task of

any medium.

One of radio's most vocal proponents and hardest

hitting salesmen is Cliff Barborka, who two
months ago formed the new Better Broadcast

Bureau in New York after nine years as a radio

sales executive with the John Blair station

representation firm. His most recent post

there: v.p. for creative and marketing serv-

ices. He's worked for Lever's Pepsodent
division, as a sales consultant for the B. F.

Bills Co., Northwestern University instruc-

tor in salesmanship and as an account
executive at NBC Spot Sales in Chicago.



WHAT RATINGS

CAN do
They provide a measure of how effec-

tive a station is, programing in various

time periods and whether a personality- is

doing the intended job.

They can provide a barometer for the

rise and fall of certain program types by

indicating trends of acceptance.

They can set up warning signs for sales

problems.

WHAT RATINGS

CAN'T do
Numbers are not a substitute for pro-

graming or selling.

They will not help establish community
identification.

They will not establish listener and ad-

vertiser loyalty.

They will not help create the necessary

station sound image that influences and
produces sales at the retail counter.

They are not a substitute for image-

building promotion.

The first and most important con-

sists of creating excitement and

strong interest for the medium
through the development of an idea.

The second half concerns itself

with the justification of that origi-

nal idea by analyzing cost, reach,

frequency and other chiefly numeri-

cal evaluations.

What radio must do—because its

major media competitors are doing

it or having it done for them by

agencies—is to create dramatic inter-

est for a campaign through "sound"

selling copy, a marketing plan tak-

ing into consideration radio's ability

to sell a specific product and a me-

dia plan designed to reach the ad-

vertiser's prime purchasers.

Radio for too long has been sell-

ing itself solely on the basis of num-
bers.

Alone among major media, radio

has substituted the system for the

purpose.

Much like the science fiction

stories of the runaway automatic

brain that suddenly exercises suze-

rainty (sovereignty) over its opera-

tors, radio is all too often in the

position where the numbers or rat-

ings system—originally intended as

a management tool and guide—has
become more important than what
the medium stands for and conveys.

The rating services themselves are

cognizant of this. Leaders of these

services would be the first to agree

—

the use of ratings has been misdi-

rected.

It is interesting to observe that in

its numbers dilemma, radio bears

one of its very few similarities to tv.

Let's set up a compact balance

sheet: The assets and liabilities of

numbers.

Numbers have a most important

place in radio management. And by

this we mean both sales and pro-

graming. Numbers provide a meas-

ure of how effectively a station is

programing in various time periods

and or whether a particular person-

ality is doing the intended job.

Numbers can provide an impor-

tant barometer for the rise and fall

of certain types of programing by
indicating trends of acceptance. This

type of program forecasting is an

invaluable tool in any alert opera-

tion.

Numbers can also set up warning
signs for sales problems ahead in

certain time periods and segments.

However, numbers are not a sub-

stitute for programing or selling.

Numbers do not communicate in-

formation, entertainment, service,

music, or commercials to listeners.

Numbers are also not a substitute

for image-building promotion.

Numbers will not help establish

communit) identification and they

will not help create the necessary

station sound image that influences

and produces sales at the retail

counter. Numbers will not establish

listener and advertiser loyalty, that

great intangible that creates aware-

ness and moves people to buy.

The true value of national spot

radio advertising lies in its consider-

ation as a medium of communica-
tion—its ability to reach people, its

ability to influence and to produce

impressions.

The future of radio is unlimited.

The movement of spot billings be-

yond its present level of $190 million

—to S300 million or $500 million-
can be achieved. But only by putting

the horse in front of the cart. Re-

search or numbers should be used in

support of the basic sales argument,

but it should not be substituted for

imaginative, aggressive selling of

radio values.

What can be done to bring about

these changes as the medium digs in

for the challenge of the future?

For one thing, our Canadian

broadcast brothers have a much
more precise definition of spot ra-

dio. They call it selective radio.

National spot radio should be

looked upon as a dynamic, local force

that can be selectively purchased by

national clients according to desired
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geographic location, marketing and

promotion objectives.

It is, in essence, t lie national pin-

point on the marketing director's

map.

Radio is the only mass medium
that comes closest to being all things

to all advertisers—its great value is

its ability to target the broad range

of consumers— the many different

publics that make up the American

complex.

From a national advertiser's point

of view, this adds up to a selective

medium—selective radio.

Here's what national spot can do

to free itself from the status quo:

1. It must assume the creative

initiative.

2. It must evaluate the marketing

problems of advertisers in the

light of radio's ability to aid in

solving these problems.

3. These marketing objectives

must be related to a media plan

that suggests the frequency,

geographic areas and time pe-

riods.

4. Radio copy plans can be devel-

oped that are consistent and
in harmony with the total ad-

vertising objective.

5. Tailor-made plans must be

evolved to stimulate and excite

advertisers and agencies over

the use of the sound medium.
Alert spot radio selling capitalizes

on all areas of knowledge and ex-

periences.

Radio must key this knowledge

and experience to the needs of in-

dividual advertisers. Radio has con-

cerned itself for too long with its

own problem rather than the adver-

tiser's problem.

The medium no longer needs

time selling, it needs idea selling.

What happens when an art director

creates a rich four-color design for

an ad or a dramatic gatefold cover?

The idea stimulates and excites. The
major part of the budget now has to

be in the magazines. The people in

charge of the "numbers" are then

called in to see if the buy is in the

broad area of practicability.

The idea comes first and then the

numerical justification.

In tv, a special variety or dramatic

show is called to the client's atten-

tion either by the agency or the me-

standing on one leg

li lights hard lor the national dol-

lar, but it docs it primarily through

"numbers" selling, abdicating hall

of the total media selling job.

II agencies won't create the excite-

ment for the medium, then let the

medium create the excitement Eoi

the agencies.

National spot radio is selling a

penetrating, local medium that in-

trudes on and pervades the market

place. It is one of the basic aids to

the missionary salesmen concerned

with the point-of-pin chase sale of

the great mass consumed items.

But radio must make its own op-

portunity.

Spot radio can be either major or

minor advertising strategy, depend-

ing on the company, product and

advertising goals.

If given creative consideration, it

can force a marketing explosion.

dia sellcis. Sometimes, instead ol

programing, it's a commercial with

a special humorous twist or new ani-

mation technique. In either case,

the ideas command attention; im-

agination is allowed to expand.

The cost-per-lhousand, reach, im-

pressions are then checked merely

to justify whether the program or

the spot campaign is practical or

not.

Again, the idea came first.

In newspapers, we've recently seen

a case where dramatic use of pic-

tures, headlines and dominant space

placed a major oil company's total

budget in this print medium.

What came first? The spectacular

strategy for employment of news-

papers in this dramatic way? Or the

numbers?

But radio, alone among its com-

petitors, has been trying to sell itself

New gloss on radio's creativity is provided by BBB portable sales tool, a new
presentation in which company executives make maximum rise of sound to sell

radio concepts. BBB Pres. Cliff Barborka I checks device with Esther Rauch, v.p.
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MEDIA MAN ASKS

SHARPENING OF FOUR

RADIO PRONGS
Blair Vedder Jr., v.p. and media director of

Needham, Louis & Brorby, Chicago, tries to clarify

radio's problems before station group

Late last month, a distinguished

media man in agency circles and a
respected one in Chicago, specifically,

was asked to address the Quality
Radio Group on radio matters of
mutual concern. He is Blair Vedder
Jr., vice president and media direc-

tor of Needham, Louis if Brorby.

Some extracts from his thoughtful
appraisal are reprinted here.

If EDDER'S "assignment" was to

give impressions about "what may
be wrong with radio today" and
what areas he feels could perhaps be
improved. He sees radio's crucial

issues centering in four areas:

1. The technical problem of sell-

ing and scheduling commercial
lime in radio;

2. The manner in which radio is

measured today;

3. The attitude of station owners
and managers toward their

medium;
4. The stature of present radio

programing and its potential.

He develops his thinking along

each of these major areas, "attempt-

ing to outline the main problems in

each and to suggest at least one pos-

sible solution."

1. Scheduling time: "The rate

structures of many stations are far

too complex, which makes every

minor change in a schedule a major
job for agency clerical people and
buyers to unravel and reconcile so

that what we pay you agrees with

what you say we owe you."

He asks for rate simplification, so

that "a minor shift in a commercial's

position will not cause a complete

revamping of schedule costs," and

suggests also that it might be pos-

sible "to greatly reduce or completely

eliminate some of the so-called flexi-

bilities in the rate structure."
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He also thinks "there is great

clanger that the affidavit system of-

fering proof of performance is fast

losing acceptance," because stations

are "too casual." He suggests con-

sideration for "establishment of an

industry-wide service to audit, cost

to be shared by stations, representa-

tives, agencies and possibly clients,

each paying in relation to his ex-

penditures in or income from the

medium."
Vedder, referring to barter radio,

called it "a surprisingly prevalent

practice in your industry which
should not be permitted to continue

in its present form. Can any of you
tell me," he asked, "why an adver-

tiser who shows his confidence in

radio and in a station by buying
time at the full rate should be dis-

criminated against in favor of a

sharpie who would only use the

medium if he was given the time

and the transmitter was thrown in to

boot? There is a shocking break-

down of ethics in such shenanigans."

2. Radio measurements: "We be-

lieve current measurements of radio

audiences are inadequate to the na-

ture and dimensions of the radio

universe today. We are not satisfied

with validity of existing measures of

out-of-home listening, particularly

in automobiles."

He urged more research "on the

manner in which people listen, their

attitudes to radio, the effect of mul-

tiple spotting on their perception of

a commercial—offering these as some
ultimates in audience measurement
and not as a first order of business."

3. and 4. Attitude and program-
ing.

Vedder charged he "senses a de-

fensiveness about radio on the part

of station owners and salesmen

which is simply not justified. There's

too much talk of radio as a supple-

mentary medium, primarily to tv."

Radio, he asserts, "is and always

has been far more than a tv set with-

out a picture tube and has no more

to do with tv than with skywriting.

Radio has become the step-child ol

tv, and the common ownership ol

tv and radio stations may be in;ikin
(n

it much more difficult for radio to

overcome this complex. Radio has

and can still persuade peoples' ideas

and attitudes in a way unique to

itself."

What can radio still do? Vedder
gives some answers: "It has the abil-

ity to create a memorable image

through words alone; it can transmit

an idea in an intimate, personal way,

relying on the listener's imagination

to create his own picture, and this

picture can often be more powerful

than one actually seen."

He credits Mike Nichols and

Elaine May, Bob Newhart, Bob and

Ray and Stan Freberg as "masters of

the image picture," and cited "im-

agery through words alone" as being

used successfully by such advertisers

as Spry, Ac'cent, Chun King. "No
other medium is able to achieve

quite the same level of imagery that

these examples represent. People

listened to radio 10 years ago and

radio deeply stirred their imagina-

tions. They still listen, but I wonder
if the sounds they hear are quite as

stirring, and, consequently, I wonder
if they listen as well."

As for programing, Blair Vedder

is "disturbed" by three things: "the

aparent unwillingness on the part of

stations to freely experiment with

new programs and techniques; the

tendency of stations to imitate each

other; the failure to make people

listen."

He says "radio today is largely a

music-news medium. Both music and
news have an important place in

radio. Their appeal is broad, but

they are not the only sounds to

which people will listen. And music

does not necessarily create listeners;

sometimes it does little more than

fill silence.

"We have watched with some con-

cern and amazement the meteoric

rise in audience popularity ol sta

lions programing the top 10 nines

to the virtual exclusion of everything

else. What disturbs us is not that

such programing appeals to a sub-

stantial part of the listening audi-

ence but that one success with this

type ol programing has immediately

led to two, three or a half-do/en imi-

tators in the same market to the

same format, each with a bigger echo

chamber, louder sirens, intrusive, un-

intelligible and—sometimes— insult

ing announcers.

"Such programing has a place on

the dial but it should not be all over

your dial."

In his view, "there is a real need

for experimentation in what could

be called listener programing. The
presentation of new, distinctive, ver-

bal techniques in drama, comedy,

satire, discussion, is so rare I'm not

aware of it."

And this programing, he suggests,

should be aired at times when all the

family can hear it. Later, if it suc-

ceeds, it could be switched to the

times of radio's "doldrums." Vedder

also sanctioned the suggestion of

Gov. LeRoy Collins, NAB president,

who urged broadcasters to take a

more active interest in community

life and to reflect this in their pro-

gram schedules.

Says Vedder: "This means edi-

torializing (see 1961 Editorializing,

page 17) , and must be done through

qualified, mature commentators:

must be fair, factual, complete and

candid."

And if editorializing is done, says

Vedder, "it will require the full par-

ticipation of the station's manage-

ment and cannot be left to conti-

nuity writers and staff announcers."

His conclusion: "I believe radio is

a tremendously powerful means of

communication with great masses of

people, but much remains to be done

to develop the potential that is in-

herent in it."
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CAN A SPONSOR BE SILENT AND SELL?

Yes, says Keyes Fibre, which chooses to eliminate all

selling commercials on its 14-year-old commentary program

fourteen years ago, on a tiny sta-

tion in central Maine, an experi-

ment was tried that went one step

beyond the soft sell. It was the

silent sell.

The Keyes Fibre Co. of Water-

ville, Maine, a manufacturer of

paper products, was in the mai ket

lor a vehicle that would boost its

status with the local community.

The company turned to radio, but

added an unusual twist: it decided

to sponsor a program without com-

mercials.

The program tinned out to be a

gold mine in the heart of the Maine
lumber country. It is now New
England's longest running show
with the same sponsor.

For more than 500 broadcasts, the

program, Little Talks on Common
Things, has yet to broadcast its first

commercial. The man who delivers

the "little talks" is Ernest C. Mar-
] iner, a former college professor who
speaks like Franklin D. Roosevelt.

For 15 minutes every Sunday, Mar-
riner chats about the folk and folk-

A local and respected citizen who handles the show that boosts community

interest for Keyes Fibre is Ernest Marriner (I). He is chatting with two of

Maine's oldest citizens about history of Waterville where show originates.

lore of the state of Maine.
The program was an early success.

Sen. Margaret Chase Smith in a

tribute to Marriner printed in the

Congressional Record (his year said

the show is "undoubtably the most
popular local radio program in the

state of Maine."

Sponsoring a program without

commercials is not a foolproof meth-

od of improving local public rela-

tions, but Keyes found the key by

identifying itself with a respected

member of the community. This
was the strategy from the begin-

ning.

Recalling the early attempts to

garner a sponsor for the program,

Carleton D. Brown, president of

WTVL Waterville, said, "We were

convinced that in Ernest Marriner

we had found a colorful local per-

sonality who could build stature for

both a good sponsor and for our

station, so we selected Keyes as our

best potential. They had the money,

and we felt the company manage-

ment had a good record of com-

munity responsibility.

"We proposed that the concern

undertake a public relations pro-

gram sponsorship. We knew that

Marriner had the capacity of achiev-

ing an unusually high degree of be

lievability with any audience, partic-

ularly a radio audience. We pointed

out to Keyes that they could get a

franchise on what could be an ex-

tremely valuable insurance policy."

Marriner was not a professional

performer when he began his broad-

casts in the fall of 1948. In fact, he

30 U. S. RADIO/August 1961



Consistency in radio advertising is demonstrated as Ralph H. Cutting (r), president of Keyes Fibre, presents

Ernest Marriner with gold record of 500th broadcast. Carleton Brown, pres., WTVL Waterville, Me., looks on.

originally appeared on the program
in response to a plea from Brown,
his close friend and neighbor. Brown
needed a temporary replacement for

a 15-minute spot on Sunday evening.

"It will only be for a few weeks,"

Brown told Marriner, who was hesi-

tant about going before the micro-

phone. "I didn't care what he talked

about as long as he would talk,"

Brown recalls.

Marriner did talk—and hasn't

stopped since. He has talked about

everything from Waterville's first

murder to the history of Maine's

narrow gauge railroads.

Soon after Marriner took to the

air, happy listeners swamped the

station with letters. The volume of

mail has been so huge that since the

third broadcast, the grey-haired

former Colby College dean has

found it unnecessary to do his own
digging for material.

Listeners send him old letters,

newspapers, dairies, account books

and maps, keeping him submerged

in a pool of Maine folklore.

In one broadcast, Marriner told

about a letter sent to him that was

written by a soldier in the Civil

War. Marriner explained that "the

greater part of the letter is confined

to ordinary details of life in the

Civil War camps, but what distin-

guishes this letter is the writer's sud-

den injection of astounding news."

He then quoted from the letter:

"I will tell you (the writer's cousin)

of a strange circumstance that hap-

pened here a few days ago. Per-

haps you will think it a rather in-

delicate subject, but I must tell you
about it and ask you to excuse me. A
corporal in a New York regiment

near us, while on picket a few days

since, was delivered of a child. Per-

haps you will think that incredible,

but such is a fact. He, or I should

say she, came with the regiment as a

soldier and has been with it since

its organization. Her sex has re-

mained undiscovered until now, but

most likely she will now get her dis-

charge."

Throughout the 14 years, Keyes

has remained quietly in the back-

ground as a silent partner. In his

500th broadcast in May, Marriner

paid tribute to his sponsor. "An im-

portant aspect of this program," he

said, "is that it is one of the very
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few radio programs in the whole

nation thai has continued for 39

weeks each year—and under the

same sponsoi

,

"Putting and keeping Little Talks

on the air would have been quite im-

possible without the sponsorship of

the the K.eyes f ibre company. 1 am
sine listeners appreciate that, from

the day these broadcasts started, they

have never been interrupted by ad-

vertising. Never once has the com
pan) sought to control the contents

of the program. I am completely

free to say anything I please."

Keyes believes this policy of non-

intervention has paid off in better

community relations. This was the

company's original goal in sponsor

ing the program and Keyes intends

to maintain its policy of no com-

mercials.

The company's view is explained

by John S. Parsons, the advertising

manager. "The program developed

from quite a different point of view

than the sale of products. In fact, we
have never commercialized this pro-

gram in any way but have considered

it as a community relations vehicle

throughout. It has unquestionably

built many friends for Keyes," he

said.

Most of Marriner's programs us

ualh begin and end with the short

announcement thai " This program
is brought to you by your good

friends, Keyes Fibre Company of

Waterville and Shawmut." From
time to time, Keyes will use the

show to encourage support of vari-

ous community fund-raising drives.

Besides supporting the Marriner

program. Keyes relies heavily on
radio to push its consumer line of

molded paper plates. Last year, the

company ran a spot campaign dur-

ing the summer in nine major cities

throughout the country.

Parsons explained that they have

found "local radio particularly effec-

tive for warm weather promotions,

when we want to push our molded
paper plate and dish line for picnic

and other outdoor uses."

Most of the advertising budget is

allocated to trade magazines because

the bulk of Keyes' product sales are

made to institutions, supermarkets

and shippers.

The company produces more than

300 different varieties of paper pro-

ducts, including fruit packing ma
terials, egg flats and egg cartons.

The company's domestic sales last

year totalled more than $19.5 mil-

lion.

Regional sales offices are scattered

over the United Stales from boston

to San Francisco and as far south as

Jacksonville. Keyes also has licensed

operations in Canada, England, lie

land, Denmark, Norway and Aus
tralia.

The company was founded in

1003 in Shawmut, Maine, where it

still maintains its ground wood pulp
mill. The principal manufacturing
plant is located in nearby Waterville.

Since the late forties the company
has been literally bursting at the

seams. Increased sales prompted
the company to build a plant at

Hammond, Ind., to serve the middle
west. In 1957, Keyes doubled the

capacity of the Hammond plant.

Meanwhile, the company modern-
ized its Waterville plant to speed up
production.

Keyes is far from finished. Last

month, the management announced
that ground had been broken in

Sacramento, Calif., for a multi-mil-

lion dollar pulp molding plant. The
new plant will be the largest indus-

trial addition to Sacramento in the

last nine years.

Keyes expects to open the plant

in the middle of 1962. The factory

will manufacture molded paper

products for the food industry, in

eluding plates, pre-packaging meat

and produce trays, food service trays,

cake circles, apple packs and egg

trays. It will serve 11 western states

as well as Hawaii and Alaska.

The company estimates that about

$5 million worth of products will be

produced annually for the first few

years.

More than five years of planning

and research backed up the com-

pany's decision to launch its latest

venture in Sacramento. The man-
agement made the choice after an

extensive study of several possible

west coast locations.

Keyes is a company on the move.

And one reason for its success is its

desire to maintain friendly relations

with its local community, particu-

larly with the local labor force. This

spurs its continuance of a radio pro-

gram without commercials.

pilllllllllllllllillllllllllllllllll!

Why Keyes Fibre sponsors

a program without commercials

Keyes Fibre 14 years ago decided to embark on a radio pro-

gram that was designed to foster community respect for the

company. For more than 500 broadcasts it has maintained

this policy of attracting community interest and developing

good will. This is the Keyes Fibre philosophy as explained

by John S. Parsons, the company's advertising manager:

He says: "The program on WTVL developed from quite a

different point of view than the sale of products. We have

never commercialized this program, but have considered it

as a community relations vehicle . . .We have never

attempted to promote the company's line of products via

the program, although we have used the program to en-

courage support of various community fund-raising drives

. . . It has unquestionably helped build many friends for

| Keyes ..." |

Iiiiiiiiiiiiiiiiiiiiiiiiiiiiiim^
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COMMERCIAL

CLINIC

TREBLE-PLUS' CLEARS THE AIR

For the millions of Americans who
each weekend hop into their auto-

mobiles and rumble out to the

mountains and seashore, summer-
time is the season of noise.

This is the premise of an imagina-

tive new commercial approach being

taken by Cunningham & Walsh, New
York, for its clients. Its theory:

From the moment Mr. and Mrs.

John Doe and all the little Does
crawl into their car, they are sub-

jected to a plethora of road sounds:

the steady hum of spinning tires, the

blasts of impatient horns and the

coughs of motors turning over.

Amid all this extraneous noise,

the car radio is struggling to be

heard. To counteract the noises, the

average car listener—according to

C&W philosophy—will tune his

radio down toward the bass register,

eliminating much of the treble pitch.

When outside sounds interfere with

the sound of the radio, the bass pitch

is far easier on the ear.

This is fine for listening to back-

ground music, but when spoken
commercials are sent out, the an-

nouncer's voice comes in muddled
and raspy. The listener loses a por-

tion of the sound.

In a season when radio reaches its

peak audience—primarily because of

the increase of outdoor listening—

a

fuzzy commercial can be a serious

deterrent to successful advertising.

This is the theorizing of Tom De
Huff, director of commercial pro-

duction for the agency, who has put
into practice his idea about low-

register tune-in in cars. It's a reveal-

ing approach for several reasons: (1)

it indicates the importance of com-
mercial listening by people driving

in cars; (2) it makes for better and
more thorough radio listening; (3)

it develops a higher quality of pro-

duction. Values may be subliminal

in terms of their noticeable effect by
the listener, but the pluses accrueing

to an advertiser are far less subtle.

Two sets of statistics recently re-

leased by the Radio Advertising Bu-
reau point up the importance of

summertime listening. The RAB re-

ports that the growth of car radios

tripled in the past 11 years, from 14.8

million in 1950 to 42.6 million this

year. Secondly, RAB says that in

terms of millions of adults reached,

radio led television last summer by
400,000 listeners during a week in

July to better than four million in

September.

Taking into account the impor-

tance of summer radio, C&W looked

into the problem of muddled recep-

tion of commercials, and thinks it

has come up with an answer.

The problem is an old one, but,

like a leaky faucet, nobody did any-

thing about it until Tom De Huff
decided to test his theories.

While riding in his automobile,

De Huff discovered he invariably

tuned his car radio to the bass end
to achieve a softer tone. He found,

however, that the spoken word was
lost in the process.

"I wanted to find out if other peo-

ple also did this," De Huff explained,

"so I took an informal survey of the

art and production staff here. I asked

them to check their car radios to see

where they set the tone." De Huff
reported that all said they favored

the bass register.

"The combination of outside

noises and the high, scratchy sound
of the treble pitch forces the listener

to compensate by overloading with

bass tones," he said.

De Huff came up with a technique

designed to add clarity to the spoken

word heard in car radios. He calls

the technique: "treble-plus." In the

studio, DcHuff instructed the engi-

neers to increase the treble sound
during the recording of commercials.

Cunningham & Walsh first used

"treble-plus" last year during a radio

campaign for Watchmakers of Switz-

erland. The results were so encourag-

ing that the agency now offers this

service to all clients planning to use

radio in the future.

De Hull believes Cunningham &
Walsh is the only agency using the

"treble-plus" technique lor its radio

announcements. He has already

demonstrated the technique for sev-

eral sponsors, but is still in the proc-

ess of preparing additional tapes to

give clients a lucid picture of what

it means in terms of over-the-air

listening.

De Huff is arranging to purchase

tapes that will simulate not only

road sounds but also the noises peo-

ple encounter at the seashore or in

the mountains.

"The problem of outdoor noises

in the summer is constant," De Huff

contends. He says that the same

principle involved in tuning the car

radio applies also to the places peo-

ple visit with their portable sets. For

example, he said, "the noise of the

wind and the waves at the beach cut

into the sound of your radio."

What happens, however, when
you're listening at home and Lhe tone

is not overbalanced toward the bass

register? De Huff explained that the

technique adds more treble, but does

not increase the volume.

"We don't add that much more

treble to make the commercials

sound harsh while listening in the

home," De Huff said. "We attempt

to make the commercial message

clean and clear, but we don't give

them a high shrill sound that would

make it irritating at home."
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A BROADCASTER'S CREED

FOR AMERICAN BUSINESS

Frank P. Fogarty's seven-point creed was delivered to the

Henry Monsky Lodge of the B'nai B'rith, Omaha, on his ac-

ceptance of an Americanism Citation Award from that organi-

zation. Only a small group heard the speech, but it aroused tre-

mendous interest among businessmen with the result that Mere-

dith Broadcasting Company, of which Mr. Fogarty is executive

vice president, was deluged for copies locally. Copies of the full

speech can be obtained by writing Meredith WOW, Inc., Oma-
ha, of which Mr. Fogarty is vice president and general manager.

He is also Chairman of the Board of Badio Advertising Bureau.

1.

2

We believe that business should earn a

profit, and that it should wear its profits

proudly. Too long have we permitted

short-sighted critics to point the finger of

shame at profits, as something to be

schemed, bargained and taxed out of ex-

istence.

We believe that business should be more

eloquent and evangelistic in explaining and

defending the profit system, otherwise

known as free enterprise. We have failed

to convince the people that out of profits

must come the money to make jobs, to pro-

mote philanthropy, to support the govern-

ment, and to finance the growth of the

country. We have erected what we fondly

hope are adequate defenses for the physi-

cal targets of the Communists, but we have

failed to provide for the defense of their

ultimate targets, our profit system, our de-

mocracy and our faith in God.

3
We believe that a business should be deep-

ly integrated into the community it serves,

so that it will know the needs, desires and

problems of that community.

4

We believe that a business should accept

its full share of responsibility for the

things that make a community a better

place in which to work and live. Concrete-

ly, this means that a business should inter-

est itself in schools, churches, hospitals,

parks, museums, settlement houses, health

and welfare organizations, old people's

homes, and nurseries, among other institu-

tions. . . .

We believe that a business should be a

good citizen in the formal or political sense

of the word. It should of course pay its just

share of taxes fully and promptly. Over

and above that, it should take an interest
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in government and encourage its employ-

ees, customers and associates to do so.

5 Business should support city planning and

foster soundly conceived public works,

looking upon them, not as a burden, but as

an investment.

We believe that business should sweep

broad horizons in its thinking, that busi-

ness should be accurately informed about

and emotionally involved in the problems

that confront the United States, both in so-6 called normal times, such as you and I

have seldom experienced in our lives, and

also in these days of cold war and hot

peace. We believe business should con-

tribute lo the nation its full share of think-

ing and leadership. We think business

should speak out more frequently, more

clearly, more bravely.

We believe that a business should con-

tribute to the economic health of its com-

munity. It should work vigorously for a

7
political climate in which business can

prosper, thereby broadening the base for

taxation, creating jobs and developing op-

portunity for the young. Business should

lay out the welcome mat for other busi-

nesses, even though of the same type.

an industry service of

U.S. RADIO
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RADIO FOCUS/ IDEAS

BEACH BEAUTIES from liner states competed in second annual "Beach Ball" of WOWO Ft. Wayne,

Ind., themed to station's "umbrella" promotion and the "coolest sound around." Other summer
ideas: naming the mobile unit the "cooler cruiser" giving 500-pound chunks of ice as listener prizes.

FLING DAY at a local park was idea

of WING Dayton, which pulled big-

gest attendance in the park's history.

SICK SALES gel "treated" by this duo from WCMS Norfolk, Va.; Roy LaMere (I),

gen. mgr., and George Dail (r), cml. mgr., ivho visit ailing businesses in station "am-

bulance" to give first-aid radio ideas. Chief surgeon and intern report success.

TRADING STAMP giveaway combined efforts of

KQV Pittsburgh and Top Value Enterprises,

/mlled record 164,712 entries in an eight-week

period. Two million stamps were dispensed.

BEHIND
New Hat
prisoned'

Listeners

THE BARS is Dj Jay Clark of W AVZ
•en, Conn., who was "arrested" and "im-

by gendarmes in a local promotion.

offered aid, sustenance and files.



RADIO FOCUS/ideas

Promotion

OKI radios never die, they just turn

up in contests. Three stations in

different parts of the country

—

WGLI Babylon, N. Y., KBOM Bis-

marck, N. I)., and VVFLA Tampa-
St. Petersburg—each staged promo-
tions to uncover the oldest radio in

the area. WGLI came up with a set

constructed in 1890. The radio

still works and uses two different sets

of batteries \n injured bird in

the hand is worth many phone calls,

a station in Seattle discovered. A
KING engineer, working on Vaslion

Island in Puget Sound, found a

wounded hummingbird stretched

out by the station's transmitter. He
phoned the office on the mainland

and asked for advice on caring for

the bird. Deejay Jim Roberts broad-

cast the appeal and immediately the

station was flooded with calls offer-

ing aid and sympathy. One woman,
known as the "Bird Lady of Seattle,"

gave a prescription for keeping the

animal alive: a solution of sugar

water every 15 minutes. The engi-

neer nursed the bird until a rescue

party reached the island. The pa-

tient was turned over to the "Bird

Lady," who makes a hobby of caring

for birds. The station is still receiv-

ing calls on the health of the bird.

Reports the "Bird Lady": It will be

back on its wings very soon. ..."

CKGM, Montreal campaigned an
entire month on its news commen-
tary program for a water system.

WIBG, Philadelphia, which has

already handed out $16,000 in con-

test prizes this year, decided to turn

tables on its listeners. The station

is offering to send a statement of 25

words or less to any listener who
sends in a check for $10,000. Any-
one who sends the station a fully

equipped 1961 convertible will re-

ceive a best last line. ... A chicken

in the pot of every KBIG Catalina,

Cal., performer was the goal of a pro-

motion staged by Chicken Delight

restaurants, recently signed up as a

sponsor. The company wanted all

the station's personalities to sample

its product before they sounded off

about it on the air. But the restau-

rant chain had no outlet on Cata-

lina. The solution: The company
hired an airline and parachuted

buckets of chicken to the station's

mountain-top studios \c ccpting

dates is l)i( k Spangler's hobby. As a

result, the KORL I [onolulu deejay

recently broadcast his program from

a tank Idled with man-eating Tigei

and Hammerhead sharks. An ex

perienced skin-diver, Spanglei spent

eight hours in the tank, equipped

with a throat microphone. He had

one (lose call when he scurried oul

of the pool, pursued In the gleam

ing white teeth of a 18-fool shark.

Hundreds of spectators were attract

ed to the promotion. . . . The dean

of radio commentators. II. V. kalten-

born, has donated 8500 as the top

prize in a national radio contest

sponsored by American foundation

for the Blind. Participating in the

contest are college groups studying

drama or radio writing. The objec t

is to create the best half-hour pro-

gram dealing with the problems and

potentialities of blind persons.

Deadline for submitting tapes is

May 1, 1962. . . .

More than half a million travelers

arrive and leave New York every day

and WCBS New York is going after

these potential listeners before they

reach the city. With the help of

CBS network stations WCBS ran

spot announcement in major cities

around the country, asking travelers

to tune to the station when they

stayed in New York. Sample plug:

"What happens when a married

man from Boston travels to New
York? Well, the first thing he does

when he gets off the plane is to find

a radio station that sounds as good
as WEEI (Boston). Eventually he

discovers WCBS—880 in New York.

And he's happy." . . . Last summer,

radio led tv in total listeners for

eight out of 13 weeks, according to

Sindlinger and Co., media analysts.

How many weeks will radio lead tv

this summer? The Radio Advertis-

ing Bureau is offering $250 to the

agency man or advertiser who comes

closest to predicting the number of

weeks radio will lead tv and the

number of listeners in millions that

radio draws over tv. Last year, ra-

dio's lead ranged from 400,000 dur-

ing a July week to more than four

million in September, according to

Sindlinger and Co.

Programing

Radio continues to capitalize on
its status as a local medium. Note-

worthy programs delving into local

problems and events were broadcast

in these- cities: Boston -Following

the destruction by fire ol a 116-yeai

old burlesque theatre, the "Old

Howard," which was once the stomp
ing ground ol man\ ol today's slais,

YVBZ conducted telephone into

views with some ol the entertainers

who grew up on the statue ol the his

torical theatre. I he piogiam lea

tured Bud Abbott, Red Buttons,

Phil Silvers and Bert Lain remi-

niscing about their early days in the

"Old Howard." . . . St. Louis—The
fust of a series of 12 documentaries

exploring the social problems and

progress in St. Louis was aired on

KMOX. The initial program, tilled

"The Big Lift," probed into the

problems ol narcotics addiction.

Actual case histories supplied by lo-

cal police and interviews with drug

addicts formed the basis of the docu-

mentary. . . . Cincinnati—WSA1
started a new program called "Open
Mike" which features communii\

leaders discussing topics in the news

In a recent program, Pepper Wilson

manager of the Cincinnati Royals

professional basketball team, dis-

cussed the college basketball betting

scandal. Topics to be covered in the

future include legalized gambling

and the building of an underground

garage in downtown Cincinnati. . . .

Pittsburgh—For the past 12 years, a

redevelopment project in suburban

Pittsburgh has progressed only to

the point of the demolition of the

old buildings. KDKA decided to find

out why the project was bogged

clown and the result was a series of

five broadcasts examining the situ-

ation. The programs probed into

the conflict between public and pri-

vate officials and offered possible so-

lutions to stimulate construction in

the area.

Radio's ability to broadcast a

news story as it happens was demon-

strated by the coverage of a power

failure in New York City and a $5

million fire in Aver, Mass.

In N. Y., Radio Pulsebeat News, a

new audio news service, sent two

fully equipped mobile units into ac-

tion when midtown Manhattan was

blacked out by the power failure.

Within 20 minutes, RPN was trans-

mitting accounts of the blackout to

its clients around the country. One
of its reporters climbed 13 flights of

steps in 90 degree temperature to

record the conversation between
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"I'm King Mike - Ruler of

Midas-Land, U.S.A. I've got

the Golden touch on nearly

15 million subjects in my
kingdom, who just can't help

spending over 38 billion dol-

lars a year. You'll see more

and more of me in months to

come. I'll be appearing on all

mailings, ads, and awards of

WNTA - The Golden Sound

of Radio. There's hidden

treasure in Midas-Land, too'

— Ask about our pinpointed

coverage of Northern Jersey,

Connecticut, and Brooklyn.

For a Golden Opportunity

write:

WNTA RADIO
32 Green St., Newark 1. N.J.

970 AM - 94.7 FM

RADIO FOCUS/ideas

members of a rescue part) and peo-

ple who were I rappee! in an elevator

for three hours. ... A telephone

tip from a local merchanl alerted

WEIM Fitchburg to a huge fire

raging in nearby Ayer. Within 15

minutes, the station's mobile unit

was on the scene. The unit fed four

separate broadcasts to the Yankee
network and lour other radio sta-

tions in the area. Aftet WEIM went

off the air, the mobile unit remained

at the fire gathering material for

early morning broadcasts. The sta-

tion capped its coverage with a re-

port from a helicopter hovering

overhead.

A radical new approach to pro-

graming—an all-news station broad-

casting 24 hours a day— is being at-

tempted by a new station in Holly-

wood, X-TRA. To gel itself off the

ground, the station launched an ex-

tensive advertising campaign in

newspapers, trade publications, tele-

vision stations, on billboards and
with direct mailings to agencies and
advertisers. It's still too early to

gauge (he results ol the campaign.

. . . Muzak celebrated its 25th anni-

versar) this month. Radio broad-

casters, who double as dispensers of

background music to restaurants and

supermarkets, flocked to New York

for the company's three-da) con-

vention.

Business
The recent speech by FCC Chairman
Newton Minow urging broadcasters

to assume more responsibility in pro-

graming and other areas has prompt-
ed the Kansas Assn. of Radio Broad
casters to issue six checkpoints for

station operators. The group recom-

mends that broadcasters: 1) check

their latest license renewal to make
sure today's operations conform to

yesterday's renewal application; 2)

schedule educational and cultural

programing; 3) editorialize (The as-

sociation says that it's clear the FCC
wants stations to assume civic respon-

sibilities and this includes editori-

als); 4) schedule programs about lo-

cal issues—controversial and other-

wise; 5) keep a file of letters to and

from community leaders and organ-

izations, indicating what the station

has done to support local projects

(This is especially helpful at license

renewal time); 6) check technical

and logging procedures closely, go-

ing over specific FCC rules with the

entire staff.

An unusual method of selling

drains on a (oiisumei advertising

program has been developed l>\ the

R. M. Hollingshead Corp. foi its

Whiz Automotive Chemical prod-

ucts. Whiz is bringing the sales pitch

to the dealers via a mobile sales

demonstrator in which the dealeis

listen to samples ol the company's

radio advertising and see product

demonstrations. For the first time,

Whiz is using local radio on a satu-

ration basis with dealer tie-ins. A
total of 12 markets, most l\ in eastern

and central Pennsylvania, is being

used by the company. Additional

markets are scheduled for the fall

and winter.

Recent success stories: Moore's

Furniture Store in Topeka swun^

a poit ion ol its advertising budget

to WIBW with the result that the

store equalled in 10 days the same

sales it had made in 30 days at simi-

lar time last year. Moore is using

two 30s and two ids per day with a

total cost of $217. The results have

prompted the client to cut his news-

paper budget in half. . . . Within

hours following the review of a new
book on WSB Atlanta, all the book

stores in the city reported they were

sold out. The book reviewed was

The Tractenberg Speed System of

Basic Mathematics. . . . KDKA has

issued a promotional booklet, de-

scribing a success story for every let-

ter of the alphabet. . . . The Geor-

gia Assn. of Broadcasters enrolled its

100th radio station—WKIG Glenn-

ville—to become the fourth largest

state broadcasting association in the

country. . . . Charles C. Hoffman, a

leading sales and business consult-

ant in Canada, was named president

of the newly formed Radio Sales Bu-

reau. The Bureau was created to

develop new sales techniques for Ca-

nadian stations.

The first step in effort to make this

fall "the biggest fall ever" for radio

was taken by the Radio Advertising

Bureau when it released plans for a

massive direct mail campaign aimed

at local advertisers. The RAB has

prepared a direct mail package for

stations that includes: fact sheets,

sample letters, a mailing format and

suggestions for successful selling

drives.
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RADIO FOCUS/PEOPLE
TIMEBUYER GUEST at KDKA Pittsburgh business

lunch in New York was Hope Martinez, IMDO. With
hey are liege Cardie (I), station "ivake-up" personality,

and Donald J. Trageser (»), sales mgr., and asst. gen. mgr.

NEW OWNER of KIO I Des Moines (with Gilbert Swan
son) is George Bolas (r). v. p.. Tat ham-Laird, Cgo. Wei-

coming him: James ('.. Dowell, v.p.-gen. mgr., KIOA;
(»), K. K. Greenwood, exec, vice pres., Star Broadcasting.

SIGNER of new representation agreement

is Sherry Gordon (<). pres., Gordon Broad-

casting, for KQBY San Francisco. At (I),

Idam Young of the rep firm of that name;
(r), Charles A. Black. t»./j. of station group.

TRAVELER is Muriel Bullis, dir. of broad-

cast media for EWR&R, Los Angeles,

luho icon KXA Seattle European trip.



RADIO FOCUS/people

Agencies

Two changes at Street & Finney,

New York: fames R. Cashel moves

1 1 ,>m Benton & Howies to take over

;is research director and John A.

Zalud, formerly research director,

appointed as account executive . . .

Marshall H. Ward, Jr. joins Geyer,

Morey, Madden & Ballard, New
York, as an account executive for

Lysol, in the Lehn & Fink Products

Corp. account group at the agency.

W ard previously was a product man-

ager lor the Colgate-Palmolive Co.

. . . Lee Hughes, formerly with the

J.
Walter Thompson Co., joins

Doherty, Clifford, Steers & Shenfield,

New York, as an account executive

. . . Garth N. Montgomery rejoins

the creative services department of

Kenyon & Eckhardt, New York,

alter 22 months at Compton Ad-

vertising . . . Ralph Countryman,

formerly of the Cleveland office of

the D'Arcy Advertising Co., joins

the agency's regional marketing staff

for Anheuser-Busch, Inc. in St.

Louis.

Lee Alhright takes over as vice-presi

dent in charge of creative services at

Moss Assoc., New York. In addition,

Albright will work directly with sev-

eral of the agency's clients as an ac-

count executive. Albright comes

from BBD&jO, where he worked on

the du Pont account for several

years. . . . William H. Monaghan
named an account executive for

Harold Cabot & Co., Inc., Boston.

. . . Floyd O. Flint, former Seattle

manager of the
f.

Walter Thomp-
son Co., appointed manager of Ben

Sackheim's new west coast office.

The office is located at 1331 Third

Ave., Seattle. . . . John Cameron re-

joins Lennen 8c Newell, Inc.. New
York, as a copy supervisor. . . . Jack

F. Keilson takes over as head of the

Yardis Advertising new New York

office. Yardis recently purchased

Keilson Co., Inc., and decided to re-

tain Keilson as head of the new
branch. . . . John L. Del Mar named
assistant vice president in charge of

the American Assn. of Advertising

Agencies' new central region office

in Chicago. . . . Succeeding Del Mar
as assistant vice president at the

western region office in San Francis-

co is Thomas V. Mahlman, Jr. . . .

Edward Y. Papa/ian appointed an

associate media diiectoi with 1 > I > 1 >

SO. New York. . . . Mickey Tren-

ner joins Kenyon & Eckhardt, Los

Angeles, as he ad ol the In in s radio-

iv and commercial production a<

tivities. . . . Kevin A. Leonard moves

in as a COD) Wl ltd Eoi < )lian and

Bronner, Inc., Chicago. . . . Leon-

ard Goldberg joins BBDfcO, New
York, as coordinator <>l broadcast

media and planning. Goldberg was

administrator of sales and program-

ing researc h at NBC-TV. . . . Rob-

ert Widholm appointed assistant me
dia supervisor at Doherty, Clifford,

Steers 8c Shenfield, Inc., New York.

He also continues as broadcast me-

dia supervisor. . . . Gerald Epstein,

formerly with (lie media research

department of Geyer, Morey. Mad-

den and Ballard, New York, named

a media analyst at Wade Advertis-

ing, Chicago. . . . Vincent F. Aiello

elected vice president of Geyer, Mo-

rey, Madden & Ballard. Inc.

Representatives

Wendell Parmelee appointed sales

manager of Broadcast Time Sales'

Detroit office. Parmelee's appoint*

men) is in line with the company'!

expansion in Detroit and a move to

largei quarters in the Penobscot

Bldg. . . . William N. Davidson

named vice president ol Advertising

Time Sales, New York, a newly

formed company . . . John Biennan

promoted to managei ol the- Minne-

apolis office ol The KatZ Agency.

David II. Sandeberg named San

Francisco manager ol the Weed or

gani/ation. The company also com-

pleted its west coast expansion plans

by appointing fames C. Gates and

Hank Stanley to W e ed's Los Vngeles

sales stall. . . . Herb Halm joins tin

Meeker Co., New York, as an ac-

i ount e xe-e utive, I [ahn mo\ es o\ ei

from the sales stall of For joe 8: Co.

Stations

Two new appointments at WON'E
Dayton: Charles J.

Thornquest

named national sales director and

Louis G. Frolich, commercial man
ager of the station ... A. J.

Frano

appointed executive director of

KHJ Hollywood, Cal. . . . Ken De

Hire a

Rolls Royce
Limousine

For just a trifle higher cost, enjoy

the luxury of a chauffeur-driven

1961 Rolls Royce. Special theatre

and shopping rates. Airport and
pier service. Inquire about cor-

porate and personal charge
accounts. ^
Buckingham Livery
349 E.76thSt.,N.Y.C.YU 8-2200
$9 per hour. Diners Club honored.
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RADIO FOCUS/people

Vaney named managing director of

the California Broadcasters Assn.

. . . Arnold Smith appointed national

sales coordinator of WFYI Garden
City, X V. . . . Thomas R. Bishop
named general sales managei ol

WSAI Cincinnati . . . Tim Crow
appointed director of the newly
( i eated drp.n Intent of quality con
trol and program development at

the Rollins Broadcasting-Telecasting

Co. . . . Robert B. Gordon, former
comptroller ol the Gresh & Kramer
Vdvei t ising Agency, joins the staff of

WIP Philadelphia as business man-
age] . . . Alan Henry appointed gen-

eral manager ol KVVK St. Louis.

Reed M. Badgley appointed market-
ing and sales promotion manager of

WkMIl Detroit. . . . Michael P.

Mallardj joins Radio Press Interna-

tional as assistant to the general

manager. . . . Herman Maxwell
named sales manager of WINS New
York. Maxwell was formerly direc-

tor of sales for WNBC radio. . . .

Weston C. Pullen, Jr., a vice presi-

dent ol I ime Inc., appointed presi-

dent and a director of Time-Life

Broadcast, Inc. Vice presidents and
directors of the company, which will

consolidate all the broadcasting ac-

tivities of Time Inc., include F. S.

Gilhert, formerly general manager of

Time Magazine, and Sig MLkelson,
formerly president of CBS News.

. . . Ward M. Cornell appointed

manager of CFPL London, Canada.

Cornell moves up from the post of

program manager. . . . Monte DeVon
named manager of KIMA Yakima,

Wash. DeVon previously was in the

sales department of KIMA-TV. . . .

Earl R. Harper, a sportscas^er for

WHIH Tidewater, Va., named the

station's sales manager. . . . John T.

McLean appointed director of sales

development for WDAF Washing-

ton, D. C. McLean was formerly

manager of radio promotion and

research at WDAF. . . . Oliver Allen,

former program director at WRAP
Norfolk, moves to WAOK Atlanta

to take over the position of coordi-

nating director and production

manager. Allen also will be produc-

tion manager of the newly formed

AOK Management Services, Inc.

. . . Dale Drake moves into the post

of national-regional sales manager

for KXOL Fort Worth. . . . Wen-
dell B. Campbell, managing director

ol RGBS Los Angeles, and John C.

Moler, managing director ol YVIIH.

Philadelphia, both ele< ted vice presi-

dents of the Storer Broadcasting Co.

. . . Rogert Garett, general manage]
of WBOY Clarksburg W. Va., elect-

ed mayor of the city.

Networks

Everett H. Erlick elected vice presi-

dent and general counsel of Ameri-
c an Broadcasting-Paramount Thea-
tres, Inc. Erlick moves ovet from

Young & Rubicam, where he was a

vice-president in the radio-tv de-

partment.

Elmer W. Lower, manager of NBC
news in Washington, named NBC's
director of news and public: affairs.

. . . William B. Monroe Jr., news di-

rector of WDSU-TV New Orleans
and president of the Radio-Tele-

vision News Directors Assn., replaces

Lower as manager of NBC news in

Washington. . . . Jack H. Mann pro

moted to post of director of ABC
Radio Pacific and ABC Radio West.

. . . Harry E. Hobbs Jr. appointed

to position of central division sales

manager for NBC. Hobbs was pre-

viously eastern sales manager.

Industry

Mike Schaffer, director of promotion

and advertising at WFIL Philadel-

phia, elected to the board of direc-

tors of the Broadcasters' Promotion
Assn. . . . Charles A. Sobel joins

Universal Marketing Research, an

affiliate of Alfred Politz Research,

Inc., as a senior project director . . .

Charles J. Wade named a vice presi-

dent of the Lanolin Plus Co. . . .

Frank Lander appointed vice presi-

dent for national sales of Teen
America Associates, Inc. Lander
previously was an account executive

with Dunnan and Jeffrey, Inc.

Dr. L. Curtis Foster elected vice pres-

ident of Zenith Radio Research

Corporation, Menlo Park, Cal., a

subsidiary of Zenith Radio Corp.

. . . Herminio Traviesas, vice presi-

dent of BBD&O, named chairman of

the Radio and Television Execu-

tives Society's membership commit-

tee for 1961-62. The Society now
boasts its highest membership in its

21 years with a roster of 1,208.
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WHAT JOE CULLIGAN THINKS OF RADIO TODAY

work radio in its era ol decline?

Primarily, Culligan is never happ\

unless he is in the midst of a great

challenge. "1 was happ) to lake the

job," he recalls, "I have always had

an instinct to light Eor the under-

dog."

Network radio is a superb com-

munications system, Culligan once

said, "but il matters little it your

communication isn't sound and clear

and well thought out." Capitalizing

on network radio's flexibility and on
television's physical inability to pre-

sent news instantly, Culligan's first

step toward restyling network radio

was to introduce the lamed News on

the Hour.

A former Culligan associate re-

marked recently that the toughest

job Joe ever had to do was go out

and sell Ar

ews on the Hour to the

affiliates. "Most of the affiliates had
rock-firm commitments at certain on-

the-hour periods for news programs
with long-time local sponsorship. In

Los Angeles the NBC affiliate had
programed the Richfield Reporter at

10 p.m. for 20 years. They didn't

want to give up that program. But
Culligan sold them. He charmed
them right off their feet. His selling

point was the future of the NBC
radio network, and how it depended
on program changes such as the

News on the Hour concept, how it

would help them to resist the rock

'n' roll craze dominating the inde-

pendent stations."

With Neivs on the Hour cleared

by 90 percent of the affiliates, and an

immediate hit when it went on the

air on January 14, 1957, Culligan

moved to strengthen news by intro-

ducing the NBC Hotline, the net-

work-to-affiliate quick communica-
tions system that allowed fast news-

breaks to bulletin on the network,

or be taped for later presentation on
stations that could not interrupt

programs in progress.

Together the Hotline and News
on the Hour produced $4,200,000 in

new revenue for NBC the first year

of their operation. Clearly, these in-

novations were moving the network
in the right direction, filling a pro-

gram need by striking a responsive

chord in listeners and advertisers

alike.

Marking Culligan's NBC radio

Continued from page - I

career, loo, were such Cullinganisnis

as "imagery iransler," (the listener's

c apac il\ to si i i 1 1 the image he rc< eives

of a product horn television to the

same product advertised on tadio)

and "engineered circulation" (the

ability ol an advertiser to scientif-

ically reach an audience at various

lc\ els ol .K i i\ ity).

He still nurtures the dream thai

his "engineered circulation" theme-

will be picked up by other broad-

casters and usher in a new day foi

radio. "It is the next biggest thing

for radio," he says, "because radio is

the one medium that is scientifically

designed to reach audiences at levels

of activity. Once a person buys the

advertised product, it can become its

worst enemy il it stands unused on
the shelf. Radio can remind the con-

sumer of a product's usefulness, and
can reach him as he is about to buy."

Culligan's "engineered circula-

tion" has gained attention from sell-

ers of spot radio, some of whom have

recently tied spot frequency to fre-

quency of purchase. The plan usual-

ly works best for fast turnover prod-

ucts such as cigarettes, groceries,

gasoline, candy, toiletries.

Culligan firmly believes that the

next 18 months will be amazingly

like the first 18 months of the '50s in

shaping the broadcasting industry

for the next 10 years. International

radio and television are just over the

horizon, and Culligan is certain that

the two media will become global in

dimension. Interpublic has already

focused the attention of broadcasting

men on international communica-
tions, says Culligan, citing the work
of Sylvester L. (Pat) Weaver (Cul-

ligan's former NBC boss) in his role

as president of McCann-Erickson
Corp. (International)

.

Radio is entering this decade with

a fully developed sense of its

strengths, Culligan believes, and the

continued cultivation of its natural

gifts should make the medium grow
vigorously.

"Radio's greatest function and
most important contribution is the

offering of news and commentary,"

says Culligan. "Radio cannot be

primarily an entertainment medium.
Radio must inform, because it is the

only medium capable of informing

while news is happening.

"But a second function is special-

ized entertainment. Musk provides
ihis in part. Bui a station that is

aware ol audience preference cannot
ignore other types ol entertainment.

To do so is to forget the- desire <<! the

listenei to heai a progiam thai will

stimulate him intelle< tuall) as we ll

as entertain him.
"The recent emergence- ol bright

comics and satirists like Elaine Ma\
and Mike Nichols, Moil Said and
Shelley Berman is important Eoj

radio because their fare calls for

mental participation In the audi-

ence."

In Culligan's network days, long
beloie cjiii/ sc andals bioke Ol \<u
ton Minow's "vast wasteland" speech
became famous, he was one of the
most vocal advocates of public in-

terest programing. He personally
directed the creation of Image Rus-
sia, 40 hours of tapes programed at

night in segments. The program was
well received by listeners and won an
award. But it went sponsorless, says

Culligan, because it was too "con-
troversial" a subject for advertisers

who are loo "sensitive." He followed
Russia with Image Mino; ities. That,
too, went on the air without a spon-

sor. But he was so convinced that

these programs were good for the

public and good for radio, that MH \

footed the bill for the broadcasts.

"No rating," he says, "can ever

correctly measure the service that an
advertiser renders the public and
itself with public interest program-
ing. But if the public is going to

demand escapism, it should get it."

Culligan says he would like to see

programing upgraded as much as

would FCC Chairman Newton
Minow and NAB President LeRoy
Collins. "But," he qualifies, "con-

tinued general criticism is not good,

for two reasons. For one thing, the

broadcasters w4io do not deserve

criticism bear the brunt of it. On the

other hand, those who do deserve the

attacks hide behind the generalities

of criticism. When charges are made
they should be specific and isolate

the few culprits who now give the

whole industry a black eye.

"After all," he continues, "broad-

casting is a terrifically demanding
business. All businesses suffer crises,

maybe once a month, maybe less.

But in broadcasting there are two or

three crises every day that put a

heavy drain on talent. Working un-
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WHAT JOE CULLIGAN THINKS OF RADIO TODAY

tier siuli pressures ii is .i little difh-

(uli to produce overnight the ide

alistic medium that those in power
have come to expect."

Because Culligan lias been away

from a dire< t involvement with radio

for the lasi Hi months, he has taken

on an agency man's perspective ol

the medium. Perhaps more than din-

ing his ladio days, he is kccnh aware

ol the necessity foi getting radio's

story across to agency management.
One of the first steps radio must

lake, he says, "is to promote to na-

tional advertising agenc ies the idea

ol hiring a high-ranking radio spe-

cialist."

Radio stations can make an impor-

tant stride themselves, simply by

raising rates. "Rates are too low."

accuses Culligan, "and this alone

tends to understate and undersell

the medium's impoi tance."

It is unfortunate for broadcasting

that |oe Culligan's responsibilities at

Interpublic are not more directly in-

volved with the sound medium. Bui

he is always on the fringe ol broad-

cast activity. With his somewhat

nebulous title of general corporate

executive, he is apt to be in the midst

ol any agency skull session on the

management level.

The advanced projects division ol

[nterpublh is under Culligan's com-

mand. It inc ludes basic research and

the corporate information depart-

ment.

Culligan is heavily involved in

projects that will help the client's

business grow, for "we grow only as

our clients grow."

Currently, he is busy investigating

all forms of commercial and public

service communications. "We are

pioneering," Culligan explains, "in

the area of non-verbal communica-

tions. This is an important area, be-

cause even the successful verbal ap-

proach can be restricted by a break-

down in non-verbal communica-

tions."

Culligan also cited the TV Factor

Analysis study prepared by MarPlan

Inc., a division of Communications

Affiliates Inc., itself a division of In-

terpublic. "This study scrutinized

hundreds of television commercials

to factor out the high and low interest

Continued from preceding page

elements. Ii is available to out < lients

lot tlicii consideration in weighing
certain elements of a campaign," he
explains, adding that some of the

data pertaining to sound ma) have
applic at ion to radio.

The complexity and multiplicity

ol Interpublic affairs that pass

through Culligan's hands would
make the average advertising dyna-
mo limp. But Culligan thrives on va-

riety and delegates authority freely.

One secret to the Culligan success

in dealing with people is intimated
by a long-time friend and former
NBC associate: "Joe accepts his

aides as knowing more about then

specialties than he does. If he dis-

agrees with them, he will always hear
them out before making a contrary

or compromising de< ision. He is nev-

er an unpleasant man. And I don'l

think that Joe ever fired anyone with-

out first helping them get another
job. He listens to the problems of

people who work for him, sifting

details, airing ideas, trying to reach

conclusions and determine new di-

rections."

Away from the office, Culligan

puts as much enthusiasm into pas-

times as he does into work. He is

president of the Radio and Televi-

sion Executives Society, a group he

has enjoyed even more in the year

and a half since he left NBC, be-

cause it gives him a chance to keep

up old friendships and talk casualh

about the broadcasting industry he

is so fond of. But his association

with RTES is more than a casual

one. His willingness to serve in the

top post is a key to the Culligan

personality: he welcomes responsi-

bility.

He is a trustee of the American

Child Guidance Foundation, which

combats juvenile delinquency at the

prevention level. And he is chair-

man of the annual fund-raising drive

for the Boy Scouts of America.

It is significant that of the three

"groups" Culligan associates most

with away from the office, two are

concerned with the welfare of chil-

dren. He gives his time freely to his

own children, passing much of his

weekends with them when he is not

on the golf course at either Appawa-
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mis or Westchester country clubs in

Rye, New York, where he lives.

Culligan and his wife, Dons (he

met her when the) worked ;ii Hearsi

Corp., she ;is ;m assistant editor, he

;is a salesman), live on a small estate

that is, for recreational purposes,

nearly sell-sulfu ient. They have a

swimming pool, enough ground for

joe (o practice golf shols, a pony
that the kids ride, and jungle gym
that keeps the children happy and

Joe lit. Kerry, Joe's 11-year-old

son, lishes with his dad (he is named
lor County Kerry, Ireland, birth-

place of Joe's father) and is now
in Key Largo, Fla., on a fishing trip.

His three daughters—Susan, Carolyn
and Eileen—are all younger than

Kerry ami home lor the summer,
pursuing their favorite Culligan

sports—horseback riding and swim-
ming.

Although he doesn't like to be

away from home, Culligan finds him-
self traveling to various agency and
client offices throughout the country

an average of two weeks per month.
While on the road (or in the air,

as reality would have it) he gets a

chance to read the latest books. Not
a college graduate (he attended Co-

lumbia University at night for a

while)
, he is one of the most well-

read men in business. He has books
in his office and often picks one up
during a lull between meetings or

appointments, or on an occasional

lunch hour when he is in the office

alone. He reads on the train from
Rye to the city and back. He reads

in the barbershop.

The latest novel is always a topic

for brisk conversation with Joe. But
his reading of the novel is only for

pleasure. The bulk of the books he
reads are histories. His preoccupa-

tion has become, more and more,
the study of the "anthropological

view of the human condition. There
is no more fascinating subject to me
than the history of human civili-

zation."

One of Culligan's favorite, off-beat

schemes is his dream-concept of a

revolutionary plan to solve the popu-
lation explosion. He calls this plan
the "bridge city," and has an artist's

drawing of such a city on his office

wall. The bridge city is one built

over bodies of water; it evolves from
a simple fact that Culligan is quick
to point out. "All the congested

metropolitan centers of the world

are located on great bodies ol walci

—a lake, an ocean or a river. W in

not make use ol the millions ol

'acres' above these waters."

For inland congestion, Culligan

proposes the "ridge (it\. The
glaciers ol the ice age," he says, "lefl

great valleys and lidges in the earth.

Whole cities could be suspended
from one ridge to the next."

He envisions these cities as mod-
ern Utopias, embellished with germ-
free air conditioning, car and pis

senger elevators and surveilling

beautiful, unobstructed views.

One of foe Culligan's greatest pet

sonal trademarks, like the man in

the Hathaway shirt, has been the

patch on his left eye. It sets him
apart from other men, creates an ail

of uniqueness. Typically, he devel-

oped an improved patch when he
didn't like what was available on the

market.

For years he has received hun-
dreds of letters from persons with the

same problem, asking how they can
get a black patch just like his.

Whether they can purchase them or

not, Culligan always sees to it that

these letters are answered with a

black patch enclosed. He taught his

secretary, who has been with him
lor 10 years, how to make them.

Culligan has not always had the

distinction of the eye patch. It came
to him in World War II, when, as a

first lieutenant in the 1st infantry

division, he led a combat infantry

forward mission in the Battle of the

Bulge. Fragments of an enemy gre-

nade struck him in the face. His left

eye was severely damaged and was
later removed.

One of the truly remarkable hu-

man interest stories of the war re-

sulted when Culligan awoke from
the operation to find his sister at his

bedside in Liege, Belgium. She was

an army nurse, serving in the same
sector, and had been rushed to his

hospital by an alert doctor.

But there are many facets to Joe

Culligan's charm and ability that

mingle freely together to produce a

man who is truly unforgettable.

Perhaps the key to it all is his philos-

ophy concerning his relations with

others: "If you sincerely trust and
respect your friends and associates

and try to lead them primarily by
example, they will generally perform

better than they themselves think

they can."

NOW we can offer you

PROVEN
RESULTS*

with these

TELE-BROADCASTER STATIONS

^^^^^
|w Hartford -

(CONNECTICUT) WPOP
I'n Kansas City - KUDL
|/n Los Angeles-

(SPANISH LANGUAGE
| MARKET)

KALI
[in San Francisco-

(SAN MATEO) KOFY
BKB 1 BECAUSE WE

DiSimffiBH PROGRAM TO
PLEASE LISTEN-

PTr'niT iiB rr AND T °

Blfv/ffflB 1
PR0M0TESALES

For facts 6 figures CALL

A TELE-BROADCASTER STATION
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THE MEANING OF TODAY'S NEWS.

"GLOBECASTS" by the newsmen

of BROADCAST EDITORIAL RE-

PORTS, INC. who are known 'round

the world—will be heard throughout

the entire world (beginning Sept. 4)

over WRUL, International Short

Wave key station of the WORLD
WIDE BROADCASTING SYSTEM.

These same "GLOBECASTS" are

available in the United States on an

exclusive basis—a new service to your

audience, a new dimension to your

station's news and public service

image.

For full information — contact A.

Maxwell Hage, President of B-E-R's

newly-formed affiliated organization:

Broadcast Global Reports, Inc.

World Press Center—54 West 40th St.

New York 18, N. Y.

Tel.: LOngacre 3-3942

...PUBLIC SERVICE WITH PROFIT

ONE OF NEW YORK'S

FINER HOTELS
On the city's most famous
thoroughfare, 5th Avenue in

exclusive Washington Square.

Spacious single rooms from $10

daily. With air-conditioning from

$12 $ 14. Lavish 2 & 3 room apart-

ments with serving pantries.

Television available.

SPECIAL RATES
on a monthly

basis. Additional

substantial

savings, on

unfurnished and
furnished

apartments

on lease.

Write for descriptive brochure

N. Scheinman, Managing Director

.venue

Hotel
24 FIFTH AVENUE at 9th STREET

NAMES & FACES

Henry G. Fownes Jr., vice president and New

I
Y<>ik office manager of MacManus, John &
V.dams, Bloomfield Hills. Midi., has been se-

lected to head the newly created radio-tele-

vision division of the agency. The agency's

l)i o.i(l( ast activities, which previously were
handled by Fownes within the New York
office, will now constitute a separate division

with headquarters in New York and offices in

H Los Angeles. Broadcast billings now account

§§ lor about 25 percent of the agenc y's lotal busi-

ness. As manage] ol the new division, Fownes will coordinate broadcasting

activities in all of the agency's offices. He will supervise program origina-

tion, purchases, commercial copy and production. Fownes has been con-

nected with activities relating to broadcasting since the mid-forties.

Naomi Andrews, network copy chief in the

sales promotion and advertising department
ul Columbia Broadcasting System since 1956,

has been appointed to the position of director

of advertising for the CBS Radio network. In

her new post, she will direct the network's

advei tising agency, Sudler and Hennessey Inc.,

in the creation of CBS Radio's consumer and
trade press advertising. Mrs. Andrews also

will handle the network's direct mail cam-

paigns and other related advertising efforts.

Mrs. Andrews joined the CBS Telev ision network in 1948 as manager of the

company's sales promotion services. Since joining the CBS organization,

Mrs. Andrews has handled a variety of promotion and advertising assign-

ments. She is a native of New York and a graduate of Hunter College.

Jack H. Mann, who joined the American

Broadcasting Co. three years ago, has moved
up to the post of director of ABC Radio Pa-

cific and ABC Radio West. Mann will oversee

the operations of the western sector of the net-

work from the ABC offices in Hollywood.

Mann assumed his new position after serving

as the network's radio director of advertising,

sales development and research. He became

a member of the ABC organization in June

1958 as an account executive. During the pre-

ceding two years, he was a radio and television program packager. Mann
performed the hat trick when he joined ABC by having associated himself

with all of the three big networks. Previously, he worked as an account

executive with NBC and CBS.
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LeRoy A. Emmerich, broadcast production

manager of Geyer, Morey, Madden & Ballard

Inc., New York, has been named a vice presi-

dent of the organization. Emmerich has served

in his present post since 1956. At the time he
joined the company in 1953 to supervise the

production of live shows, Emmerich was the

head of his own independent production firm.

Emmerich has been associated with radio for

more than 20 years. In 1941, he joined the

international division of the National Broad-

casting Co. as a writer, commentator and producer. After the war, Emmer-
ich returned to NBC, then moved to WAAT Newark as a disc jockey. Be-

fore forming his own company, Emmerich worked as a program director of

WKOX Framingham, Mass.

Jerry Bess has been named to the newly-

created post of executive assistant to Hatha-

way Watson, vice president in charge of broad-

cast operations for RKO General Inc. In his

new position, Bess will report directly to Mr.

Watson and will be assigned to special proj-

ects covering all phases of the company's

broadcasting operations. Bess resigned as ex-

ecutive vice president of Arkwright Advertis-

ing, Inc., to accept the new assignment. For

the past 13 years, Bess has been closely iden-

tified with the Robert Hall clothes account, supervising all of its radio and
television advertising. Robert Hall is a major user of spot radio. Previously,

Bess was associated with Emil Mogul Advertising and with Louis Cowan
Productions.

Robert A. Dearth, president and general man-
ager of Morse International, Inc., will soon

join Kenyon & Eckhardt Inc., as senior vice

president in charge of the agency's Detroit

office. Dearth began working at Morse in

1956. Before becoming president, he had the

responsibility of supervising advertising for

all national, Canadian and international Vick

Chemical lines. For seven years prior to his

stay at Morse, Dearth was with Ross Roy, De-

troit, rising to the position of vice president.

During that time he was in charge of Ross Roy's New York, Chicago and
Hollywood offices. Before joining Ross Roy, Dearth was with the Cleveland
office of McCann-Erickson. At that agency, Dearth started as copywriter

and left as an account executive.

All three agree

WING
is the sound that sells

DAYTON

STfI Continuous leadership In

I every PULSE survey (6

I A.M.- 1 2 M.) from October,

1959, through April, 1961,

I in Average All Day Audi-

I ence.

STV
Continuous leadership in

HOOPER (7 A.M.-6 P.M.)

I from August - September,
1959, through May-June,
1961, in Share of Radio

I Audience.

STXDominance in NIELSEN
Station Index (7 A.M. -6

P.M.) in Station Total

I Cumulative Homes and
I Adult Audience, according

to October-November, I960,

I report.

mWm

REPRESENTED BY

robert e. eastman & co., inc.

WING
Dayton, Ohio

Vice Pres. 6 Cen'l. Mgr. Dale Moudy
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FOODS: RADIO'S $76 BILLION QUESTION
Continued from jxige

CARLOADS OF FOOD
Continued from page 16

empt) half-gallon cartons of Oak
Grove s 11 mice milk.

U&I Sugar Co., which took pari in

a KCPX Salt Lake City campaign,

had a return of empty sugai sa< ks

which represented purchases ol 175

tons (over 47 railroad carloads) in

13 weeks.

Such records have become almost

iiiiiinm!i|i|;i(c to Conmiunitx Club
Awards ol Westport, Conn., and its

participating stations and advertis-

ers. Says |olm C. Gilmore, president

oi CCA (which has recentb expand-
ed beyond the V. S. to radio cam-
paigns in Can. ul. i. Australia and
Puerto Rico), "CCA has already

tinned about six million American
housewives into garbage collectors."

A CCA campaign is a cooperative

venture between that organization,

a local radio station, local merchants,

national and regional advertisers,

and members of the local women's
c lubs. Men hants and advertisers sign

it]) for radio time on a local station

at slight 1\ premium rates for a cam-

paign of 13 to 16 weeks. The CCA
diiec toi lor the station holds a "kick-

oft'* party in the local hotel for rep-

resentatives of the community's vari-

ous women's groups, and the promo-
lion gels under way. Clash money
prizes (ranging up to 810,000, de-

pending on the si/e of the market)

are offered to the clubs whose mem-
bers turn in the most substantial

piles of "proof-of-pui chase" on arti-

( lis sold by the participating ad-

vertisers and retailers.

In its first five years, more than $3
million in prizes was awarded dur-

ing some 500 campaigns in over 200

markets. Food retailers took part in

about 75% of these campaigns. This

fall, CCA expects to have campaigns

on about 130 stations.

Among the national and regional

food advertisers who use CCA are:

Sealtest, Ralston-Purina, Hormel,

Stokelv-Van Camp, Quality Bakers,

Swift, My-T-Fine, Gold Medal Flour,

Tetley Tea. Folger's Coffee, Pet

Milk, IXL Foods, Donald Duck
Frozen Juices, Buitoni Macaroni,

Chock Full O' Nuts Coffee, Lever

Bros., Fritos, Breast Of Chicken

Tuna, H.
J.

Heintz Co., Oscar Mayer
Meats, Sesame Chips, Holsum Bread,

Lay's Potato Chips, Borden, plus

most major soft drinks.

"What are the necessary ingredi-

ents ol such a lood campaign?" Bar-

borka continued. "An exciting com-

mercial thai is li.uncd in the proper

time peiiods and programing in

order to pinpoint the chief pur-

chasers and consumers of the par-

ticulai item in question. In the

case ol cereals, of course, the house

wife is the chiel purchaser and the

moppets and teeners the main con-

sume] s

"Radio's additional ability to take

a major lood campaign and drama-

tize it both on the air and oil through

local promotion and follow-through

makes it one of the soundest media

buys."

Both these developments suggest

what will have to be done before

radio comes into its deserved share

of lood advei tising billings:

(1) Radio must sell itself harder—

at both the local and national levels

to food clients through more re-

search and documentation.

(2) Food advertisers must re-

evaluate their media-buying with a

closer look at radio and its advant-

ages—especially in the area of eco-

nomical image building.

The retailing of food has under-

gone many changes since the da\ in

1930 when a grocery worker named
Mike Cullen rented an abandoned

garage in Jamaica, Long Island, ad-

vertised himself to a depression-con-

scious New York as "King Kullen,

the World's Greatest Price Wrecker,"

and introduced the self-service sup-

ermarket concept.

By 1936, there were 1,200 such

self-service markets in the U.S. To-

day, there are some 23,000 markets

which do $500,000 or more annually.

Some 2,200 of these supermarkets

were added last year despite the

general economic slump.

This year, trade publication

Chain Store Age estimates 2,300

more will open, about 1,000 of them

in the big suburban shopping cen-

ters. With the boom of the shop-

ping centers in areas well beyond

the metropolitan limits, some food

people are beginning to wonder if

their old reliance on newspapers

for advertising is sound. Studies

show that metro papers are not

following the suburban population

drift, but that air media are.

The supermarket explosion has

mutated the whole lood pic line.

Where the old cornet gioceiv of

another era used to stock about 500

or 600 products, today's supermar-

kets stock 6,000 to 8,000 items. Even

the cities' "bantam" stores (usually

controlled by a supermarket chain)

stock 1,000 or more items.

Paul S. Willis, presidenl of the

Grocery Manufacturers Assoc., fore-

sees the larger supermarkets of the

end of this decade "carrying some
12,000 items in stock, and half of

them will be different from those

sold today."

The "independent" grocery, as

grandpa knew it, is all but extinct.

Now there are supermarkets, super-

ettes and small (or bantam) stores—

so classified on the basis ol their

annual volume ($375,000 or more
down to $75,000).

They are generalh of two types:

(1) Coops in which retailers control

the warehouse and warehouse man-

agement, such as IGA; (2) Volun-

taries where warehouses are con-

troled—not by the retailer—but by

an outside management which con-

trols everything; this is the true

chain such as an A&P.
The public attitude to shopping

also has been changed by the super-

market. A N.Y. Times article stated

thai more people are exposed to

supermarkets than to schools,
c hurches or movies. "Once a week,"

the article said, "the housewife (or

her husband) will go to a big region-

al, semi-department store kind of

super, as far as 20 miles from home
to do the major shopping; between

times she will fill in at the nearest

bantam." It has made the housewife

an entirely different type of shopper

than was her grandmother.

The shopping list, for example,

has all but disappeared. A recent

survey revealed that only one in

five women carry a detailed list of

articles.

"Supermarket buying is basically

impulse buying," says Arthur D.

Greason, president of Food Enter-

prises, Inc., a food brokerage firm

in Rye, N.Y. "Advertising or pack-

aging may help plant the impulse,

but it won't have any effect unless

the goods are prominently displayed

in the supermarket. It's a constant

48 U. S. RADIO/August 1961



battle to get the item <>n the shell

and keep ii there."

Getting displays in aisle gondolas,

pyramids and other prominent areas

is the chief problem facing a food

packager. In 20 minutes to half an
hour of shopping, it is impossible for

a housewife to see every one of the

5,000 to 6,000 items stocked. It has

been estimated thai an aisle display

in a supermarket will up the sale of

that brand from 13% to 20%.
Here is where radio can do a job.

Sometimes it is accomplished

through a radio personality—local or

national. Edward C. Parker, presi-

dent of Tetley Tea Co. which uses

Arthur Godfrey on CHS Radio, says

of this personality: "The trade re-

sponse has been enthusiastic. This

is extremely important for us be-

cause we are an independent tea

compam and sell no other product.

Dealer cooperation in giving our tea

prime shelf position has a decided

effect on our sales."

Of the same CBS Radio personal-

ity, fames D. Wells, v. p. and direc-

tor of marketing for William Under-

wood Co. (meat spreads), says: "God-
frey commercials outpulled two
half-page color ads in leading maga-
zines by far. And on top of that, his

approach to our in-store advertising

program has produced top display

results." Radio networks along with

local stations across the country are

constantly aiding brand advertisers

in their battle to get supermarket
displays. A trend appears to be

developing in "talk" programing
aimed especially at housewives.

In New York, WOR aggressively

woos the food advertisers through
such programs plus research and
merchandising. Personalities such as

its Martha Deane and food authori-

tv Carlton Fredericks pull listener

requests of about 30,000 in introduc-

ing new food products; with that

kind of consumer interest, a super-

market operator is usually glad to

tie-in with point-of-purchase dis-

plays. These are ways in which
radio can help the retailer.

Since it is the supermarket opera-

tor who controls the impulse buy-

ing, radio's challenge is to be of

still more help to him. It is the way
to open the gate to more national

brand advertising. The biggest ap-

peal radio can offer the local retailer

is to help him run his store more
efficiently.

The lood profit pic t ui e is a dis

couraging one-.

AST, the laigest lood chain, does

more than $5 billion volume annu-

ally yet winds up with a net profit

of only about I",. According to

Food Topics, supermarket trade

journal, the average SI million a

year supermarket only shows a gross

profit ol 19.25%. Out of this gross

profit must come the ma jot stoic ex

penses: payroll, 9.57% of sales; rent,

1.47%; supplies. 1.0%; fixtures and
equipment, 1.26%, and advertising,

2.13%. Of every dollar taken in.

over 80 cents must be re-invested in

merchandise.

"The road to profits in the super-

market business is not in raising

prices but in more efficient opera-

tion," says Leroy M. King, editor of

Food Topics, who once ran his own
$1 million-a-year supermarket and
later developed a whole suburban
shopping center.

King can give admen a retailer's

view of the food business, "fust

remember," he says, "that the store

operator has between 5,000 an^ a nnn

items, most of which are nationally

advertised. He is only interested in

handling and selling merchandise

that has been pre-sold to his custo-

mers. He expects you to advertise.

Quit advertising, and he will throw

you out of the store. Make the most

of it by translating it into terms of

local impact. 'What is in it for me?'

—this is the language market opera-

tors all over the country under-

stand."

Although supermarkets are getting

bigger (they may average 15,000

square feet)
,
they still suffer from

congestion. Part of this is due to

the operator often adding all sorts of

department store items such as

records, clothing and lawn mowers;

but this he docs lo ollsc t the low-

profit loods with hi^he-i profit met

chandise. Yet despite the- crowding,
the average lood stoic is offered more
l han 1 6,000 pointoi pun base in-

store promot ions a yeai

.

He also is offered about 10 new
items to slock even week. II he- lakes

on any of these, then something else

inevitably is thrown out to make-

room—most likely rcje-eis aie low

profit items, brands that don't ad-

vertise, or brands whose advertising

is not helping the retailer.

Radio has an opportunity to woik
with the retailer in many ways. One-

way is to enlist the national adver-

i iser in a creative approac h to in-

store merchandising. For example,

the supermarket's most profitabh

food items are green groceries, fruits

and meats. Most packaged loods are

sold at break-even prices—or even

below; their main value to the re-

tailer is in traffic-building.

So if radio has a packaged barbe-

cue sauce account, for instance, a

welcome way to an in-store display

for this account is to tie it to the

retailer's profitable meat counter. Or
a packaged cheese account can be

of help to the retailer by being tied-

in with its high profit fresh fruits

such as cheese-and-apples, cheese-

and-grapes (which incidentally are

sold at about a 35%, profit) .

Some other opportunities for radio

lie in taking more interest in co-

operative advertising plans and in

retailers' private label advertising

—

with the retailer's interests upper-

most. Private labels, after all, were

born of a desire for a store "image,"

which brings everything around
again to the move taken by Co-ordi-

nated Marketing Agency.

KEEP YOUR EAR OfV . . .

Radio Pulsebeat News
Bringing the news sounds of the nation ALIVE!

—SOUNDS THAT ATTRACT LISTENERS

AND RING CASH REGISTERS-

JOIN THE GROWING RPN FAMILY OF STATIONS NOW!

RADIO PULSEBEAT NEWS
153 - 27 Hillside Ave., Jamaica 32, N. Y.

AX 1-4320 (For Sample Feed—AX 1-6677)
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EDITORIAL PAGE

THE CHANCE TO BE A MAN

|n this issue (page 17) we're taking a comprehensive look at one of

the most vital and significant developments in modern broadcasting,

the steady growth of editorializing by responsible radio men.

It is a tremendous subject and a great deal has already been written

aboul it. But, in our opinion, the best things have not yet been said.

Editorializing is more than just a branch of radio's wide range of

public service, more than another device to justify a license renewal.

With all due respect to Chairman Minow and Governor Collins, who
have both urged an increased amount of station editorials in order to

"help Americans better understand this complex world," through "a

fair and responsible clash of opinions," we think there is an even finer

reason for the movement.

We welcome the rise of editorializing because it offers the individual

broadcaster the chance to be n man—in the truest, most mature sense.

The station manager who is not afraid to take sides, to speak his

mind on controversial issues, to "sign his name" to what he says, and

to accept the consequences, whatever they are, is demonstrating the

kind of vigorous manhood which America and the entire free world

stand greatly in need of.

We are delighted that there is already so much evidence that radio

men are accepting this challenge. It speaks well for the virility of the

industry itself.

In the past, many nervous critics have worried that "most stations

aren't equipped to editorialize." They have cautioned against edi-

torializing without trained personnel, thorough research.

Undoubtedly their points are well-taken. But, in our opinion, their

fears are groundless.

Nothing matures a man more quickly than the assumption of respon-

sibility. Nothing makes a man more acutely aware of the need to back

up his opinions with facts than voicing them openly in a public forum.

We think editorializing is great stuff, great for the country, and even

greater for the individual broadcaster.
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QUALITY BROADCASTING SELLS
RICH, RICH SOUTHERN NEW ENGLAND

QUALITY IN SEAMANSHIP IS EXEMPLIFIED BY THE TRAINING RECEIVED BY CADETS OF

THE UNITED STATES COAST GUARD ACADEMY, NEW LONDON, ON SUMMER CRUISE ABOARD

THE USCG EAGLE.

IN RICH. RICH SOUTHERN NEW ENGLAND. QUALITY IN BROADCASTING IS THE HALLMARK

OF WTIC-TV AND WTIC RADIO WHOSE FIRST CONSIDERATION IS ALWAYS THE VIEWER

AND LISTENER.

WTIC-TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON. RIGHTER & PARSONS. INC.

WTIC 50,000 watts NBC Affiliate

REPRESENTED BY THE HENRY I. CHRISTAL COMPANY



JOHN

A dairy advertiser on
'Rambling With Gam-
bling' for 4 straight

years says:"This pro-

gram has proved our

most effective source

of advertising."

* DOROTHY AND
DICK

Dick Kollmar and Dorothy Kil-

gallen's program alone ac-
counted for 60% of the total re-

sponses from 12 radio stations

for a premium offer by a frozen

food packer, and at the lowest

cost-per-return of any station.

MARTHA
nranp

The dean of women
commentators
prompted 26,455 re-

quests for a spon-
sor's offer of a sam-
ple package of in-

stant coffee.

THE McCANNS
AX UAHr

Noted food authorities, Al and
Dora McCann pulled 14,000 re-

plies for a sponsor's cookbook,
as a result of just two announce-
ments. Said the sponsor: "Tops
anything I have seen in many
years."

CARLTON

The distinguishe
nutrition authori

received 30,000 r

quests for a sampl
bottle of salad dres

ing within 5 days
the offer.

...and advertisers get the same powerful results every day on VVOR's RADIO NEW YORK with JIM COY, ARLEN

FRANCIS AT SARDI'S, THE FITZGERALDS, and radio's finest line-up of newscasters: LESTER SMITH, HARR

HENNESSEY, HENRY GLADSTONE, JOHN SCOTT, JOHN VYINGATE, LYLE VAN, and PETER ROBERTS.

i

TALK ABOUT FOOD!
No one does it better than WOR- Radio

personalities, newscasters, and mer-

chandising experts who work for you on

both sides of the supermarket counter.

That's why every year more food and

grocery product advertisers use WOR

than any other station in New York—

2

times as many as use the #2 station.*

grocery product advertisers (accounts!

using only one station) use WOR as use

all other New York stations combined.*!

In food, as in any business, talk is only

as good as the talker. That's why your

words are worth more on the most

widely listened-to station in the nation-

the one station where talk remains the

What's more, as many exclusive food and liveliest art. •BAR Jan. 1961

WOR RADIO 7IO
FM 98.7/An RK0 General Station



BROADCASTERS

AND
ADVERTISERS



.s.FM is

on the

move!

u

U. S. FM, one of the two magazines published
monthly by Air Media, Inc., will be merged with its

sister publication, U. S. RADIO, with the Septem-
ber edition.

The publishers think such a merger of the lead-

ing publications covering both phases of radio

broadcasting—amplitude modulation, frequency
modulation—will bring to a far more vast audience
of readers . .

.

• news and analyses of current developments
in radio,

• an appraisal and perspective on trends which
are emerging in this ever-new but older
sound medium,

• a better understanding as to how radio—in

both its forms—can serve the vital interests

and objectives of its three participants: the
listener, the broadcaster and the advertiser.

You, as readers of this magazine, will be able to

enjoy and to take advantage of "one-stop read-
ing"—the presentation of crucial issues and de-
velopments in the radio broadcasting business
under one cover, written and presented in easy-
to-assimilate style, developed at all levels to give

readers a rounded as well as deepened perspec-
tive on the industry.



Fore Most

Motorola gives heavy billboard Motorola's new £m car radio was heavily promoted on billboard* during

promotion to its fm radios May and June to reach driving traffic in 99 markets, each with at leasl

three fm radio stations. Programatic broadcasting Service, in its current

newsletter, commends the manufacturer for its "display ol confidence in

the new medium in spending impressive money in posting roadside-

billboards." The agency: Leo Burnett, Chicago.

NAB surveys its fm station NAB, in a new survey of its fm members, indicates that 79 of them will

members to learn plans be broadcasting stereo programs by the end of this year and anothei

178 by the end of 1962.

Details of its mail survey of some GOO fm stations:

• 185 fm stations said they plan to begin stereo broadcasts.

• 140 fm facilities do not plan to go into stereo.

• 32 stations have made no decision on the matter.

• 24 stations combine stereo in both am and fm broadcasts and have

no specific plans for stereo fm only.

Fm stations have many NAB also queried stations as to the number of stereo hours they would
plans for stereocasts broadcast weekly. The range was wide: from two to 130 hours per week.

The biggest single reason for a delay in starting stereo broadcasts, say

the stations: a scarcity of fm stereo receivers. NAB's Research Manager
Richard Allerton says that of those 185 stations which report they'll go

into stereo, 46 will begin stereo programing next year, seven more sta-

tions in the post-'62 period and 77 before the end of this year.

Fm Station Key sees rise of Gaining number of fm stations are taking the air, with matching rise

126 stations in 6 months in national rather than merely local or regional broadcast interest. One
significant indicator is the rise in correspondence to u. s. fm editors,

and the additional reports which stations are detailing for use in the

monthly Fm Key (see page 11). In the past six months, the station list-

ings in the Key have risen from 369 to 495.

Henri, Hurst & McDonald A Chicago agency—Henri, Hurst & McDonald—joins Young & Rubi-

has special fm summary cam, New York, as a pace setter in exploiting and detailing the fm mar-

ket for its accounts and its prospects. Lee Randon, audio-video director

of HH&M, gives some of his and the agency's "inside" thinking on the

fast moving medium of fm. (See page 7.)

Hi-fidelity show uses Developers of the high fidelity music show for the greater Delaware

radio to sell itself Valley area, scheduled for the Benjamin Franklin Hotel in Philadelphia

from October 27 through 29, gives stress to the value of radio adver-

tising. Show Director Harry Bortnick says "major funds" have been set

aside for the purchase of radio announcements, as well as for other

media, and that U. S. Savings Bonds will be awarded to winners in sev-

eral advertising classes, including the "best use of company advertising

on radio" in supporting the show.
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Great benefactor

Congratulations on u. s. fmI I am
sure it will prove a great benefactor

to the fm cause.

David M. Myers

President

WFGM-FM
Fitchburg, Mass.

Improving with age

Gentlemen, allow me to say thank,

you for your fine publication, u. s.

fm. Every issue seems to be more
valuable than the one before it.

Kenneth G. Moore

KHOF-FM
Los Angeles

High hopes

We thoroughly enjoy v. s. fm. We
feel it to be a great help with our fm
problems and do hope the magazine
will continue as a separate publica-

tion.

George H. Haskell

General Manager
KNEB-FM
Scoftsbluff, Neb.

Good news

We appreciate the fine work you are

doing in putting good radio news in

print.

Joe Urban

Manager
WEKZ-FM
Monroe, Wis.

"Our own"

Congratulations on u.s. fm from
WDBN-FM! It's a shot in the arm
the fm business has needed, a maga-
zine we can "call our own."

WDBN has been on the air for al-

most 10 months, with success leading

the way from the very beginning.

For this reason, we are convinced

that fm is not a thing of the past, or,

a product of the future, it is here

now, and, we feel that the success of

this fm station, and, many others like

it, have proved just that.

Theodore Niarhos

Vice president and
general manager
WDBN-FM
Barberfon, Ohio

Enjoys surveys

Many thanks, we enjoy reading u.s.

fm each month, and in particular

the article about surveys. We feel

that much needs to be done in this

field, and soon hope to take our

place as a "doer" on surveys.

Bill Dahlsten

Operations Manager

KAFM
Salina, Kansat

Helpful

We find this magazine very helpf ul

and want to continue receiving it.

Dave Yearick
Commercial Manager
WMUU-FM
Greenville, S.C.

Interesting

We find u.s. fm extremely interest-

ing and helpful.

Robert A. Gates
Manager
WFAH
Alliance, Ohio
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Fm home

14 MILLION

New fm home count gained from student's

thesis marks a research milestone

P HE findings of a student, probing

fm for facts to fill a master's thesis,

have suddenly added some solid flesh

to the medium's profile.

Although unofficial, a new edu-

cated projection of the number of

fm homes in the United States is esti-

mated at 14 million according to a

thesis prepared by Don Mohr for

New York University.

At the recent National Assn. of

Broadcasters convention in Wash-
ington, D. C, he states in the study,

"a leading advertising agency [Ed.

Note: Young & Rubicam, Inc., New
York] released a study on the fm ra-

dio audience, in which it was report-

ed that approximately 28 percent of

all radio homes have an fm receiver.

By applying this figure against the

number of U. S. radio homes, cur-

rently estimated at 49,500,000* pend-

•Source: Radio Advertising Bureau, 1960
Radio Facts Pocketpiece.

ing a more current estimate, fm
homes may be estimated at approxi-

mately 14 million."

Mohr has made the same projec-

tions for approximately 30 markets,

based on The Pulse Inc. fm market
penetration reports (see chart, page

4). In studying these markets in rela-

tion to total U. S. fm homes, Mohr
has observed that the six largest fm
markets — New York, Los Angeles.

Chicago, Boston, Philadelphia, and
San Francisco-Oakland—account for

a combined total of 5,636,222 fm
homes.

"Thus," he concludes, "40.3 per-

cent of all U. S. fm homes are lo-

cated within these six major metro-

politan areas. This fact would seem
to be quite significant to an adver-

tiser interested in fm radio as an ad-

vertising medium."
Because these six major markets

seemed to loom as the most impor-

Don Mohr, a graduate student

in the school of business admin-
istration, New York University ,

has recently submitted for an

M.B.A. degree a thesis entitled

"The Potential of Fm Radio as

an Advertising Medium." Por-

tions of this work are described

in this article. Mohr has been

on the staff of a national adver-

tising agency for the past three

years, hi order to identify his

study as one done for perso>ial

reasons, Mohr asked that u. s.

fm withhold the agency's name.
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Fm penetration and projected number of fm radio families

Fm penetration

% of am
homes Date

Radio families in metro area

Families Date

Projected

fm radio

families

Akron 26.6 4/60 152,200 1/61 40,485

Albany-Troy-

Schenectady 33.1 10/58 204,600 1/61 67,723

Atlanta 19.2 10/60 275,600 1/61 52,915

Baltimore 27.9 4/57 482,100 12/60 134,506

Boston 50.1 2/59 938,700 12/60 470,289

Buffalo 34.8 9/59 388,100 12/60 135,059

Chicago 42.9 11/60 2,013,300 1/61 863,706

Cincinnati 29.1 1/60 333,600 12/60 97,078

Cleveland 36.1 6/59 528,900 12/60 190,933

Columbus 37.4 10/58 195,500 1/61 73,117

Dallas-Fort Worth** 20.7 4/58 450,095 11/60 93,170

Denver 38.5 6/60 273,600 12/60 105,336

Houston 31.2 8/60 359,300 1/61 112,102

Kansas City, Mo. 33.3 11/60 339,500 1/61 113,054

Los Angeles 48.9 6 59 2,181,500 12/60 1,066,754

Miami 31.7 10/58 282,100 2/61 89,426

Milwaukee 22.1 4 58 350,700 12/60 77,505

Minneapolis-St. Paul 20.5 10/60 417,900 12/60 85,670

Nashville 11.8 11/59 105,500 11/60 12,449

New Orleans 24.1 11/58 240,400 12/60 57,936

New York 53.5 10/60 4,417,300 11/60 2,363,256

Norfolk 31.8 12/60 159,100 5/60 50.594

Philadelphia 36.3 2/58 1.253,400 1/61 454.984

Pittsburgh 30.1 2/59 673,500 12/60 202,724

Portland, Ore. 46.1 11 57 286,100 2/61 131,892

Providence 35.1 10/58 208,400 10/60 73,148

Richmond 28.1 8/59 112,000 12/60 31,472

Rochester 41.9 10/58 178,600 10/60 74,833

San Antonio 22.2 11/60 177,300 11/60 39.361

San Diego 39.4 10/59 304,000 11/60 119.776

San Francisco-Oakland 47.3 9/57 882,100 1/61 417,233

Seattle 21.3 2/60 354,300 12/60 75.466

Washington, D. C. 40.3 4/59 579,800 12/60 233,659

•Source: Tiie Pulse Inc. (Xote: Reports used for each market are indicated by the dates in the table.)

**Covers Dallas and Tarrant Counties only.

PHI

4
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(ant in his study, Mohi prepared,

where similar information was avail-

able for three or more markets, i

composite figure through use of

a weighted avei age.

In order to arrive ai composite

figures he weighted the Pulse data

for each market by- the size ol the re-

spective market. For example, the

(able on page five, Ownership of fm
radio sets, was weighted by (lie n n i Ti-

ber of radio homes in each market.

I Wo othei tables, not reprinted liere,

Use of fm radio in the last week and

Reasons for listening to fm radio,

were weighted by the number of fm

homes in each market.

"It is questionable," Mohr says,

"whether or not these composite fig-

ures should be projected beyond the

sample, as most of the reports were

done in different years and at differ-

Angeles, where 7 1 .2 percent reported

listening in a one-week period,

rune-in in the otliei h\e markets

was: Chicago, <>!.<> percent; New
York, 57.4 percent; Boston, 52.7 per-

cent; San Francisco-Oakland. 18.6

percent, and Philadelphia, 17.1 per-

cent.

Among listene rs reasons loi liste n

ing to fm ladio. the most c ited ir

spouse (49.2 percent) in the six mar-

kets was that the) "liked gi m n I mu
sic." Some 21.8 percent said thc\ had

"no particular reason" for listening

to fm; 19.2 percent liked Em bee. him

there were "fewer commercials;" 15.7

percent said they listened because of

"superior sound, lone, reception oi

lack of static." The figures total

above 100 percent because ol multi-

ple responses.

I'n fortunately, as Mohr points out

may be, is a qualit) audience and
should not be compared with am in

lei ins ol audienc e si/e."

lie believes that it is important

loi I in broadcasters to fust sell the

medium, secondly the market, and

finally, the station.

However, in the absence of widely

accepted quantitative audience data,

he recognizes that an adveiiiser con-

sidering fm as a vehicle for his meth-

ods is laced with not finding the ex-

act number of homes his commercial

might reach. At the same time, he re-

flects, the cost of producing audience

si/e data periodic ally may be prohibi-

tive for man) fm stations.

"One solution to this problem was

suggested by the sales manager of a

metropolitan fm station," says Mohr.

"His proposal is to develop data on

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIPIIIIIIIIIIIIIIIIIIIIIIIIIII

Ownership of fm radio sets in the top six fm markets
San Francisco- Com-

New York Los Angeles Chicago Boston Philadelphia Oakland posite

Total radio homes
interviewed 1000 1000 1050 1000 1000 1000 6050

Homes possessing

fm receiver 53.5% 48.9 42.9 50.1 36.3 47.3 48.2

Homes without

fm receiver 46.5% 51.1 57.1 49.9 63.7 52.7 51.8

TOTAL 100.0% 100.0 100.0 100.0 100.0 100.0 100.0

* Source: The Pulse Inc.

iiiiiiiiiiiiiiiiiiiiiiiiiiiini

ent times of the year; and there was

a slight difference in the wording of

questions among some of the reports.

Furthermore, two Los Angeles re-

ports were used interchangeably.

"However," he states, "since no
similar data exists in composite form

for these six markets to the best of

the author's knowledge, the data

gives some approximation of the

combined market."

In his study of how many listeners

used their set in a one-week period,

Mohr came up with these figures for

the composite six-market area: 59.1

percent said that they used their fm
radio during the week; 40.9 percent

said they did not. Thus, over half of

these fm owners used their sets dur-

ing the week. The highest percent-

age of tune-in was registered in Los

in his comments, "there is no pre-

cise definition of good music. It

could be classical, semi-classical,

popular, jazz or other type. Good
music to an fm owner in one section

of the country may not be appealing

to another listener in a different

area."

Audience data, which will tell an

advertiser how many homes within

a market are listening to an fm sta-

tion at a particular time, are still

lacking, Mohr points out.

"Although it is obvious," he states,

"that audience size figures for fm sta-

tions would be lower, in general,

than similar figures for am stations,

such data would be useful as an aid

in evaluating fm stations, time peri-

ods, programs and cost per thousand.

The fm audience, however small it

fm homes-using-radio for individual

markets."

Going one step further, Mohr ad-

vocates: "Assuming that all fm sta-

tions within a market contributed to

a joint fund set up for fm audience

research, surveys of fm usage by

hourly periods could be taken for

the entire market. This would not

handicap fm stations with smaller

audiences, as ratings for individual

stations would not be shown.

"At the same time this informa-

tion is obtained," he continues, "it

would be highly desirable to also

obtain audience composition data

reflecting the percent of men, wom-
en, teens and children listening to an

fm receiver at several intervals of the

day. Having data with which to sell

their market, stations would then be

in a position to sell themselves.''
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Fm: evolution from
'class' to 'mass'
Henri, Hurst & McDonald's Lee Randon traces the excitement and

change of fm in its era of 'revolution' to becoming a mass medium

Among the important contributions to the fm medi-

um is the agency presentation to its clients: a

summary of the force and facts of fm which inform and
then persuade advertisers to use this kind of radio.

One of the newest and most detailed such presentations

comes from Henri, Hurst and McDonald, Chicago, and
represents the thinking and the work of its audio-video

director, Lee Randon.
The basic fm presentation shown by HH&M to its

clients and to its prospective accounts is reprinted by

U. S. FM in its entirety. But Mr. Randon has corol-

lary thoughts to his written statements which back-

ground even further some of his thinking.

This presentation, he says, "marks the closing of one
era and the beginning of a new one. It presents the

standard picture of the medium to the present. But
I have felt for some time that a tremendous change is

in the making, one which will almost obliterate the

differences between am and fm programing."

Few of the fm stations which have gone on the air

in recent years, he adds, have adhered to the classic fine

music program pattern. "A surprisingly large number
are programing jazz, folk music, special features—all

the basic elements of a good am station.

"At least one Chicago station is primarily foreign

language, another has adopted the d.j. format, a third

is completely am piped out of an fm transmitter. The
network affiliates do nothing but simulcasting, yet get

ratings. Follow this trend through and you'll find that

the differences between am and fm programing are

becoming more and more minute.

"In time, the only advantages fm will retain (always

excluding the fine music stations) are the small number
of commercials per hour, the better quality of fm
transmission and new stereo multiplexing.

"Now add one new element: the FCC's announced
policy of fostering new high-powered fm stations and
downgrading am. The net result could be a complete

reversal of the present picture, with fm the dominant
radio medium, am becoming the secondary one."

Mr. Randon hesitates to make predictions about the

future of stereo, thinking that • too much depends on
the amount of advertising and promotion the set manu-
facturers will put behind it. If the manufacturers

really push, the stations will join in and fm set owner-

ship could skyrocket.

"It the manufacturers follow the line they did with

color tv, the increase in set sales will be steady but

slow. The picture is confused, won't begin to clear un-

til fall when the first sets are on the market.

What he terms the "revolution" in programing

indicates, in his view, that all present fm research will

"soon become obsolete. As the number of fm set owners

goes up, the social status of fm listeners, wage brackets,

professional standing—all these will have to adjust

downward toward am standards, always with the audi-

ences of fine music stations remaining an exception.

"The only statistical support I can offer to substanti-

ate this trend is a set count. There has been a large in-

crease in the purchase of fm and am-fm combinations.

Is this the result of a sudden crusade for classical

music? Of course not. Basically, it's caused by the reali-

zation that you can get am-type programing better on

an fm channel."
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What Henri, Hurst accounts hear about fm

What is fm broadcasting?

Tec hide ally, il means that the

broadcast sigmd is frequency modu-

lated instead of amplitude modu-
lated as in am radio broadcasting.

To the layman this boils down to

reception which is capable of ex-

tremely high fidelity and is entirely

static free.

Commercially, fm has become a

sponsor's dream. It provides, in

many cases, loyal devoted audiences

who show their appreciation by also

being loyal to station sponsors.

More of this later.

Growth of fm broadcasting

This form of broadcasting goes

back to the dim days of radio, hav-

ing competed with am during broad-

casting's infancy. Fm lost out to am's

broader range and for many years

retreated to an experimental posi-

tion, used primarily In non-commer-

cial stations, such as WT.I- M Chica-

go, or as adjuncts to well-heeled am
stations, such .is YVOXR New York.

In each case, the Im station was a

lonely tower devoted almost entiteh

to classical music. While these sta-

tions slowly built fanatical!) loyal

audiences, these audiences were so

small they were of little value com-

mercially. For truly efficient radio

advertising, they couldn't begin to

compete with the powerful and pop-

ular am stations and networks.

Then came the 1950s and tele-

vision!

Almost overnight the television

stations took over public attention

and practically all of the commer-

cial advertising. The am stations

and networks began to gasp for air.

Radio, said the experts, was finished.

All washed up. It wasn't true, of

Hours spent with fm often out-pace
those with am and tv

Hourly periods Tv viewing Am listening Fm listening

MORNING

6- 7 a.m. 1.5% 7.9% 3.0%

7- 8 4.2 24.1 15.6

8- 9 6.2 13.6 21.8

9-10 1.8 7.3 26.6

10-11 1.6 5.2 26.2

11-12 2.9 4.6 23.5

AFTERNOON

12- 1 p.m. 3.1% 9.3% 15.6%

1- 2 3.1 4.3 18.2

2- 3 2.1 4-6 21.0

3- 4 3.2 3.9 27.8

4- 5 5.5 3.7 30.7

5- 6 6.9 7.6 32.3

EVENING

6- 7 p.m. 11.4% 9.6% 34.8%

7- 8 17.7 5.3 52.8

8- 9 32.4 3.9 65.1

9-10 35.4 5.3 60.9

10-11 26.1 4.3 51.2

11-12 8.2 4.2 23.8

The comparison of hours spent viewing television, listening to am
and fm radio is revealing. (This is a survey of fm listeners.)

course, and doubly so oi Im.

Almost unnoticed in the glare of

the tv lube, the ntimhei ol im sta-

tions began to multiply. J
» y 1951,

Chicago's single outle t, VVFFM, was

joined by seven other Im stations,

liy the end ol the decade, that num-
ber had increased to 16, New sta-

tions appeared in city after city, un-

til the present total has grown to

over 850.

Programing diversity

As the number of fm stations in-

creased, the programing base broad-

ened.

Pioneers in the field continued to

build their schedules on a broad base-

of classical music. Many of the

newcomers included a fair share of

classical music in their schedules but
branched out from there into semi-

classical and some jazz.

Others went the am route with

completely diversified music and talk

shows. All, however, retained a basic

fm characteristic: commercials are

limited, in many cases to a maximum
of six per hour and, in many in-

stances, three per hour, as against

the standard six per quarter hour on
most standard am outlets.

Fm audiences

As in every other phase of their

operation, fm broadcasters seem to

have no conception of the impor-

tance of the size as well as the qual-

ity of their audiences. While am
beats its chest over a 98% set pene-

tration and tv thunders about total

audiences of 60 million and more,

fm seems hesitant about admitting

that it has some 80 million listeners

in the U. S., reaching over 44% of

the total population.

Even more interesting is the fact

that this 44% of the population has

more than 51% of the entire buying
power! Source: Survey of Buying
Power, July 10, I960. Sales Manage-
ment magazine.

Those are now impressive figures.

But who listens? WQXR New York
did a survey of listening habits in

January 1959. It polled a random
sample of 1,683 names drawn from

subscribers of the QXi? Program
Guide. 1,174 completed question-

naires were returned and revealed

the following:

Annual income, adult family members

Over $15,000 . 15.5%
$10,000-$15,000 22.1%
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$7,l)00-$7,50() - 20.5%
$3,000-$5,000 10.3%
Undei $3,000 . 5.7'

,,

The QXR network average in-

come is $8,998; ihe national average,

$4,800, the station reports.

Occupation, adult family members
Professional, managerial

technical . 69.5%
( llei ic al and sales 8.2

Craftsmen, foremen,

operatives 5.6

Service and manual
employees 2.3

Housewives, retired per-

sons, students, others

not employed 11.1

Total—100%
Obviously, il you want to teach

those in the upper income brackets,

in the middle and highei soc ial lev-

els—in other words, excellent pros-

pects foi an advertiser— you can

reach them most efficiently and in

the greatest numbers through Em.

And you can reach them best in

the evening hours, the prime linn

hours which television has long

c laimed as its own. Television still

garners a top audience but not

among the growing Im audience!

The future

On May I. the Federal Communi-
cations Commission finally approved

the transmission of stereophonic

music over Im stations. Beginning

June I, fm stations for the first time

were able to broadcast stereophonic

music over a single channel.

Listeners with properly equipped
fm receivers are now able to receive

stereophonic sound in their own
homes. This will not interfere with

normal reception on present-day

monophonic receivers.

Leaders in the broadcast industry

feel that this new development will

give fm a tremendous boost, and will

be as important to the broadcasting

industry as stereophonic recording

was to the record business.

This is of great importance to the

fm industry. It is equally important
to present and prospective fm adver-

tisers. A concentrated selling pro-

gram for this new method of receiv-

ing fm (and such an expanded pro-

gram will break within the next few-

weeks) , will increase the fm audi-

ence considerably and make this

medium an even more effective ad-

vertising buy.

Henri, Hurst's Lee Randon is a multiple-medii

and all-agency advertising professional

The man who wrote this Em

presentation, the full text of

which appear- in adjacent col-

umns, is Lee Randon, an all-

round broadcast and advertis-

ing professional who has been

active in the industry for some

two decades.

lie"- currently director of

atidio and video for Henri.

Hurst & McDonald agency in

Chic ago where, over the past

decade, he has been smitten

ever more seriottslv by the Im

radio medium.

He's been a writer, actor,

electronics technician, produc-

er of commercials as well as

programing, film director and

limebuyer.

Two of hi- industrial film-

have won awards: "Tie Tie Go Round" for the Chicago Printed

String Co. and "The Cultured Wood Story" for Kroehler Mfg.

Co., accounts at the agency where he has worked as a radio-tv film

specialist for the past 10 years.

After starting with the Chicago agency as film director, he

moved to a post as manager of radio and tv in 1956, handling

commercials and programing for such a diversified account list

as Admiral, Linco bleach, International Shoe and Armour canned

meats. Since then he's added responsibilities in two additional

areas of vital importance to modern marketers: merchandising and

media.

In merchandising, he supervises sales training and sales pro-

motion aids for manufacturers and their sales and dealer organi-

zations. In media, he's been active as a timebuyer for the past

18 months and directs buying activity for such major accounts as

Myzon (animal food and health products).

A long-time proponent of fm, he sees marked signs of an

upturn in commercial acceptance of the medium. In terms of

this commercial appeal, "the fm picture has been very encour-

aging to those of us who believe in persuasive soft-sell. This type

of copy, delivered straight by station announcers, has far outpulled

the raucous and blatant commercials we have been forced to use so

frequently on am.

"I hope fervently," he says, "that as fm operators continue to veer

away from the classic fm image that they will continue to insist on

present soft-sell standards. There are as many, if not more, op-

portunities for creative selling within the soft-sell approach as in

the present uninhibited am commercials." m
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FM HIGHLIGHTS

STEREO: WAITING AM)
WATCHING

An analysis ol the status ol stereo

three months after the FCC ap-

proved the use of multiplexing shows

a trend among broadcasters to look

before they leap. Several stations

have already converted to multi

plexing, and according to a survey

conducted by the National Associa-

tion of Broadcasters, c lose to 80 sta-

tions hope to broadcast stereo by the

end of this year. But a host of other

V stations, who are interested in multi-

W plexing and hope eventually to in-

W-*tall the necessary equipment, are

I flaying cautious lor a number of

llsasons. The major roadblocks are:

l-i) the lack of fm receivers on the

market, 2) the slow response of ad-

vertisers to stereo, and 3) the strin-

gent FCC regulations governing the

use of multiplexing.

In a speech before a convention of

radio retail dealers in Chicago, John
F. Meagher, vice president for radio

of the NAB, placed the burden of

stimulating sales of fm receivers on
the manufacturers and distributors.

Meagher called for an extensive pro-

notion by the makers and sellers of

fm equipment to create a demand
among the public for stereo re-

ceivers.

"Fm licensees are going to be very

reluctant to embark upon stereo

broadcasting without lull assurance

of full cooperation from distributors

and dealers in fm stereo receivers,"

he said. Meagher contended that

the success of fm multiplexing "de-

pends, in a large measure, upon how
aggressively and cooperatively man-
ufacurers, distributors and dealers

are willing to work with fm broad-

casters."

Reactions from manufacturers in-

dicate that some are responding to

the call. Granco Products Inc. of

Kew Gardens, N. Y., a major maker
of fm radios, was the first company
to market new stereo fm sets, accord-

ing to Henry Fogel, the firm's presi-

dent. Fogel explained that the com-
pany anticipated the FCC action and

SOLVING A COMMON PROBLEM

Scraping up money to indulge in promotional advertising is a prob-

lem long familiar to fm stations. One solution is to combine forces,

and this is exactly what the nine stations in the Seattle FM Broad-

casting Assn. did to promote the sound of fm. They joined hands

with the Seattle Times to produce a special 12-page supplement

devoted to fm. The stations provided ideas, articles and chipped in

for a portion of the advertising. The newspaper garnered the bulk

of the ad copy, mostly from manufacturers and dealers in radios

and records who pushed nationally advertised equipment.
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began producing llie sets as soon as

the approval for multiplexing came
through. "This is a great new field

with tremendous potential," Fogel

said, "and we planned long ago to

waste no time in going to stereo the

moment it was approved." Fogel pre-

dicts that stereo broadcasting will

create a huge demand for stereo re-

ceivers in the same lasbion that

stereo records set off a boom in the

phonograph industry. According to

Granco, industry sources expect

stereo sales in the next II? months to

add $50 to $75 million to the $300

million annual fm market.

Many people in all phases ol radio

are still fuzzy about (be new types of

fm equipment. In an effort to fa-

miliarize the industry with stereo

fm, the Electronic Industries Assn.

held a symposium on stereo at this

year's music show in Chicago. The
KIA brought together leading fig-

ures in the field of radio, including

Meagher and Robert F. Lee, FCC
commissioner; prepared a booklet

called, "A new world of broadcast

sound—the facts about fm stereo;"

and staged a demonstration of fm
stereo transmission and reception.

L. W. Sandwick, vice president of

Pilot Radio Corp., believed the sym-

posium was notable because it was
the first time the electronics industry

had arranged for a "full factual re-

port" on a new advance at the time

of its introduction.

A further indication of industry

interest in stereo is the announce-

ment that fm stereo broadcasting

will be the central theme of the 1961

Delaware Valley high fidelity music
show in Philadelphia during late

October. According to Harry Bort-

nick, the show's director, it will have

the largest and most concentrated

advertising and promotional budget

ever allocated for this type of activ-

ity in the Delaware Valley area. All

media, including newspapers, radio,

posters, direct mail, cab signs, trolley

and billboard displays and promo-
tional tie-ins through store exhibits,

will advertise the show.

If these and other similar promo-
tions achieve the desired effect of

creating a boom in fm receivers,

then it follows that advertising agen-

cies might take another look at fm.

At present, most agency people, like

many of the stations, are sitting back
and waiting to see what happens. As
a result, it will be sometime before

the significance of stereo can be ac-

curately measured.

Stations already sold on the idea

of converting to stereo are still faced

with the obstacle of finding the mon-
ey to buy the equipment. The FCC
has laid down strict requirements

lor the quality of equipment. Dur-

ing the EIA symposium, Robert E.

Lee, FCC commissioner, explained

that "the commission is requiring the

stations broadcasting this new tec b

nique to adhere to very high stand-

ards in order to provide the public

with the type of service that they are

entitled to expect from this new and
probably relatively expensive equip-

ment. All this will go to naught if

the receiving equipment does not

match those high standards and I

hope the heat of competition will not

result in killing the goose that will

lay a beautiful golden egg."

PROGRAMING

The idea of programing to a highly

specialized audience continues to

catch on with stations throughout

the country. In Detroit, WDTM-FM
started a medical news service ex-

pressly for doctors. Prepared in co-

operation with the Michigan State

Medical Society, the service is pro-

gramed as a series of segments in-

serted each Tuesday between noon
and 3:05 in the station's regular mu-
sic presentations. The segments in-

clude announcements of the coming
week's medical events, a five-minute

report of current medical news, two

90-second interpretive medical fea-

tures, a five-minute medical abstract,

and an interview with a medical au-

thority. In the first broadcast, the

two interpretive features were on

glaucoma and common sense rules

for sunbathing; the abstract con

cerned the complications resulting

from Addison's Disease and diabetes

occurring in the same patient: and
the interview featured a University

of Michigan professor discussing

hospital costs.

In New York, WRVR-FM pre-

sented another unusual specialized

program last month: eight continu-

ous hours of live folk music. The
program, aired from the station's

studios in the Riverside Church The-
atre, featured a number of the coun-

try's top folk singers, including

Theodore Bikel, Pete Seeger and
Oscar Brand. The station enjoyed

the project so much that it plans a

second live eight-hour show this

month. This time it will present

solo and chamber music.

Two fm milestones occurred last

month. In New York, WNCN hired

a performer at what the station calls
j

the highest salary ever paid a talent

in the history of independent fm sta-

tions. The performer is Galen
Drake, a veteran radio personality

long associated with WOR New
York. Drake was given a three-year

contract and will broadcast three

shows daily. WNCN, flagship of the

Concert Network, also plans to sign

up several other well-known radio

performers. All the shows will also

be carried by the network's other

three outlets: WHCN Hartford, t

WXCN Providence, and WBCN '

Boston.

In Detroit, WDTM believes it is

the first fm-only station to send a re-

porter overseas. The station's cor-

respondent, Dan Price, will travel

through England, France, Germany I

and Switzerland, taping interviews i

with government and business lead-,

ers, as well as the man on the street.

BUYING FM
A co-ordinated schedule of 2,366 spot

announcements on five New England

fm stations has been bought by

Monks' Bread. The company pur-

chased the schedule after a trial

flight over WPFM-FM Providence,

during which sales increased more
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than 13 percent in the first 20 weeks.

No other medium was used. Monks

originall) d ied Em at the suggestion

bf Professor Roger Washburn of

Harvard University's Graduate

School of Business Administration,

alter experiencing disappointing re-

sults from mass media advertising.

Livingstone Advertising, Inc. agency

for the premium-priced bread de-

veloped a series of 10 different pieces

of copy read by male and female an-

nouncers over the same Bach organ

prelude. This was designed to in-

sure variety and still establish prod-

uct identification with the musical

background. Increased sales and lis-

tener response encouraged the agen-

cy to expand into other fm markets.

In addition to renewing schedules

on WPFM-FM, the agency has

placed schedules with WXHR-FM
and WCRB-FM Boston, WTAF-FM
Worcester and WCCC-FM Hartford.

CHEAPER BY FM

Several significant facts relating to

the economy of advertising on fm
were reported in a Pulse survey of

the WLDM-FM listening area in De-

troit, which the National Assoc. of

Broadcasters recently released. The
study showed that it costs an adver-

tiser 20 cents per 1,000 listeners for

one-time one-minute announce-

ment on WLDM-FM during an aver-

age quarter-hour. Extending this

figure on the basis of the station's

monthly cumulative audience, the

cost per 1,000 listeners comes to less

than seven cents.

The station compared this amount
to the cost of conducting a direct

mail advertising campaign. Accord-

ing to the station, the price of post-

age used to reach the same number
of homes that is touched by WLDM-
FM in an average quarter hour is

more than five times the cost of ad-

vertising on the air. Adding 15 cents

for printing and addressing, the cost

of a direct mail campaign balloons

to more than 19 times the fee for a

one-minute commercial over WLDM-
FM. The one-time rate for a minute

announcement on WLDM-FM is $25,

as compared to an estimated $480

for the direct mailing.

The station contends that the

Pulse study bears out previous sur-

veys which indicated a 50 percent

fm penetration in the Detroit area.

FM STATION KEY
The statistical and factual data contained in this -ummat\ are taken

from reports submitted to us by fm stations. They are believed by us

to be accurate and reliable. \n\ <pjeslions for further information

should be directed to the individual station. This issue of i . s. f \i in-

cludes returns from V)r> fm stations. The FM station hey will be aug-

mented each month as new or additional information is reported by

fm operations. See box below for abbreviations. Stations not listed are

asked to send in the same information which appears below.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

graming; where there is an am affiliate, Sep.—refers to the fm being separately pro-

gramed and dup. refers to the fm station duplicating the am programing; el—
classical; con—concert; op—opero; s-c/—semi-classical; pop—popular; st—standards;

shw—show; flk—folk; jz— jazz; nws—news; wthr—weather; dr—drama; intvw—inter-

view; cmtry—commentary; re/—religious; sprts—sports; educ—educational program-

ing; disn—discussion.

ALABAMA
Albertville

VVAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Prog. (Dup.): Pop, nws, wthr, sprts

Birmingham

WAPI-FM (Am: WAPI)
National Rep.: Henry I. Christal

Counties: 47; ERP: 72,000 w
Prog. (Dup.)

WCRT-FM (Am: WCRT)
National Rep.: Weed
Counties: 42; ERP: 48,800 w
Prog. (Sep.): CI, s-cl, st, shw

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23.000 w
Prog. (Dup.)

WSFM
National Rep.: Walker-Rawalt
ERP: 20,000 w

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 lew

Prog. (Sep.): St, pop, shw, el, sprts

Montgomery
WAJM-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WFMI
Counties: 14; ERP: 10,000 w
Prog.: Con, op, s-cl, st, show

Sylacauga

WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ALASKA
Anchorage

KTVA-FM (Tv: KTVA)
ERP: 750 w
Prog.: CI, con, op, s-cl, shw

ARIZONA
Tucson

KFMM
National Rep.: Good Music Broadcasters
Counties: 3; ERP: 7,200 w
Prog.: CI, con, s-cl, st, dr

ARKANSAS
Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Little Rock

KMMK
Counties: 52; ERP: 31,000 w
Prog.: Music

Osceola

KOSE-FM (Am: KOSE)
Counties: 12; ERP: 2,200 w
Prog. (Sep.): CI, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, por

CALIFORNIA
Alameda

KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: CI, con, s-cl, op, shw

El Cojon

KUFM
Counties: I; ERP: 3.5 lew

Prog.: CI. con. op, s-cl, nws
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FM STATION KEY (Continued)

Fresno

KRFM (Am: KFRE)

Counties: 12; ERP: 70,000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Glendale

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flic, shw

Los Angeles

KBIQ (Am: KBIG)

National Rep.: Weed
Counties: 7; ERP: I 10,600 w
Market Pen.: 48.9% (Pulse 6/59)

Prog. (Sep.): St, pop, ji, shw, flit

KFMU
National Rep.: Heritage Stations

Counties: 3; 58 lew

Market Pen.: 31.3% (Politz I960)

Prog.: CI, con, op, nws, jz

KHOF-FM
Counties: 8; ERP: 100,000 w
Prog.: Rel, nws, wthr, dr, intvw.

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

KNBC-FM (Am: KNBC

)

National Rep.: NBC Spot Sales

Counties: 9; ERP: 45,000 w
Prog. (Dup.J: Nws, st, shw, wthr, intvw

lllllllll!

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,1 17* homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

Pulse, Inc., June, I960

FOR ABBREVIATIONS, SEE BOX, P. 11)

KNOB
National Rep.: Modern Media Fm Sale

Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)

Prog.: ii

KPOL-FM (Am: KPOL)
National Rep.: Paul H. Raymer
Counties: 3; ERP: 38 kw
Market Pen.: 48.9% (Pulse)

Prog. (Dup.): S-cl, shw, st, nws

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcaster

Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)
Prog.: S-cl, cl, con, op, rel

KPU
ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: I 1,000 w
Prog. (Sep.): St, pop, cl, con, shw

KHIO
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
Prog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt

Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.
ERP: 60,000 w

KXRQ
National Rep.: W. S. Grant
Counties: II; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw
Prog. (Sep.): Cl, pop, s-cl, con, op

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, shw, nws

KFMX
National Rep.: Heritage Representatives

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: Con, op, shw, flk, jz

KFSD-FM (Am: KFSD)
National Rep.: QXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): Cl, con, s-cl, st, op
KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, pop, s-cl, cl, shw

KITT

Counties: I; ERP: 56,000 w
National Rep.: Walker-Rawalt

Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI

National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: QXR Network

ERP: 100 kw
Prog.: Cl, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, con, op, jz

KDFC
National Rep.: Walker-Rawalt
ERP: 33,000 w

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w
Prog. (Dup.): S-cl, st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw
Prog.: Cl, s-cl, op, flk, cmtry

KSJO
Counties: 16; ERP: 1,500 w
Prog.: St, shw, s-cl, con

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw

Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt

Counties: 3; ERP: 18 kw

Prog.: Educ, op, shw, st, con

COLORADO
Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)

Prog.: Cl, con, s-cl, st, nws, shw, jz, wfhr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Representatives

Counties: 10; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)

Prog. (Sep.): Con, op, shw, flk, jz

KOA-FM (Am: KOA)
National Rep.: Christal

ERP: 57,000 w
Prog. (Dup.)

12 U. S. FM • August 1961



(FOR ABBREVIATIONS, SEE BOX, P. 11)

FM STATION KEY (Continued)

Grand Junction

KREX-FM (Am: KREX)
National Rep.: Heritage Representatives

Counties: 5; ERP: 3 Itw

|

Market Pen.: 29% (Pulse 1961)

Prog. (Sep.): Op, con, shw, flk, ji

Manitou Springs

I KCMS-FM (Am: KCMS)
t National Rep.: Fm Media

ERP: 22,000 w
I Market Pen.: 25% (Pulse 3/60)

I Prog. (Dup.): Shw, con, st, s-cl, jz

j
CONNECTICUT

i Brookfield

I WGHF
I National Rep.: Fine Music Hi-Fi Broadcasters

I Counties: 7; ERP: 20 kw

I Market Pen.: 39.7% (Pulse 12/58)

I Prog.: Mood, st, s-cl, jz, cl

I Fairfield

I WJZZ
I Counties: 20; ERP: 9,000 w
I Prog.: Jz

i Hartford

I WCCC-FM (Am: WCCC)
I National Rep.: QXR Network

p Counties: 7; ERP: 6.8 kw

1 Prog.: CI, s-cl, con, shw, jz

I WDRC-FM (Am: WDRC)
I National Rep.: Peters, Griffin, Woodward

I Counties: 12; ERP: 20,000 w
I Prog.: Pop, nws

\ WHCN
I ERP: 7,000 w

\
Market Pen.: 39.7% (Pulse 11/58)

1 Prog.: CI, con, s-cl, op, shw

WTIC-FM (Am: WTIC)

| National Rep.: Christal

I ERP: 8 kw
I Prog.: CI, con, op, s-cl, shw

k Meriden

IWBMI
I ERP.: 20,000 w
Prog.: St, s-cl, shw, con

I New Haven

IWNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w

(Prog. (Sep.): Con, cl, s-cl, shw, op

t Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney

< Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

c Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE
Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker

> Counties: 21; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): Cl, s-cl, pop, shw, nws

WJBR
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

Prog.: S-cl, st, nws, cl, wthr

DISTRICT OF COLUMBIA
(WASH (Am: WDON)
National Rep.: QXR Network
Counties: 37; ERP: 15,000 w
vlarket Pen.: 41% (Pulse 12/56)
*rog. (Sep.): Cl, con, s-cl, shw, nws

WFAN
National Rep.: United Broadcasting

ERP: 20,000 w
Proq.: Latin American music

WGAY (Am: WQMR)
National Rep.: Spot Time Sales

ERP: 20,000 w
Prog. (Dup., Sep.): S-cl, st, shw, nws, wthr

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel

Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, s-cl, nws

WJMD
ERP: 20,000 w
Prog.: S-cl, shw, con, nws, wthr

WMAL-FM (Am: WMAL)
National Rep.: Heritaqe Stations

Counties: 27; ERP: 20,000 w
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WTOP-FM (Am: WTOP)
National Rep.: CBS Spot Sales

ERP: 20 kw

Prog.: S-cl, st, cl, pop, nws

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 kw
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA
Coral Gables

WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw

Prog. (Dup.): Con, s-cl, nws, cl, wthr

Fort Lauderdale

WFLM
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 3; ERP: 18,000 w
Prog.: St, cl, s-cl, shw, op

WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, jz

Fort Pierce

WARN-FM (Am: WARN)
National Rep.: Continental

Counties: 4; ERP: 1,300 w
Prog.: Con, pop, jz, nws

WIRA-FM (Am: WIRA)
National Rep.: United Spot Sales

Counties: 3; ERP: 2.63 kw
Prog. (Dup./Sep.): Cl, con, op, pop, st

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)

Prog. (Sep.): Op, st, con, shw, cl

Miami

WKAT-FM (Am: WKAT)
Counties: 7; ERP: 17,575 w
Prog. (Dup./Sep.): Cl

WWPB
National Rep.: QXR Network

Counties: 5; ERP: 9, 200 w
Prog.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM (Am: WMET)
Counties: 4; ERP: 13,000 w
Prog. (Dup.): Pop, st, shw, jz, nws

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollinqbory

Countios: 9; ERP: 59,000 w
Proq. (Sep.): Cl, con, s-cl, st, jz, nws, wth,

Pensocolo

WPEX
National Rep.: Good Music Broadcasters,

Western FM Sales

Counties: 5; ERP: 2,500 w
Prog.: Cl, s-cl, st, shw, jz

Sarastota

WYAK
National Rep.: George Hopewell
Counties: 9; ERP: 2,750 w
Prog.: Pop, st, shw, s-cl, cl

Tampa
WDAE-FM (Am: WDAE)
National Rep.: Katz

Counties: 16; ERP: 65,000 w
Prog. (Dup.): St, shw, flk, con

WFLA-FM (Am: WFLA)
National Rep.: John Blair

Counties: 34 ERP: 46,000 w

WPKM
National Rep.: Good Music Broadcasters

Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA
Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta
WGKA-FM (Am: WGKA)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 9.4 kw
Prog. (Sep.): Cl, s-cl, shw, op, flk

WKLS
National Rep.: Walker-Rawalt
Counties: 34; ERP: 6,400 w
prog.: S-cl, st, shw wthr

WPLO-FM (Am: WPLO)
National Rep.: Heritage Representatives

Counties: 82
Prog.: Con, op, shw, flk, jz

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49,000 w
Prog. (Dup. & Sep.): Pop, st, nws, wthr, intvw

Augusta
WAUG-FM (Am: WAUG)
ERP: 9,000 w
Proq. (Sep.): Cl, s-cl, pop
WBBQ-FM (Am: WBBQ
National Rep.: Everett McKinney
Counties: 31; ERP: 19,300 w
Prog. (Dup., Sep.): St, pop, nws, sports, intvw

Columbus
WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 kw
Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark

Counties: II; ERP: 300 w
Prog. (Dup.): Pop, nws

LaGrange
WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: 8; ERP: 2.3 kw

Prog. (Sep.): St, nws, sprts, shw, wthr

Marietta
WBIE-FM (Am: WBIE)
Counties: 21; ERP: 3.5 kw

Prog. (Dup.): Pop, st, shw, sprts, nws
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Newnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: 1 1; ERP: 330 w
Prog, (dup.): Nws, wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 lew

Prog. (Dup.)

Toccoa

WLET-FM (Am: WLET)
National Rep.: Thomas F. Clark

Counties: 10; ERP: 730 w
Prog. (Dup.): Nws, st, sprts

IDAHO
Boise

KBOI-FM (Am: KBOI)
Counties: 17; ERP: 17.5 kw

Prog. IDup.)

Caldwell

KCID-FM
National Rep.: Heritage Representatives

Prog.: Op, con, shw, flk, jz

Lewiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS
Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr. sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson

Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Champaign

WDWS-FM (Am: WDWS)
Counties: II; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, jz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, haw^iian

WDHF
Counties: 9; ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: Pop. shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw jz, nws

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)

Prog.: CI, op, dr, nws. intvw

WJJD-FM (Am: WJJD)
National Rep.: Heritage Representatives

Counties: 141

Prog.: Con, op, shw, flk, jz

WKFM
National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw, nws, wthr

WNIB
Counties: 10; ERP: II kw

Market Pen.: 42.4% (Pulse)

Prog.: CI, con, jz, op, shw

WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): CI, flk, jz, dr. nws

WXFM
ERP: 32,000 w
Prog.: CI, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
Nationa I Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl, cl

Effingham

WSEI
ERP: 20 kw
Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, n«i

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBQ-FM (Am: WEBQ)
Counties: II; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 kw
Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Joliet

WJOL-FM (Am: WJOL)
National Rep.: Pearson

Counties: 7; ERP: 1,000 w
Prog. (Sep.): St, nws, pop, s-cl, cl

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mattoon

WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23,000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 kw
Prog.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 kw
Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 kw

Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Sep.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw
Prog.: (Sep. early evenings)

INDIANA
Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw

Prog. (Dup.): St, nws, flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, sprts, s-cl

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw
Prog. (Dup.)

Evansville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 kw
Prog. (Dup.): St, shw, s-cl, con, cl

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw
Prog.: St, shw, pop, jz, s-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, wthr

Indianapolis

WAIV
ERP: 4.6 kw
Prog.: Jz, cl, flk, cmtry

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, s-cl, el, jz, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion
nws

- WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith
Counties: 27; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprt

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw

Prog. (Sep.): Programatic

Richmond

WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney

Counties: 20; ERP: 23,000 w
Prog. (Sep.) : Pop, s-cl
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WGLM
Counties: 23; ERP: 32,000 w

Prog.: CI, con, s-cl, st, jz

Terre Haute

WTHI-FM (Am: WTHI)
National Rep.: Boiling

Counties: 20; ERP: 7,400 w
Prog. (Sep.): CI, con, op, s-cl, pop

Warsaw

WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): CI, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

IOWA
Des Moines

KDMI
ERP: I 15,000 w
Prog.: Rel, sacred, nws, wthr, cl

KNDR
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 lew

Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

Sioux City

KDVR
Counties: I I; ERP: 3,000 w
Prog.: CI, s-cl, iz, nws, wthr

KANSAS
Salina

KAFM
Counties: 9; ERP: 3.6 lew

Prog.: CI, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Heritage

Counties: I; ERP: 3,200

Prog. (Sep.): CI, con, op, nws, iz

KTCP-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flic, jz

Wichita

KFH-FM
Counties: 12; ERP: 10.6 lew

Prog. (Dup.)

KENTUCKY
Henderson

WSON-FM (Am: WSON)
Counties: 14; ERP: 22,000 w
Prog. (Dup./Sep.): Sprts, rel, educ, disn

Hopkinsville

WKOF (Am: WKOA)
Counties: 10; ERP: 3.73 kw
Prog. (Sep.): Pop, st, shws, nws, sprts

Lexington

WLVK-FM
National Rep.: Heritage Representatives

Prog.: Op, con, shw, flit, jz

(FOR ABBREVIATIONS, SEE BOX, P. 11)

Louisville

WLVL
National Rep.: Walker-Rawalt
Counties: 16; ERP: 35,000 w
Prog.: CI, pop, s-cl, shw, flk

Mayfield

WNGO-FM (Am: WNGO)
Counties: 5; ERP: 600 w
Prog. (Dup.): Pop, st, nws, wthr, sprts

Owensboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney

Counties: 14

Prog. (Dup.): CI, con, op, nws, sprts

Paducah

WKYB-FM (Am: WKYB)
National Rep.: Boiling

Counties: 40; ERP: 32,000 w
Prog.: S-cl, pop, st, nws

LOUISIANA
Baton Rouge

WBRL (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): CI, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nw;

WWMT
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con

Shreveport

KBCL-FM (Am: KBCL)
National Rep.: George T. Hopewell
Counties: 9; ERP: 3.6 kw
Prog.: (Sep., nights): Cl, con, s-cl, st

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog (Dup.): Pop, flk, nws, sprts, wthr

MAINE
Augusta
WFAU-FM (Am: WFAU)
National Rep.: Devney/Daren F. McGavren
Counties: 10; ERP: 4,845 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Bangor
WABI-FM (Am: WABI)
National Rep.: George P. Hollingbery

Counties: 7; ERP; 6,100 w
Prog. (Sep. nights): St, cl, shw, con, nws

Caribou

WFST-FM (Am: WFST)
National Rep.: Devney O'Connell and

Daren F. McGavren
Counties: 2; ERP: 250 w
Prog. (Dup.): Shw, st, s-cl, con, nws

Lewiston

WCOU-FM (Am: WCOU)
National Rep.: Devney-O'Connell

Counties: 8; ERP: 13,800 w
Prog. (Sep. nights): Cl, shw, con, s-cl, op

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw

Prog.: Cl, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w
Prog. (Sep.): Programatic

MARYLAND
Annapolis
WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): Cl, con, »-cl, pop, st

Baltimore

WAOE-FM (Am: WAQE)
National Rep.: Good Music Broadcasters

Counties: 33; ERP: 20,000 w
Prog. (Sep.): S-cl, shw, st

WBAL-FM (Am: WBAL)
National Rep.: Spot Time Sales

Counties: 33; ERP: 20,000 w
Prog. (Sep.): Cl, s-cl, shw, flk, jz

WCAO-FM (Am: WCAO)
National Rep.: Heritage Stations

Counties: 23

WFMM
National Rep.: Walker-Rawalt

Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, flk, cl, op
WITH-FM (Am: WITH)
National Rep.: QX.R Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws, wthr

Havre De Grace
WASA-FM (Am: WASA)
Counties: 5; ERP: 3,000 w
Prog. (Dup. days, sep. nights): St, pop, shw,

nws, wthr

Westminster

WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl. pop, nws, wthr

Mid-America 's

most powerful

FM station

GOLDEN SOUND OF THE MIDDLEWEST"
ODD

TIME-LIFE STATION
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MASSACHUSETTS
Boston

WBCN
Counties: 3; ERP: 25,900 w
Market Pen.: 50.1% (Pulse 2/59)
Prog.: CI, con, s-cl, op, shw

WBOS-FM (Am: WBOS)
National Rep.: Weed
Counties: 7; ERP: 15 kw
Market Pen.: 50.1% (Pulse 1959)
Prog. (Dup.): St, nws, con, cl, flic

WCOP-FM (Am: WCOP)
National Rep.: Heritage Representatives

Counties: 16

Prog.: Con, op, shw, flk, jz

Market Pen.: 50.1% (Pulse, 12/60)

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw

Prog. (Dup.): Pop, st, nws, sprts, wthr

WUPY
Counties: 25

Market Pen.: 61.5% (Pulse I960)

Prog.: Jz, nws, sprts, wthr, educ

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shv, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts. sprts

Fitchburg

WFGM-FM (Am: WFGM)
National Rep.: Walker-Rewalt
ERP: 20,000 w
Prog. (Dup. /Sep.)

Plymouth

WPLM-FM (Am: WPLM)
National Rep.: Breen-Ward
ERP: 20,000 w
Prog. (Dup.): Con, s-cl, nws, wthr, sprts

Springfield

WHYN-FM (Am: WHYN)
National Rep.: Advertising Time Sales

Counties: 3; ERP: 3.2 kw
Prog. (Dup.): Pop, st, nws, sprts

WMAS-FM (Am: WMAS)
National Rep.: Boiling

Counties: 3; ERP: 1.35 kw

Prog. (Dup.): Pop, st, nws, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: QXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN
Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollingbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st

Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WDTM
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flk, shw

WJR-FM (Am: WJR)
National Rep.: Christal

Counties: 6; ERP: 24,000 w
Prog.: Cl, con, nws, st

WLDM
National Rep.: Walker-Rawalt

Counties: 27; ERP 165,000 w
Prog.: St, shw, s-cl, cl, con

WMUZ
Counties: 8; ERP: I 15,000 w
Prog.: Sacred music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
Counties: 20; ERP: 61,000 w
Prog.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ)
National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50,000 w
Prog. (Dup.): Nws, pop, st, con, s-cl

East Lansing

WSWM
National Rep.: Walker-Rawalt

Counties: 10; ERP: 30,000 w

Prog.: S-cl, cl, nws, shw, jz

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel

Counties: 32; ERP: I 15,000 w
Prog. (Sep. after 7pm)

WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney

Counties: 7; ERP: 1750 w
Prog. (Sep. and Dup.): Cl, con, s-cl, pop. st

Holland

WJBL-FM (Am: WJBL)
National Rep.: Walker-Rawalt
Counties: 23; ERP: 37,000 w
Prog. (Sep.)

Inkster

WCHD (Am: WCHB)
National Rep.: Bob Dore
Counties: 6; ERP: 34,000 w
Prog. (Sep.): Cl, s-cl, pop, st, tlk

Kalamazoo
WMCR
Counties: 15; ERP: 36 kw
Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw

Prog. (Sep.): St. disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney

Counties: 6; ERP: 1,700 w
Prog. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog. (Dup.): Pop, nws

MINNESOTA
Brainerd

KLIZ-FM (Am: KLIZ)

National Rep.: Walker-Rawalt

Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl, st, nws, cl, sprts

Minneapolis

KWFM
National Rep.:Walker-Rawalt, QXR Network
ERP: 22.5 kw
Prog.: Cl, s-cl, jz, nws, st

WAYL
National Rep.: Thomas F. Clark Co.

Counties: 8; ERP: 10 kw
Prog.: St, shw, jz, flk, spoken word

WLOL-FM (Am: WLOL)
National Rep.: Heritage Representatives

Counties: 49; ERP: 9.7 kw
Prog. (Sep.): Con, op, shw, flk, jz

WPBC-FM (Am: WPBC)
National Rep.: H-R
ERP: 5.4 kw
Prog. (Sep. nights): Cl, con, s-cl, st, shw

Saint Cloud

KFAM-FM (Am: KFAM)
National Rep.: John E. Pearson

Counties: I I; ERP: 15,000 w
Prog. (Dup.): St, nws, wthr, sprts, disn

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 50 kw

Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

MISSOURI
Kansas City

KBEY-FM (Am: KBEY)
National Rep.: Avery-Knodel

ERP: 17 kw
Market Pen.: 39.3% (Conlan)

Prog. (Dup.): Op, s-cl, pop, st, shw

KCJC
National Rep.: Modern Media
ERP: 63 kw

Market Pen.: 39.3% (Conlan)

Prog.: Cl, s-cl, pop, st, shw

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Market Pen.: 39.3% (Conlan)

Prog.: Cl, s-cl, pop, st, shw

KCMO-FM (Am: KCMO)
National Rep.: Katz

Counties: 54; ERP: 65,000 w
Market Pen.: 39.3% (Conlan)

Prog.: Cl, s-cl, pop, st, shw

KPRS (Cp applied for)

National Rep.: John Pearson

ERP: 18 kw

KXTR
National Rep.: Heritage Representatives

Counties: 32; ERP: 58,200 w
Market Pen.: 39.3% (Conlan)

Prog.: Con, op, shw, flk, jz

WDAF-FM (Am: WDAF)
National Rep.: Edward Petry

ERP: 35 kw

Market Pen.: 39.3% (Conlan)

Prog. (Dup.)

St. Louis

KADI (Am: KADY)
National Rep.: Heritage Representatives

ERP: 24,700 w
Prog. (Sep.): Con, op, shw, flk, jz
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KCFM
National Rep.: Walker-Rawalt

ERP: 96 lew

KMOX-FM (Am: KMOX)
National Rep.: CBS Spot Sales

Counties: 4; ERP: 47.3 kw
Prog. (Dup.)

KRFD-FM
Counties: 94; ERP: 97,400 w
Prog.: Jz, st, sprts, nws, intvw

KSTL-FM (Am: KSTL)
Counties: 88; ERP: 78,000 w
Prog. (Sep.): St. store casting

KWIX
Counties: 14; ERP: 25.5 kw
Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman
ERP: 22 kw

Springfield

KTTS-FM (Am: KTTS)
National Rep.: Weed
ERP: 9.1 kw
Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA
Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMO
National Rep.: Walker-Rawalt
Counties: 7; ERP: 363 w
Prog.: CI, s-cl, st, jz, disn

Omaha

KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)
Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters
Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: CI

ScoHsbluff

KNEB-FM (Am: KNEB)
National Rep.: Hal Holman
Counties: 12; ERP: 6,900 w
Prog. (Sep.): CI, con, s-cl, st, shw

NEVADA
Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY

Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

(FOR ABBREVIATIONS, SEE BOX, P. 11

WJLK-FM (Am: WJLK)
Counties 3; ERP: 1,000 w
Prog. (Dup.): St, pop, nws, wthr, intvw

Bridgeton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark

ERP: 15.2 kw
Prog. (Sep.): Cl, con, op, s-cl, pop, OXR

Dover

WDHA
Counties: 14; ERP: 675 w
Prog.: Cl, con, op. nws. wthr

Long Branch

WRLB
Counties: 12; ERP: I kw

Prog.: St, s-cl, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl, shw, cl, jz

Red Bank

WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

NEW MEXICO
Albuquerque

KARA
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

KHFM
National Rep.: Modern Media Fm Sales

Counties: 6; ERP: 1,500 w
Prog.: Cl, con, s-cl, st, nws

Los Alamos

KRSN-FM (Am: KRSN)
National Rep.: Bob Dore (East)

Torbet, Allan & Crane (West)
Counties: 4; ERP: 4,600 w
Prog.: Cl, s-cl, op, dr, nws

NEW YORK
Babylon

WGLI-FM (Am: WGLI)
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Binghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 kw
Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw
Prog. (Sep.): Cl, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WBUF
Counties: 15; ERP: 100,000 w
Prog.: Music, rel, educ

WWOL-FM (Am: WWOL)
National Rep.: Heritage Representatives

Counties: 2; ERP: 750 w
Markot Pen.: 34.8% (I960 Pulse)

Prog. (Sep.): Con, op, shw, flk, jz

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5,000 w
Prog. (Sep. nights): Disn, s-cl

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke
ERP: 14,000 w
Prog. (Dup.): Cl, educ, con, s-cl, shw

Garden City

WLIR
Counties: 4; ERP: 1,000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jz, nws

Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: 1 ,000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Horned

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts, educ

Ithaca

WHCU-FM (Am: WHCU)
National Rep.: Jack Masla
ERP: 40,000 w
Prog. (Dup. /Sep.): Pop, st, nws, wthr, intvw

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllilllllllllllllllllll^

MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

1. An adult audience in the

age of accumulation.

2t An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim
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(FOR ABBREVIATIONS, SEE BOX, P. 11)

FM STATION KEY (Continued)

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell
Counties: 15

Market Pen.: 33.7% (Pulse 1959)
Prog. (Sep.): CI, nws, con. s-cl, wthr

New Rochelle

WVOX-FM (Am: WVOX)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 1,000 w
Prog. (Dup.): Shw, st, cl, nws, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw

Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): CI, con, s-cl, shw, fll

WHOM-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WNCN
Market Pen.: 53.4% (Pulse 7/60)
Prog.: CI, con, s-cl, op, shw

WQXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: I 1,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Dup.): CI, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed
ERP: 46,000 w
Prog. (Sep.): Cl, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney
Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr. educ

Patchogue

WALK-FM (Am: WALK)
National Rep.: Grant Webb
Counties: 20; ERP: 15,000 w
Prog. (Sep. nights): St, s-cl, cl, shw, nws

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Pittsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Duo.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla
Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl, nws, shw, QXR

Rochester

WBBF-FM (Am: WBBF)
National Rep.: Blair

ERP: 27.4 kw
Prog. (Sep.): Cl

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, jz, rel,

disn

WROC-FM
ERP: 17,600 w

Syracuse

WDDS
ERP: 100,000 w
Prog.: Music, nws, rel, educ

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, ji, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA
Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt

Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con, s-cl, shw, wthr

Durham

WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w
Prog. (Dup.): Cl, pop, st, shw, nws

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

WBBO-FM (Am: WBBO)
Counties: 16; ERP: 1.5 kw

Prog. (Sep.): St, s-cl, pop, flk, nws

Gostonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw

Prog.: S-cl, cl, st, rel, cmtry

Leaksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr,

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell
Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt
Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-cl, st

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw
Market Pen.: 27.2% (Pulse)

Prog. (Dup.): Cl, con, op

Rocky Mount

WFMA (Am: WCEC)
National Rep.: John Pearson

Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthi

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt

ERP: 15 kw

Prog. (Dup.): St, nws, wthr, rel, sprts

Sanford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

Statesville

WFMX (Am: WSIC)
National Rep.: Good Music Broadcaster?

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st. shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): Cl, s-cl, st, shw, nws

WYFS
Counties: 12; ERP: 1,560 w
Market Pen.: 33.26 (Pulse, 4/61 )

Prog.: Cl, s-cl, op, shw

OHIO
Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webb
Counties: 6; ERP: 27,000 w
Prog. (Dup.): Sprts, st, s-cl, con, jz

Barberton

WDBN-FM
National Rep.: Good Music Broadcasters

Counties: 35; ERP: I 18,000 w

Prog.: S-cl, cl, st, shw, jz

Canton

WCNO (Am: WCNS)
National Rep.: Frederick W. Smith

Counties: 28; ERP: 28,000 w
Prog. (Sep.): Pop, s-cl, st, shw, cl
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WHBC-FM (Am: WHBC)
National Rep.: Venard, Rintoul & McConnell

ERP: 15.000 w
Prog. IDup.): St, pop, s-cl, nws, sprts

Cincinnati

WAEF
National Rep.: Walker-Rawalt

Counties: 13; ERP: 4.8 kw

Market Pen.: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15,500 w
Prog. (Sep.): CI, s-cl, shw, con, st

WSAI-FM (Am: WSAI)
National Rep.: Heritage Stations

Counties: 53; ERP: 14.7 kw
Market Pen.: 30.6% (Pulse I960)

Prog. (Sep.): CI, con, op, nws, iz

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 27 kw
Market Pen.: 33% (Pulse)

Prog. (Sep.): CI, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw
Prog.: Jz

WDGO-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flic, jz

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): CI, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31.000 w
Prog. (Dup.): St, shw, cl. con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 19 kw
Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt

Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters
Counties: 10; ERP: 26 kw
Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): Cl, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnell
Counties: 33; ERP: 52 kw
Prog. (Sep.): Nws, s-cl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)
National Rep.: Geo. P. Hollingbery
Counties: 23; ERP: 35,000 w
Prog. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16; ERP: 24 kw
Prog. (Sep.): Quality music

(FOR ABBREVIATIONS, SEE BOX, P. 11)

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark

Counties: 20; ERP: 8.200 w
Prog. (Sop.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. ISep. and Dup.): Pop, st, news, wthr,

sprts

Middletown

WPFB-FM (Am: WPFB)
Prog.: (Sep.) Sprts, pop, st, nws, wthr

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Piqua

WPTW-FM (Am: WPTW)
Counties: 26; ERP: 35,600 w
Prog. (Sep.): St, shw, spts, wthr, nws

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConnell
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

Toledo

WMHE
Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

WTOL-FM (Am: WTOL)
ERP: 50.000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Youngstown

WKBN-FM (Am: WKBN)
National Rep.: Paul H. Raymer
Counties: 22; ERP: 50 kw
Prog. (Dup.): Cl, s-cl, spts

OKLAHOMA
Oklahoma City

KEFM
National Rep.: Good Music Broadcasters

ERP: 3.7 kw
Prog.: Pop, cl, shw, jz, wthr

KYFM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts. cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark

ERP: 4,000 w
Prog.: (Sep.) St, con, jz, sprts, nws

Tulsa

KIHI
Counties: 8; ERP: 2.95 kw
Prog.: Cl, s-cl, pop, shw, jz

KOCW
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 1.500 w
Prog.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 kw
Prog.: Pop, st, cl, shw, s-cl

OREGON
Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)
National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w
Prog. (Sep.): Cl, con, s-cl, up, nws

KGMG
National Rep.: Heritage Stations

Counties: 15; ERP: 68,250 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KPFM (Am: KPAM)
National Rep.: Weed
Counties: 22; ERP: 33,000 w
Prog. (Sep.): Cl, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: 1 1 ; ERP: 4.4 kw

Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KOFM
Counties: II; ERP: 17.7 kw
Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA
Allentown

WFMZ
National Rep.: QXR Network
Counties: 20; ERP: 4.8 kw
Prog.: Cl, nws

Altoona

WFBG-FM (Am: WFBG)
Counties: 35; ERP: 33 kw
Prog. (Sep.): S-cl, cl, st, con, op

WVAM-FM (Am: WVAM)
National Rep.: Weed
Counties: 3; ERP: 360 w
Prog. (Sep.): S-cl, st, shw, cl, con

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw
Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w
Prog. (Sep.): St, con, nws, wthr, jz

Harrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 kw

Market Pen.: 13% (Pulse 5/60)
Prog. (Sep.): St, nws, cmtry, cl, disn
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Hazleton

WAZL-FM (Am: WAZL)
National Rop.: Raymer

Prog. (Sep.)

Johnstown

WARD-FM (Am: WARD)
National Rep.: Weed
Prog. (Dup.): Pop, st, nws, sprts

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% I

Pulse 4/60)

Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties. 9; ERP: 15 kw

Proq.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed

Counties: 4; ERP: 7.2 kw

Prog. (Sep.): cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. I Sep.): Cl. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6.300 w
Market Pen.: 37.6% (Puke I960)

Prog. (Sep.): Con, s-cl. st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw

Market Pen.: 37.6% I
Pulse 5/60)

Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM lAm: WHAT)
National Rep.: Frederick W. Smith

Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM lAm: WIBG)
National Rep.: Katz

ERP: 20 kw
Prog. (Dup.): Pop, nws, st, wthr, svce info

rVIFI

National Rep.: Walker-Rawalt

Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw

Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtry

WQAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) Cl, s-cl, op, shw, con

WAZZ (Am: WAMO)
ERP: 5 kw
National Rep.: Hi-Fi Music Broadcasters

Prog: Jz

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

(FOR ABBREVIATIONS, SEE BOX, P. 11)

WKJF-FM
National Rep.: Frederick W. Smith
Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters

Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50.000 w
Prog. (Dup.): Pop, cl, s-cl, sprts, disn

Rattlesnake Mountain"

WGMR
National Rep.: Alleghany
Counties: 31; ERP: 3,300 w
Prog.: Con, s-cl, st, shw

*P.O. address: Tyrone, Pa.

Red Lion

WGCB-FM (Am: WGCB)
ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Scranton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw

Prog. (Dup.): St, nws, sprts, wthr, jz

Shenandoah Heights

WPPA-FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw

Prog. (Dup.)

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren

WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St, sprts, nws

Wilkes-Barrc

WBRE-FM (Am: WBRE)
National Rep.: Boiling

Counties: 21; ERP: 22.000 w
Prog. (Dup.): Nws, wthr, st. shw

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw
Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representatives

Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND
Providence

WICE-FM
National Rep.: Heritage Representatives

Prog.: Op, con, sw, flk, jz

WLOV
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, Jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20,000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WPRO-FM (Am: WPRO)
National Rep.: John Blair

Counties: 19; ERP: 15.000 w
Market Pen.: 35.7% (Pulse)

Prog. (Sep.): S-cl, cl, st, shw, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20,000 w
Market Pen.: 35.1% (Pulse 10/58)
Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA
Anderson

WCAC-FM (Am: WAIM)
National Rep.: Devney-O'Connell
Counties: 20; ERP: 6,400 w
Prog.: (Dup.)

Charleston

WCSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOS)
National Rep.: Mooter
Counties: 24; ERP: 5,300 w
Prog. (Sep.): Cl, jz, con, op, s-ci

Greenville

WESC-FM (Am: WESC)
National Rep.: Headley-Reed
Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw, con, s-cl, pop

WMUU-FM (Am: WMUU)
National Rep.: Frederick W. Smith
ERP: 45,000 w
Prog. (Dup. until sunset): Cl, con, op, s-cl,

rel

Spartanburg

WSPA-FM (Am: WSPA)
National Rep.: Hollingbery
Counties: 21; ERP: 4.85 kw
Prog. (Dup.): Nws, wthr. intvw, cmty, rel

TENNESSEE
Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop, nws, cl

WLOM
National Rep.: Heritage Representatives

Counties: 53; ERP: 18,000 w
Prog.: Con, op, shw, flk, jz

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Frog.: Pop, st, con, shw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham
ERP: 50,000 w
prog. (Dup.): Nws, pop, sprt*, st, rel
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FM STATION KEY (Continued)

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w
Prog. (Sep.): St, shw, pop, s-cl, nws

1
Memphis

WMCF (Am: WMC)
I National Rep: John Blair

ERP: 300,000 w
I Prog. (Sep.): St, shw, s-cl, cl, con

WMPS-FM (Am: WMPS)
National Rep.: Heritage Representatives

Counties: 15; ERP: 6,600 w
Prog. (Sep.): Op, con, shw, flk, ji

Nashville

WFMB
National Rep.: Walker-Rawalt

Counties: 10; ERP: 3.4 lew

Prog.: CI, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
i
National Rep.: Peters, Griffin, Woodward
Counties: 72; ERP: 30,000 w
Prog. (Sep.): Con, pop, st, shw, nws

TEXAS
Amarillo

KGNC-FM (Am: KGNC)
National Rep.: KATZ
Counties: 18; ERP: 14.6 lew

Prog. (Sep.): CI, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: CI, s-cl, op, st, shw

KTBC-FM (Am: KTBC)
National Rep.: Paul H. Raymer
Counties: 29; ERP: 94 kw

Prog. (Sep.): Pop, st, s-cl, cl, nws

Dallas

KCPA
National Rep.: Walker-Rawalt

Counties: 20; ERP: 4.83 kw

KIXL-FM (Am: KIXL)

National Rep.: Broadcast Time Sales

Counties: 8; ERP: 20.5 kw

Prog. (Sep. nights): St, nws, wthr, shw, pop

KRLD-FM (Am: KRLD)

National Rep.: Branham
Counties: 58; ERP: 59 kw

Prog. (Dup.): Pop, s-cl, cl, nws, dr

WFAA-FM (Am: WFAA)
National Rep.: Edward Petry & Co.
Counties: 100; ERP: 47 kw
Prog. (Dup.): St, pop, nws, wthr, sprts

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)

Counties: 8; ERP: 6.5 kw

Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

(FOR ABBREVIATIONS, SEE BOX, P. 11)

Fort Worth

KFJZ-FM (Am: KFJZ)

National Rep.: Blair

Counties: 16; ERP: 28.1 kw
Prog. (Sep.): Shw, st, pop, nws, wthr

WBAP-FM (Am: WBAP)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 52 kw
Prog. (Sep.): Con, s-cl, st, shw, wthr

Gainesville

KGAF-FM (Am: KGAF)
ERP: 215 kw

Prog. (Sep.): Pop, st. nws, wthr, shw

Harlingen

KELT (Am: KGBT)

Counties: 4; ERP: 3 kw

Prog. (Sep.): St, s-cl, con, shw, jz

Houston

KFMK
National Rep.: Walker-Rawalt
Counties: 12; ERP: 10,500 w
Market Pen.: 30.9 (Pulse 1/60)
Prog.: Pop, st, shw, jz, wthr

KHGM
National Rep.: Good Music Broadcasters

Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st, nws

KHUL
Counties: 9; ERP: 15,500 w
Market Pen.: 31.2% (Pulse '60)

Prog.: Pop, st, nws, wthr, shw

KRBE

Counties: 88; ERP: 79,100 w
Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)

Counties: 1 7; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw

Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw

Prog. Pop, cl, s-cl, shw, op

Pampa
KBMF-FM
Counties: 16; ERP: 3,034 w
Prog.: St, con, s-cl, cl, shw, jz

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw

Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ

National Rep.: Good Music Broadcasters

Counties: 17; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
National Rep.: Weed
Counties: 24; ERP: 12.9 kw

Prog. (Sep.) : Cl, jz, shw

KITY (Am: KONO)
Counties: 13; ERP: 4,400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco

KEFC

Counties: 13; ERP: 4,400 w
Proq.: Cl, con, s-cl, it, nws, wthr, r«l

WACO-FM (Am: WACO)
Counties: 13; ERP: 4,400 w
Proq. (Dup.): Cl, con, s-cl, pop, nws

UTAH
Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

KSL-FM (Am: KSL)
Counties: 18; ERP: 4 kw
Prog. (Sep.): S-cl, st, shw, nws, wthr

VIRGINIA
Charlottesville

WCCV-FM (Am: WCHV)
National Rep.: Thomas Clark

Counties: 23; ERP: 3.4 kw
Prog. (Sep.): Cl, con, nws, wthr

WINA-FM (Am: WINA)
Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 kw
Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: II; ERP: 7.2 kw
Prog. (Sep.)

Marion

WMEV-FM (Am: WMEV)
ERP: 3,400 w
Prog. (Dup./Sep.): Music, nws, sprts

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore
Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WRVC
Counties: 20; ERP: 8,700 w
Prog.: Cl, s-cl, jz, op, nws

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Since 7956

KHFI-FM
AUSTIN, TEXAS

Write for the

SOUTHWEST'S MOST
EXCITING FM SUCCESS

STORY . . .

CONCERT STUDIOS
1000 W. 29th, AUSTIN 5, TEXAS



(FOR ABBREVIATIONS, SEE BOX, P. 11)

FM STATION KEY (Continued)

Newport News
WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 41; ERP: 100,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): CI, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WSLS-FM (Am: WSLS)
Counties: 66; ERP: 21,100 w

Prog. (Sep.): St, shw, con, s-cl, cl

Staunton

WSGM-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jz, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 lew

Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON
Bcllinqhom

KGMI
National Rep.: Heritaqe Stations

Counties: II; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con op, nws, jz

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)
Prog.: St, shw, nws, wthr, jz

KGFM (Am: KGDN)
National Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): Cl, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

KING-FM (Am: KING)
National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): Cl, op, jz, flk, shw

KISW
National Rep.: Hi-Fi Music Broadcasters

Counties: 13; ERP: 10.5 kw

Prog.: Cl, con, op, cmtry, dr

KLSN
National Rep.: Walker-Rawalt

Counties: 13; ERP: 19,000 w
Prcg.: Cl, con, s-cl, shw, jz

KMCS
ERP: 17.5 kw
Prog: St, wthr, flk

Spokane

KREM-FM (Am: KREM)
National Rep.: Petry

Counties: 23; ERP: 4,800 w

KXLY-FM (Am: KXLY)
National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog. (Sep.): Cl, s-cl, jz

KZUN-FM (Am: KZUN)
National Rep.: Thomas F. Clark

Counties: 7; ERP: 3,300 w
Prog. (Sep.): Cl, s-cl, st, shw, nws

Tacoma

KTNT-FM (Am: KTNT)
National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

KTWR
National Rep: Fm Unlimited

Counties: 3; ERP: 10 kw
Prog.: Disn, rel, cmtry, dr, s-cl

WEST VIRGINIA
Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2 600 w
Prog. (Sep.): Cl, con, op, s-cl, st

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Prog. (Dup. and Sep.): Pop, st, jz, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w
Prog. (Sep.): St, shw, s-cl

WISCONSIN
Eau Claire

WIAL (Am: WEAQ)
National Rep.: Hollingbery

Counties: I I; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel
Counties: 15; ERP: I I kw
Prog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WBKV
National Rep.: Walker-Rawalt
ERP: 18,000 w

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3,600 w
Prog. (Dup.): S-cl, st, shw, wthr, nws

WM1L-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christa!

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Monroe
WEKZ-FM (Am: WEKZ)
National Rep.: Grant Webb
Counties: 8; ERP: 14,000 w
Prog. (Sep., nights): Sprts, cl, con, pop, flk

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wousau
WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl, nws, sprts, wthr

Watertown

WTTN-FM (Am: WTTN)
National Rep.: George Hopewell
Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend

WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl -C ^
Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell
Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nw •>}

PUERTO RICO
Mayaguez
WORA-FM
Counties: 7

Prog.: Con, pop, st, nws, wthr

San Juan

WFQM (Am: WKYN)
Counties: 17

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw

QUALITY PROGRAMING

IN STEREO

FOR

QUALITATIVE AUDIENCE

KLSN
SERVING

SEATTLE-TACOMA
AND ALL OF WESTERN WASHINGTON

Call Walker-Rawalt



SbMtf tSTYW STREET
THE MONTHLY MAGAZINE
FOR BUYERS AND SELLERS
OF RADIO ADVERTISING

AUGUST

Mrs. L, K. Aldrich
National Assn-Brdcstng:
1771 - N. St. N. W.

S

Washington 6, D. c.

NEWS HUNGER
.ITS NEW PEAK

(V SPECIAL ANNUAL REPORT
DN RADIO IN THE
PUBLIC INTEREST: 1961

AND---

Nationwide Insurance drives

sales home with radic

Broadcast Clearing House

ngle

ooms

on all product fronts



we
believe in

advertising

flour

Ms HI
of eight

/et parly

,' ry War-

baseball

['«• from

K /rom

/ *"Urfih
• a bit jf

\
n record

tt^^ 01 e'ecjir^Kr^ ^SUi,b,V »"Kher S3- - ' If |

THKOUGHOUT
THIS

/i( Soviet!

•<"l'vities

nsisien, 1

nounre

\>eace-

ads like this

run daily in

Hu9h Roberts
Les Marfens
John Lynker
Bob Maxwel/
B°b AI/iSo„
Fo ye Elizabeth

WIVJ Nevvs
NBC News
NfiC Won/for
Mo«" 'Til Down

run udiiy in ^
The Detroit News,

/ (el

733,583

920,607
SUNDAY

/ (ele.

f Pre-

f rnostN Ihe

him
Kfnce'
he re-

' '( in

/"Ublic/y
U know

|
least

be p
as good
I hav

letter

'Rhf

tions
J

Mr

.year I

'

• -^21
TIGER BASBBAU

SATURDAY
Sunday . ,! York

W-Mh 9-5-0 -

Was,

Ph,|;

In

ance.

'he o

U> liv«

you « (

31 son

fn h
Mr. H
f ourt a
crime.

And.
cent rev
trines."

no repuc
de<"laraj„
• ny ruse
n 'ng. un
realment
truth.

••

COOL
In respn

Hoover fa,
00 'he sp;
extent tha,
linked to

couldn't se
value m r

mo<»n and
a man cotj

he did i

He wasL
™mmit n-\

H s

'n« freedom/
by most
heads He l
,h« Newbutk
and saw lt \
anrf " on ,he]
Pavers

H* was bj
volume ol
American
Americaii

r4
volumed

w"h commJ

FINDSA
He did not 1

1

States was '

e\
'ud«' by the *,]

,°° out
,mo

farms-' The A
are ready for

.
A * k e d w»i

farmed ove
Ruths reco,]

[
or anybody
"ome run i

,h| ng else 'I

des 'a. Au/? (/
is,a "on has

j

Par ''anion , J
rar '«l bar,,
and to c^
"educate
tent ^

t9e/ /Ae total

WWJ STORY
/AO/77 /Of/A

PGW Colonel

m J-# % A # AM and FMW W«J RADIO
Detroit's Basic Radio Station

NBC Affiliate

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, W00DWAR0, INC

OWNED AND OPERATED BY THE DETROIT NEWS



A bright outlook

on a busy world...

a "Metropolitan

personality/
1

METROPOLITAN
BROADCASTING
205East r,7th Street,New York ;.'1,N.Y.

TELEVISION STATIONS

WNEW-TV New York, N.Y.

WTTG Washington, D.C.

KMBC-TV Kansas City, Mo.

KOVR Sacramento-
Stockton, California

WTVH Peoria, Illinois

WTVP Decatur, Illinois

RADIO STATIONS

WNEW New York, N. Y.

WHK Cleveland, Ohio

WIP Philadelphia, Pa.

KMBC Kansas City, Mo.

A DIVISION OF METROMEDIA, INC.

other divisions are:

FOSTER and KLEISLR, Outdoor Advertising

Los Angeles, Calif.; Long Beach, Calif.; San

Francisco, Calif.; Oakland, Calif.; San Diego,

Calif.; Fresno, Calif.; Sacramento, Calif.;

Seattle, Wash.; Portland, Ore.; Phoenix, Ariz.

Worldwide Broadcasting, WRUL Radio.



This issue

of U. S. RADIO

is representative of

those

to come

If radio

advertising is

important to you

then U. S. RADIO

is, too

U. S. RADIO
is tletlicatetl to radio.

It probes radio

problems, eheehs

radio facts, presents

the true importanee

oi radio—
constructively,

forcefully,

impressively. It is

your window to

better use of ratlio.

Its dedication to

radio udrerlisinfi

is total and complete.

You need
U. S. RADIO.

U. S. RADIO 'September 1961



OFFICERS: Norman R. Glenn, editor/publisher} Bernard Piatt, executive vice president; Arnold Alpert,

vice president/assistant publisher; Elaine Couper Glenn, secretary/treasurer.

EDITORIAL BOARD: Norman R. Glenn, Arnold Alpert, John McMillin, Jane Pinkerton.

EDITORIAL: Jane Pinkerton, managing editor; Mary Lou Ponsell, senior editor; Barry Mallin, auUtant

editor; W. F. Miksch, contributing editor; Maury Kurtz, art editor.

ADVERTISING: Sal Massimino, business manager; Shirley Allison, administration production; (Lot

Angeles) Edith K. Whaley, 216 S. Vermont, DUnkirk 7-6160; (San Francisco 11) Whaley Simpson

Co., 700 Montgomery Bldg., SUttcr 1-4583.

U.S. RADIO
SEPTEMBER 1961 / VOL. 5, NO. 8

ARTICLES 15

20

22

24

26

27

30

32

36

60

61

DEPARTMENTS

RADIO IN THE PUBLIC INTEREST: 1961 / Station patterns indicate marked
upswing in news, community relations, strong-stand editorials

PUBLIC INTEREST IN PICTURES / Cross-section of public service

programs shows they are lively, colorful, fact- and fun-filled

NETWORKS SEE RISING TIDE IN NEWS AND PUBLIC AFFAIRS / Reports

from ABC, CBS, MBS, NBC trace gains in all areas, especially news

NEWS: STILL NO. 1 IN PUBLIC SERVICE / William Small. WHAS
Louisville, implements detailed analyses on news from the NAB

POLIO NEVER STOPPED MARC HANAN / Station owner and operator

has overcome handicap, broadened and bettered his radio interests
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is pouring into spot this season in anticipation of business hike
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national and regional ad agencies cooperate in public service air effort

SO YOU WANT TO SURVIVE THE SPOT PAPER JUNGLE! / Ad agency

accounting wizards comment on new Broadcast Clearing House plan
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bagged many new leads for field men, implanted name firmly

FM KEY / A state-by-state listing of fm operations, half of it printed

this month with the remainder in October, shores 5/5 facilities

HOW A NEW FM STATION BAGGED 37 ACCOUNTS / WFMM Baltimore's

Julian Smith tells how station reached black in one-and-a-half years

Commercial Clinic 40, Letters 13, Names and Faces 48, Radio Focus/Ideas 50,

Radio Focus/People 44, Radio's Reach 10, Silver Mike 14, Soundings 9, Timebuys 11

BPA MEMBER OF BUSINESS PUBLICATIONS AUDIT OF CIRCULATIONS INC.

U S RADIO is published monthly by Air Media Inc., combined with U. S. FM, at 3 I 10 Elm Ave Balti-

more II, Md. Editorial and business offices at 40 East 49th street, New York I 7, N. Y.. telephone Murray

Hill 8-0475 Copyriqht I96I by Air Media Inc. Controlled circulation postaqe paid at Baltimore, Md.
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(all 6 ABC owned radio stations started a !

ABC acts to produce action! Every month a major public

service effort on ABC owned radio stations reaches out to ;

six of the nation's largest metropolitan areas — New York,

Chicago, Pittsburgh, Detroit, Los Angeles and San Francisco.

Each month a new stimulus to community action springs from

each city's most stimulating station. Recently a polio vaccina-

tion campaign on ABC stations was spearheaded by appeals I

from such "local" talent as Eleanor Roosevelt and Henry

Fonda in New York, John Wayne and Red Buttons in Los

Angeles, Pie Traynor and David MacDonald in Pittsburgh. The I



community action polio-vaccination drive)

result: action ! The anti-polio drive is just the beginning. Month
after month these public service projects will reach ever-

larger audiences in six of the nation's largest markets. This is

the kind of living radio that produces community action. This
is the kind of living radio that produces action for the sponsor
who knows where to find it — on ABC owned radio stations!

»•
ABC OWNED RADIO STATIONS
WABC NEW YORK WLS CHICAGO KGO SAN FRANCISCO
KQV PITTSBURGH WXYZ DETROIT KABC LOS ANGELES



SOUNDINGS
' / news & interpretation

PROFESSIONAL PERFORMANCE is inherent in the airing of programs in the public in-

terest, the subject featured in this issue of U. S. RADIO. NAB President LeRoy Collins'

advice for those seeking professionalism: "A deserved professional posture," he says "in-

volves three ingredients common to all fields of human endeavor." They are (1) compe-

tence, which "depends upon research and training;" (2) "maintenance of high standards

of ethics and quality of product;" (3) "a high sense of public service responsibility. It is

the attitude of having goals which go beyond those of self-benefit which perhaps more

than anything else distinguishes the professional man from the tradesman."

NEW QUALITY AM-FM REP firm was formed in New York earlier this month as James F.

Brown, vice president and general manager of Fine Arts Broadcasting Co. (KFML Am and

Fm Denver) incorporated Fine Arts Radio Representatives Ltd., of which he is the v. p. New
company will have New York headquarters, maintaining branch offices in Chicago, San Fran-

cisco, Los Angeles and Detroit. Its objective: to represent the leading classical music or

fine arts radio station in each of the top 25 to 50 markets, whether the station is am or fm.

First station in the new rep's lineup is the am-fm combination operated by Mr. Brown. The

move, he explains, is in response to national advertiser and agency demand for "fine arts

radio stations which are programing classical and symphonic music, opera and fine arts

shows in general, with the last encompassing discussions and editorial features on art

subjects."

RADIO CONTINUES to have interesting victories over tv, directly or indirectly. WOWO
Ft. Wayne, Ind., spent its entire consumer newspaper ad money for the year in a one-day

splurge (August 16) in the "New York Times," telling admen with a full page of copy and

in 10-second spot announcements on three local radio stations (WNEW, WCBS, WMCA)
that WOWO radio out-pulls tv—and all other media—at far lower costs. One quote: "WOWO
outreaches the best Ft. Wayne tv by 170.000 families."

NEW AUDIENCE MEASUREMENT by five stations represented by the Henry I. Christal Co.,

which pooled money and methods to work with Alfred Politz Media Studies, is a cumulative

project aimed at giving "greater substance and definition" than before. Some differences:

measurement of total coverage area, not merely city or metro area; individuals aged 15 and

over, reporting for themselves only, rather than households; measurement of listening where

it occurs (porch, beach, car, etc.); enlarged sample, based for each of the five markets

surveyed on 1,000 interviews; cumulative listening patterns, with the 24-hour broadcast day

divided into nine time periods "for maximum reliability and usefulness;" a "coupling of

techniques" with the qualitative coming from personal interviews and the quantitative

from individual listening diaries. The five stations: WGY Schenectady, WBEN Buffalo, WJR
Detroit, WTIC Hartford, WTMJ Milwaukee.
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THERE'S NEW EXCITEMENT in the area of Negro-appeal radio. Spot news involves the John
E. Pearson Co.'s retaining Key Broadcast Management to organize the representative's

growing list of Negro stations into a separate department. Consultant company is operated

by Ralph Weil and Arnold Hartley, long experisnced in this specialized area of radio.

NEW NEGRO MARKET INFORMATION comes from the Keystone Broadcasting System,

which claims coverage of 53% of all U. S. Negroes. As a service to its 360 affiliates carry-

ing Negro-appeal programs, it analyzed 1950 and 1960 population figures and percentage of

gain in Negro residents for 23 states in which its Negro network stations are located. Fig-

ures typify growth and gaining importance of Negroes to national advertisers and agencies.

Research Manager George Wharton, detailing growth and movement in Negro population,

says country now has 179,323,175 persons of which 18,871,831 are Negro, an increase of 25.4%

in the past decade. Many states have shown startling gain: for example, Nevada, up 213%;

North Dakota, up 202%; Wisconsin, up 164%.

PROJECT FOR THE 60'S: "Time" last month quoted U. of Illinois Prof, (sociology) Peter

Klassen on "beatniks" and transistor radios. The small portable sets "appeal to bodily

comfort which is related to the desire to go back to the womb, the mother and the breast.

It would be interesting to study the idea that these transistor-bearers might have been

bottle-fed rather than breast-fed, that the physical link of the earplug might be reminiscent

of a maternal form of comfort, a search for another image."

THERE'S GOOD NEWS for national spot radio with addition of five experienced radio sales

pros added to the new national sales organization under stewardship of Don Quinn at RKO
General. Even more specific reason for optimism is seen in U. S. RADIO'S detailed report of

accounts moving into spot this fall (see page 27). Autos and foods are among the heavy

buyers as this is the start of seasonal campaigns which tie-in with heavier and more diversi-

fied menus and new-model times for automotives.

EDITORIALIZING is continuing to gain favor as a practice of many stations, with WINS New
York, now the flagship station of Mutual, one of the most recent to make the move. General

Manager Ted Steele gives the air editorials himself, has set a policy of four minimum per

day on a seven-day week basis. Subjects will change "according to dictates of what is perti-

nent, informative to community."

FARM NEWS of interest to farm area marketers comes from KMA Shenandoah, la., which

reports it carried 286 hours of programing specially tailored to this audience in the April

through June period. Farm broadcasts with emphasis on service information continue to be

a mainstay of programing in all agricultural areas.

AUTOMOTIVE market data showing that one in every two families never buys a new car

originate with Westinghouse Broadcasting, where Research Director Mel Goldberg surveyed

car buying habits. Some of his conclusions: More than half of all new cars purchased cost

less than $3,000; families with an annual income of $7,500 or more account for one-fourth

of family units but buy 38% of all new cars and buy about half of all cars costing $3,000

or more.

Kick-off to the October issue will be a section marking the

fourth anniversary of u. s. radio, with a tracing of the

_ . _ . ._ major events of this crucial era of change for the older

1^ t/\ I sound medium. Among many other features of this fact-

filled issue you'll find a blueprint of how Purolator sue-

|\/|Q|^" "|-|" cessfully uses radio as its major medium, what one of

radio's most loyal product categories—cigarettes—is

developing in new media and marketing tactics centered in

their radio campaigns, what members of the radio board

of the National Assn. of Broadcasters envision as radio's

biggest problems and as workable, practical solutions.
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RADIO'S REACH

/

SEPTEMBER 1961

AM STATIONS OiV AIR*

FM STATIONS 0\ AIR

3,609

• 896

f,»i sets liv isi:

;

<MR ItMHOS

IS MHO SETS I/V l/SEf

SETS MAiVEFACTERED* • 1,626,263

156,394,000

42,600,000

15,500,000

AM STATIONS ON AIR: The number of am stations on the air increased by seven dur-

ing the month of July, according to latest figures from the FCC. Applications pending at

the end of July total 526; the number of stations under construction stands at 157.

FM STATIONS ON AIR: There are 896 fm stations broadcasting as of July 81, representing

an increase of six over the previous month's total. Applications pending number 80; sta-

tions under construction total 201.

SETS MANUFACTURED: Radio set production and sales hit the highest level of the year

in June, according to latest EIA figures. Total radio production took its biggest stride

forward in six months reaching 1,626,263 sets in June, an increase of 429,314 over May.
This includes 518,000 auto radios and 88,808 fm radios, the latter nearly double the pre-

vious month. Set sales (excluding auto radios) nearly reach the million mark for the

same period. Total sales chalk in at 940,346, up 194,730 over the May total. Total sales

for the first six months is 4,390,180 sets, more than a half-million more than in a com-
parable period last year. However, production total for the first six months this year is

7,537,290, slightly less than a million below the same period last year.

NETWORK SALES The top network advertiser in terms of home broadcasts delivered for

four weeks ended July 9 is Liggett & Myers Tobacco, according to figures recently released

by A. C. Nielsen Co. L&M has 316 broadcasts for a total of 139,393,000 home broadcasts de-

livered. Pepsi-Cola Co. is second with 406 broadcasts and 133,469,000 broadcasts delivered.

Chevrolet, Standard Brands Inc. and Philip Morris Inc. are third, fourth and fifth. In

total commercial minutes, Chevrolet tops the list with 201 minutes aired and 105,149,000

delivered. Second is L&rM with 243 minutes aired and 99,686,000 delivered. Standard

Brands, Philip Morris and the Mennen Co. are third, fourth and fifth.

SPOT SALES: National spot radio sales for the first six months of 1961 are estimated at

S89,644,000 according to Station Representatives Assoc. This is a loss of 4.7% over the

same period in 1960. Figures are compiled for SRA by Price Waterhouse $c Co.

FCC. July. **EIA for month of .Tune. tRAB estimate, June 19G0. ttRAB estimate. July 1961.
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BLOCK DRUG CO.

Agency: Lawrence C. Gumbinner,
Neio York

Product: REM COUGH SYRUP

Rem has scheduled a 13-week cam-
paign beginning in late October.

The flight, which is directed at

young mothers during daytime
hours, is expected to be renewed
after the initial drive. A number of

Spanish and Negro stations will be
included in the schedules. Fre-

quencies average about 18 commer-
cials per week. Al Sessions is the

timebuyer.

CONTINENTAL BAKING

Agency: Ted Bates, New York

PrOdUCt: WONDER BREAD

A total of 50 to 60 major markets is

currently carrying commercials for

Wonder Bread. The drive began on
September 3 and will continue to

the end of December. The campaign
is utilizing chain-breaks, plus six to

eight one-minute commercials per

week during day and evening hours.

Timebuyer is Terry Seastrom.

CHRYSLER CORP.

Agency: N. W. Ayer, Philadelphia

Product: PLYMOUTH VALIANT CARS

A 200-station campaign, moving in-

to the country's top 50 markets, will

open for Plymouth Valiant on Sep-

tember 28. The drive coincides with

the unveiling of the company's new
line on September 29. The duration

of the flight is three weeks for the

one-minute commercials. The an-

nouncements concentrate on morn-
ing and early evening driving hours

and on weekends.

E. I. DU PONT DE NEMOURS & CO.

Agency: BBDirO, New York

PrOdUCt: ZEREX AND TELAR ANTI-

FREEZE PRODUCTS

Du Pont recently launched its largest

radio campaign to date for its two

anti-freeze products, Zerex and
Telar. The duration of the drive is

undetermined, but more than 200

markets are involved. The schedules

hit hardest during traffic times. Du
Pont's decision to increase its radio

buying was made for three basic rea-

sons: (1) radio's ability to pinpoint

the car owner; (2) radio's impact-
more drivers are exposed to radio

than to any other medium immedi-

ately before entering a gasoline sta-

tion; (3) radio's flexibility—the com-

pany wants to shift schedules accord-

ing to the various weather conditions

around the country. The bulk of

the radio budget is being utilized on

behalf of Zerex, the older of the two

products. Bob Syers is the time-

buyer.

B. F. GOODRICH CO.—RAYCO
MANUFACTURING CO. DIV.

Agency: Mogul Williams ir Saylor,

New York

Product: COMPLETE RAYCO LINE

A heavy campaign, emphasizing the

four new Rayco automotive prod-

ucts and services: tires, batteries,

brakes and wheel alignments, began

after Labor Day in 59 major markets

around the country. The duration

of the campaign is indefinite and

will depend upon consumer re-

sponse. At present about 73 stations

are carrying jingles plugging not

only the new line, but also Rayco's

ceramic mufflers, auto safety seat

Continued on page 41

10NV MARVIN
News in focus -that's authoritative

Tony Marvin's forte on Mutual Radio.

Always one of the top news commenta-

tors in the business, now he's in the

Mutual line-up — bringing his news

experience into play - as a regular

member of Mutual Radio's news corps.

Remember: Mutual covers 94 of the

top 100 markets with local affiliates

-more than any other radio network.

Buy Mutual Radio — and you've got it

covered at the point of sale.

MUTUAL RADIO
A Service to Independent Stations

Subsidiary of Minnesota Mining
& Manufacturing Company ^flfl
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News

sponsored

before it

happens-

on WFBM
Eckrich" renews

'blank check"

news contract

for third year!

Wherever or whenever BIG news

breaks in Indiana, WFBM keeps

Hoosiers in touch with events as

they happen. Eckrich likes WFBM's
exclusive "news beats" . . . knows

WFBM's mobile radio and televi-

sion units will be in action at the

scene, whether it's a fire in Elwood

or a flood in Terre Haute.

Eckrich trusts our judgment as

to whether an event warrants pre-

emption of regular programming

(when it does, automatic sponsor-

ship results). Doesn't such perform-

ance of our 1 7-man news operation

justify your confidence, too ? Next

time why not call us first!

" Peter Eckrich & Sons. Inc., Meat Specialties

TV
NBC 6 INDIANAPOLIS

1260
Radio
ABC

ted l

proba
exp er
radi

LETTERS

BONE CRUSHER

Minow for President?

Most observers wouldn't be too

surprised to know that [Newton]

Minow must have tingling ambi-

tions above and beyond the call ol

duty as head of a simple regulatory

agency. He accepted a post in the

New Frontier that is not com-

mensurate with any part of his back-

ground, but a post that is opulent

with opportunity for personal ex-

ploitation.

There is no doubt as to Minow's
probity, but it can only behoove all

concerned to calculate that this

young man is getting on a band
wagon that will lead him to later

opportunities. Outside of Kennedy,

no one in the current administra-

tion has received the publicity

inches that Minow has. This doesn't

mean that Minow is not taking his

job seriously, but it's sure that he

does not recognize the news value of

general condemnation of an indus-

try that is in competition with a

print industry that offers little

succor to tv or radio. And so Minow
has given them the chance to delve

into our intrinsic problems with

great glee and the FCC chairman
has become famous overnight.

Whether it's intentional or not,

it's working, and no one will really

be surprised in a few years to hear

more about Minow, who could be

walking to the White House over

broadcasters' bones.

HAL DAVIS

v.p. and general manager
KORL
Honolulu

CORRECTION

Our interest in reading u.s. radio's

| uly report on the |. L. Hudson
Radio Week promotion was consider-

ably dampened by the fact that al-

though six Detroit radio stations

participated, only five had the privi-

lege of having their call letters men-
tioned. Even this would not have

bothered us except for the fact that

the omitted call letters were WJR.
REG MERRIDEW
Program Director

WJR
Detroit

THE STEREO LINE

As an independent fm broadcaster,

we have seen the greater Kansas City

area grow with this medium because

of cooperation among not only the

stations, but their set dealers, dis-

tributors and essential demands by

the listening public.

Disregarding the problems of tech-

nical quality, distribution and in-

stallation, one thought has become
apparent in the race for stereo-

phonic service now under way over

our nation. It is a thought of pro-

motion. In each market mentioned

heretofore in releases concerning

developments in stereophonic serv-

ice, promotion by the independent

fm broadcaster has been of utmost

concern.

Unless the set manufacturer and
their connected or related concerns

who will handle the basic products

get behind the fm broadcaster with

organization and promotion plans

in hand, stereophonic sound via fm
will not be accepted by the public,

broadcaster or dealer.

As a publisher influencing many
basic decisions, we strongly urge you

to weigh each release you receive

Continued on page 41

13



WARD L QUAAL

Executive vice president and general manager, WGN, Inc.

Winner of the September Silver Mike Award

Ward Quaal of WGN, Inc. has

E enjoyed a distinguished and a

distinguishing career iir the

l)i< ud( ast field since he was 1G

I years old—and that was 26

I years ago. For most of this time

span, during which he has seen

i adio and tv evolve, c hange and
I coalesce into major media, he

t has been contributing original

thinking to the industry itself

—thoughts which often trans-

cend his immediate operations

but which still have a hard-

hitting, day-to-day application.

His current radio philosophy has new insight to

theories which he has long held. His summary:
"Radio's potential is limitless. It is the greatest mass

communications medium yet devised, has all necessary

ingredients to look forward to years of even greater

strength. T hat is WGN's outlook and we see this on
the horizon for the entire industry if management
everywhere will address itself to implementation to the

highest standards of programing, with service to the

entire community and with strict adherence to the

best operating principles."

This is a year of crisis for broadcasters, but Ward
Quaal for many years has acted with a sense of destiny

and of community need as a station executive.

Discussing advertising, he says "We must never for-

get that to compete with other major media radio must
always have the support of the national advertiser.

"A widening and strengthening of its rapport with

national accounts and their agencies will manifest it-

self when the entire radio industry pursues the wise

course outlined for it at the better (station) oper-

ations."

Ward Quaal has matched and exceeded the great

strides of the broadcast business since he entered it in

1935 as an announcer-writer at WDMJ Marquette,

Mich., and proceeded to WJR Detroit for announcing

work during his four years at the University of Mich-

igan, from which he was graduated with a degree in
speech and radio. In those long-gone Blue network
days, he was caught in the swirl of many a network
origination. For the next two years he went to work
for his present employer—WGN, Inc.—as an an-
nouncer, departing in 1943 for three years of duty as

a Navy fleet communications officer.

This combination of actual knowledge along with
potential talents led to a post as special assistant to

the general manager of WGN when he returned. He
developed special programing (among them: a farm
show and features developed by the station's first pub-
lic affairs department). In this special capacity, he
worked closely with clear channel broadcast matters
and in 1949 he went to Washington as director of the
Clear Channel Broadcasting Service.

The management chinks fell completely into place

and Ward Quaal went to Crosley Broadcasting Corp.
in 1952 as assistant general manager, being named a

v.p. the following year handling assignments usually

pegged to an executive v.p. function and which cross-

cut all the Crosley properties.

In '56, he returned to WGN, the station which had
cropped up in his career over the past 20 years, hav-

ing been named general manager. His responsibilities

and positions have grown since, with the title of v.p.

and director of the company added in 1957, that of

executive v.p. and general manager last May.
Earlier this year he was also named president of

KDAL, Inc., in Duluth, a radio and tv company oper-

ating as a subsidiary of the Chicago corporation.

The year at WGN has been a profitable one, says

Quaal. By the end of the year, he anticipates a 10%
sales improvement "over 1960, its previous record-

breaking year." Despite unpredictable business condi-

tions, the sales gains have been made because of ag-

gressive and creative selling as well as program im-

provement, in his opinion.

As for the industry generally, he's "not as optimistic"

as about the WGN figures because "the 'image' of

radio is being harmed in many areas by the Johnny
Come Latelys and Quick Capital Gains Boys."
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U. S. RADIO

SEPTEMBER 1961

RADIO IN THE PUBLIC

INTEREST- 1Q61

The maturing of radio in the vital areas of public interest and information is marked

in this special U. S. RADIO summary of what radio stations and networks are doing

to keep pace with public needs. There's also a rundown on the handling of radio news.

WHEN its "family-entertainer

image" was rudely shattered by tv,

radio stubbornly set out to pick up
the pieces. Now, after a decade of

picking up and re-fitting them, radio

appears to be emerging with a new,

more durable "image"-—that of

"Solid Citizen."

A station survey on broadcasting

in the public interest just completed

by u. s. radio indicates that, in 1961,

radio is evidencing a lot more com-

munity responsibility in its program-

ing with the result that now it is be-

ginning to enjoy the civic stature

once only accorded to the newspaper

media. What is more, advertisers are

taking notice <>l it.

Respondents to u. s. radio's survey

from 37 stations (including top mar-

kets in 25 states (from New Eng-
land to the south, from east coast to

west) reveal that public affairs pro-

graming and announcements repre-

Major public service effort is that of Westinghoitsc Broadcasting Company,

now planning fifth conference on public service programing for some 300

industry leaders. Last conclave in Pittsburgh featured two "Cs" interlocked

to denote change and communications, introduced well-informed panelists.



sent an average of about 20% of

total broadcast hours. It would seem

to bear out the recent statement of

Pennsylvania's Gov. David L. Law-

rence that radio "has grown up."

Last month. Part 1 of this two-

part series reported another survey

on radio editorializing (See U. s.

radio, August 1961). The new sur-

vey reported here covers not only

editorials but the entire public serv-

i( e pi( i in e. ( Foi details, set- charts

on pages 16 and 17). Here are some

of the highlights:

• In the opinion of the majority

oi station executives surveyed, radio's

two outstanding public services are

its oldest and its youngest—news and
editorials.

• About half of the responding

stations report an increase this yeai

over 1960 in hours devoted to news
programing. One reports a decrease;

the rest hold steady.

• About two out of three stations

go in for editorializing. Over two-

thirds of these have adopted it with-

in the past three years. Local and re-

gional editorial issues have a slight

edge over national.

PUBLIC INTEREST PROFILE FROM 37 STATIONS

Stations responding to u. s. radio's </ nestionaire about broadcasting in the public in lei est indicate

contrasting patterns oj hours allocated and content. Blanks indicate station made no response to

Call letters and city

Number of public service air hours

1960 1961

(First 6 mos.)

Av. wk. Av. mo. Av. wk. Av. mo.

% pub.

int. hrs. to

total air hrs.

% pub. serv.

devoted to

progs. ann. news

% total public service

doc. inter.

com.

rel.

KARK Little Rock 32 128 32 128 31.0

KDKA Pittsburgh 17 74 17 74 10.9 10 90 7.6 2.8 72.9

KEX Portland 140 97.5 2.5

KFJZ Ft. Worth 6 24 3.6 100

KFMB San Diego 259 259 45.0 90 10 70 7 6 10

KFRO Longview 4 18 4 18 3.0 75 25 25 25

KMOX St. Louis

KOY Phoenix 50.0

KRAK Sacramento 18 78 20 87 17.0 50 50 15 15 20

KRLD Dallas 36 156 58 251 36.0 89 11

KRMG Tulsa 21 91 31+ 136 | 22.9 92 8 64 5 7 5

KSTP St. Paul 46 184 49 196 34.2 99 1

KVOO Tulsa 25.0 75 25 40 10 15 5

WAME Miami 21 90 21 90 30.0 50 50 30 2 5 10

WAVE Louisville 31 124 32 128 95 5 65 3 2

WCPO Cincinnati 10 40 50

WDOK Cleveland 9 34+ 11 35+ 8.5 89 11 52 22 15

WGAR Cleveland 55 220 55 220 40.0 90 10 45 5 20 10

WGN Chicago 54 155 63 251 32.0 32 31

WHO Des Moines 15 68 17+ 80 8.0 95 5

WIBG Philadelphia 15 70 15 70 9.0

WISN Milwaukee 18 77 13.4 92 8

WJAR Providence 10 44 11 47 28.0 10 90

WJAS Pittsburgh 20 80 25 115 15.0 80 20

WJOY Burlington 15 65 65 12.0 50 50 40 5 5 20

WKAP Allentown 4+ 18+ 5+ 22+ 3.5+ 75 25 10 10 10 6

WKMH Detroit 14 56 34 136 21.0 90 10 68 3

WKY Oklahoma City 15 71 71 82 11.0 91 9

WLAC Nashville 11 47+ 12+ 54 7.8 68 32

WMCA New York 42 182 42 182 25.0 80 20 +1 9 33

WNEB Worcester 5 20

WOWO Ft. Wayne 36 155 28.0 85.7 14.3 42.8 7.0 11.5

WSAV Savannah 22 90 100 20.0 33 67 30 20 10 10

WSJS Winston-Salem 7 30+ 7+ 33 4.5 60 40 10 10

WTAD Quincy 3+ 16 3+ 16 25 30 10

WWDC Washington 46 198 46 198 27.0 83 17 43 1 30 2

WWJ Detroit 44 180 45 190 28.0 97 3

1. Y is yes; N is no: figure denotes number of years station has editorialized

2. N represents a national issue: H. regional; L. local
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• At about loin mil of live m.i

lions surveyed, programing ol public

service features seems preferred to

public: affairs announcements. A
breakdown of total public service

broadcasting bonis shows program

ing at 70% vs. announcements at

About one-third of the report-

ing stations el.inn .1 step-up in him 1

view and talk programing. Onl\

about 10% report an increase in dis-

cussion shows, but one of these was

a 350% gain in air lime. A few in-

dividual c ui-bac ks were noted in the

service show, agricultural, and ic-

ligion categories.

• More public service broadcast-

ing is being sponsored by adver-

tise! s.

• About one out of I In <c si .1 1 ions

now base public aflaiis managers,

public seiviee- directois, 01 public

service co-ordinaioi s on tbeii stalfs.

At the othei outle ts, it is usually the

progiam diicctoi who is responsible

for public service broadcasting.

> SHOWS UPBEAT NEWS AND EDITORIAL TRENDS

f that question. Responsibility for the accuracy of facts and figures rests with those stations providing

the requested information. Trends emerging fiom these figures are outlined in the adjacent story.

Programing by type

panel ann. other

Public service gain or loss, by type

int.- doc. com.

news relig. talk serv. disc. agri. misc. rel. ann.

Does

sta. air Type of

editorials? edit, issue"

+ 5

2.4 14.0 + 2 +1.5 Y L

+ + + Y- 3 RL
—100 Y- 1 NRL

1 6 + 5 +3 Y- 2 RL
25 25 N

Y- 3 RL
Y RL

50 Y- 1 NR
+50 Y- 1 NRL

7 4 8 +10 Y- 1 NL

+ 2 N

15 15 + 5 —5 Y- 2 NRL
3 50 +10 —100 +15 Y- 1 RL

4 26 + 3 N
30 20 + — + N

11 Y- 3 NRL
15 5 Y- 1 L

+11 +17 +12 +42 N
N
N

+ . + Y- 3 NRL
Y- 1 L

N

10 20 + — Y- 1 L

20 4 40 +50 +50 +50 Y- 5 NRL
10 20 N

Y-15 NRL

+ +
17 Y- 7 NRL

N

+ Y RL

10 20 +10 Y- 1 RL
10 20 50 + + N
10 25 Y- 3 NRL
2 1 5 +10 N

— 6 —20 +350 N
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Some ol the most interesting data

stemmed from the survey question:

"What are the most significant

trends you see in public interest

broadcasting in the industry at large

.is well .in .it your station?"

Chalks E. (.ales, station manage!

"I WON Chicago, sees public affairs

programs now being considered

"commercial" by more and mote ad-

vertisers, believes stations and net-

works are giving less attention to

ratings on these programs and more
attention to "image" and "prestige."

"Documentaries," he says, "are being

given budgets consistent with the

In'si ol commercial entertainment

pi i »grams."

Increased advertise] interest in

public affairs radio is a trend noted

also b) Robert Hyland, general man-

ager, K.MOX St. Louis. Not onl)

are there more sponsored publit set v-

ice programs, according to Hyland,

but more emphasis is being placed

by advertisers on a station's public

mimic iceord when buying time.

(RMOX broadcasts se\en stiaight

hours ol public service programing
daily.)

Still another broadcaster calling

attention to advertise) interest is

M. C. Wissman, program develop-

ment manager at W'Wf Detroit. Hut

of special interest was his added
comment that today there is a "bet-

tei definition of 'public service'

In i >adcasting."

In Fort Worth, Ron Thompson,
KFJZ program director, also feels

radio is becoming more selective

about its public affairs material, is

shying awav from programs "that

really have no value" and from over-

lengthy formats which ma\ tire

listeners.

In the same vein. Philip B. Taylor,

program director at WJAR Provi-

dence, sees "more emphasis on qual-

ity and genuineness rather than

quantity in public service program-
ing."

|a\ Hoffer. station manager.

KRAK in Sacramento, Calif., sees

a trend toward more original public

sen ice projects plus a better inte-

gration of such programs into the

station format.

The only mention of a trend to

more and better promotion by sta-

tions of their public interest pro-

graming came from James T. Butler,

v. p. and general manager of W1SN
Milwaukee.

Top 10 trends in

radio public service

1. Bettei time slots foi public

service shows.

2. Bigger budgets allocated.

:!. More advertiser interest.

4. loiigher stands on contro-

versies.

5. Clearei definition ol "public

interest."

(). More air time allotted.

7. Greater audience reaction.

8. Moie personal involvement in

local alfairs.

!). Widei acceptance ol broadcast

er by community

.

10. Return of "debate format."

Mosi frequently mentioned trend

was expanded news service (noted

In more than .">()', ol the respond-

ents) . "More hours of stiaight, hard

news," replied Jack Reiner, RFMB
San Diego, "more news-in-depth pro-

yi. nning." "More fnsi pei son new s

reports," is the view of Jo Arnzen,

continuity director at WCPO Cin-

c innati. "More on-the-spot coverage,"

says Alan Rab'er, program director,

WRAP Allentown, Pa.; Ilanis

Owen, program director, K.ARK
Little Rock, says, "More news as ii

happens." Dean Slack, program di-

rector for WJOY Burlington, Vt..

believes radio is devoting more effort

to research in its news analysis pro-

graming.

Runner-up to the news trend was

editorializing, or as Mun\ W'oioner,

station manager at WAME Miami,

puts it, "Taking a stand on contro-

versial issues." "Radio editorials,"

replied Wayne Cribb, assistant man-
ager, WTAD Quincy, 111., "are put-

ting over more projects."

Quite a few respondents noted an

increase in discussion and docu-

mentary programs. Norman Reed,

v. p., WWDC Washington, sees sta-

tions generally allotting more time

to such service features. Michael

Lawrence, WMCA New York, be-

lieves documentaries are taking up
the void left when radio moved out

of dramatic entertainment.

In the discussion and panel cate-

gories, Robert K. Smiley, program

director, WGAR Cleveland, s.ivs

there is more audience- participation

cithei in-studio 01 bv phone-. Jean

D. Isenhowet , public service cooreli-

natoi lot WSJS Winston-Salem, re

marking on the same trend, replied,

"Radio is taking more notice ol the

views and opinions ol the 'average

c itizen.'
"

led Panino, program director,

KRLD Dallas, is one ol several who
see a trend tow aid the "debate for-

mat." James M. Caldwell, WAVL
Louisville-. Rv., also spotting it, calls

it a "return as a result of last fall's

'Great Debates.'
"

Several trends came in for infre-

quent mention but are worth noting

just the same: Johnny Ryan, pro

gram direi tor, RVOO Tulsa, notes a

trend toward "bettei prepared

\ i nicel Services programing." F. C.

Sowell, v.p. and general manager,

W I.AC Nashville, sees more air time

devoted to traffic safety. Reith Bret/,

program director, KRMG Tulsa, re-

ports an increase in specialized pro-

grams lot minority groups, and

James R. Curtis, R1RO Longview,

Tex., sees more programing directed

toward P I As and education.

Some of the reported trends had

less to do with program types than

with the attitudes of listeners and

station management. "There is a

greater awareness industry-wide of

broadcasting's responsibility to the

people in all areas of public inter-

est," replied Merilyn Shaw, public

service director, WKY Oklahoma
City.

"Increasingly, in these troubled

limes, broadcasting in the public in-

terest carries with it the obligation

to focus attention on American

ideals; many local stations are initiat-

ing special projects with the goal of

strengthening our American way of

life," she says.

Roy Schwartz, operations manager,

WIBG Philadelphia, sums up this

same trend with a single word: "Re-

sponsibility."

Result of this shouldering of re-

sponsibility by radio stations: "A
w ider acceptance of the broadcaster

in the community," according to

Burl Womack, WSAV Savannah.

About 30% of the respondents to the

survey also noted this trend.

Community acceptance of the

broadcaster represents a tremendous

step in radio's growth as well as a

new departure in the public's atti-
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tude. Tradition has always accorded

the "cat-bird seat" to newspapers

when it came to local prestige. Hut

now, through radio's involvemeni

with public affairs, thai seal is being

serioush challenged.

In the straight news reporting

area, radio has long had the edge.

For quick, dramatic coverage ol

news while it's still happening, radio

lops all other conununi< at ions media

(Most newspapers haven't bothered

getting out "Extra" editions Eoi

years.). Nevertheless, newspapers

have clung to their "image" of cham-
pion of causes, protector of the pub-

lic weal, disseminator of political

and cultural information molder
of opinion. Advertisers generally

went along with this thinking; it was,

for example, often reflected in na-

tional clients' dealer-co-operative ad-

vertising plans.

But now a lot of broadcasters are

jumping into controversial issues

with greater speed and often more
toughness than newspaper editors.

As for information, radio is dispens-

ing everything from opera apprecia-

tion courses to political debates,

from traffic snarl warnings to college

entrance requirements. If a mu-
nicipal improvement drive needs

support or a charitable organization

needs funds, radio can be counted
on to help. It is not surprising that

many of the people who used to

write letters to the editor are now
phoning their radio stations.

As mentioned earlier, public serv-

ice programing averaged about 20%
of total air time at the responding

stations (highest reported was 50%
by KOY Phoenix) . What forms does

such service take and what do they

mean to the community? Here are

some examples:

Candlelight Concert at WDOK
Cleveland is a regular musical edu-

cational-appreciation series; the out-

let also offers foreign language pro-

grams.

WNEB Worcester, Mass., brings

its listeners all regular meetings

(plus many special sessions) of City

Council and school committees.

The Salvation Army in Des Moines
benefits each Christmas from the

Tree of Lights program on local sta-

tion WHO. A regular series on the

same outlet is Ioioa Roundtable, a

panel discussion show produced by

the Bar Association.

Profile Pittsburgh, a half-hour for-
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mat ol interviews and commentary
on local affairs every week nighl ai

six is pait ol the public service pro

gram at WJAS-AM-FM Pittsburgh.

Beginning September I, six CBS
o&o stations (WCBS New York;

K.CBS San Fran< isco; KW Los \n

geles; KMOX St. Louis; VVEEJ Bos-

ton; VVBBM Chicago are the pro

ducing stations) ollerccl a new sens
ol seven 50-minute documentaries

under the blanket title, How Serious

The Challenge! The) all deal with

credit bu) ing, employment . old age

How stations rate

their services

A i .s. radio station mail survey asked

broadcasters what, in their opinion,

were the most outstanding contribu-

tions they make to public interest

broadcasting. The table below was

constructed from their replies and

shows how they voted percentage-

wise on the relative importance of

various serv ice types.

Percentage of

total stations

Contribution type* mentioning

News (all types) 50%
Editorials 35%,

Traffic safety 15%

Opera and symphony 12%
Interviews 25%
Community fund-raising 15%
Health and welfare 12%
Local sports 10%
Weather 12%
Education and

youth affairs 12%
Religious 12%,

Panel discussions

and debates 30%
Documentaries and

news-in-depth 17%
Opinion polls and
phone forums 15%

Coverage of government

and civic meetings 10%
Community improvement

campaigns 15%
Publicizing of civic events ^J /o

Active participation

in local affairs

* %
15% v

Note: Mentioned by under 5^: foreign language, farm

and garden employment, items for sale service.

urban development, national dc

Eense and w age s and pi ic es.

I i aide sale!
J
and anti-Httei di is es

have been undertaken by ABC o&o's

—WABC New York; KQV Pitts

burgh; WXYZ Detroit; WLS Chi
cago; KABC Los Ange les, and KGO
San Francisco. (For an account of

what the radio networks themselves

are doing in public interest pro-

graming, see Page 22).

At WWDC Washington, an out

standing public service feature is its

news-in-depth documentary series,

Sounds oj Democracy 1961. KRAK
Sacramento donates 20 newscasts

weekly to the Sacramento Chamber
of Commerce. At WTBG Philadel-

phia, a regular "capsule" public serv-

ice feature is Business Rackets, pro-

duced in cooperation with the Bettei

Business Bureau. Twice daily report-

ing of job availabilities in associa-

tion with the Oklahoma Employ-

ment Service is a KVOO Tulsa fea-

ture.

Even the newspaper classifieds are

challenged by WSAV Savannah,

through its Market Calls, a free serv-

ice to listeners with articles to sell.

News, weather, editorials, sportcasts,

women's service features, tide tables,

cultural events, education, boating

and fishing information, market

reports, health and welfare fea-

tures, traffic data, and—so we've

heard—even obituaries on the air are

proof that radio has invaded every

newspaper province but comics and

crossword puzzles.

During the past five years, it is es-

timated that WQAM Miami has

given well over $3 million in free

public service air time. This station

has been instrumental in bringing

about needed changes in the Miami
Symphony Orchestra, a $46 million

bond issue for expresswavs. and the

quick re instatement of a fired city

manager.

In Pittsburgh, KQV, broadcasting

21 hours a day from showcase studios

at a busy intersection, refers to mod-

ern, public service radio as "People

talking to people." Each year, dbout

125 different local public agencies

and organizations benefit to the ex-

tent of more than 13,000 KQY an-

nouncements. In June, for example.

37 organizations received a total of

$15,498.00 air time in announce-

ments aired by the station.

Such community responsibility is

becoming a nation-wide affair. From
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Frank E. Koehler, WDBJ Roanoke,

tame a report from the Virginia

Association of Broadcasters showing

thai the state broadcasters (radio

and tv) donate more than $3.3 mil-

lion annually in air time for public

sci vice announcements.

In Charlotte, N. C, WBT (Jef-

ferson Standard station) has become

a powerhouse in local affairs, not

only through its public service pro-

graming (award-winning Radio
Moscow and others) but in its actu-

al participation in community life.

A striking example of this are the

Jefferson Standard Foundation schol-

arships for deserving students in the

area. As a station motto, this public

spirited outlet has chosen a quote- b\

Thomas JefTerson which pretty much
sums up ladio's aceptance of respon-

sibility everywhere in the country:

"When a man assumes a public tiusi

he should consider himself public

property."

[usi about ever) staff member at

\\ WE in Louisville, Ky., is person-

ally involved in civic organizations

from Community Chest to Little

League spoils, from Red Cross to the

Derby Festival committee.

During the past summer, WFBM
Indianapolis, held II all-day con-

ferences between station personnel

and representatives from the local

civic organizations. Purpose: to dis-

c uss the problems ol these groups

and come up with ways in which

WFBM could best serve them on the

air in the months ahead. Cioups ol

35 to 60 representatives took part in

the seminars, and the station feels it

PUBLIC INTEREST

AIR EFFORTS ARE FUN,

LIVELY, FACT-FILLED

RELIGION continues to be a mainstay of publu interest pro-

graming, as at II SJS Winston Salem where Pastor's Study is

aired twice weekly and invites listener calls. I. to r, Dr.

Julian Lake, Dr. Ray It. Fisher, the Rev. W. R. Crawford,

local church leaders, and Hank Poinlel, WSJS prog. mgr.

TRAFFIC matters are of constant concern and in-

terest to the listening public. CBS' Arthur Godfrey

flics KI'MB San Diego's plane for road bulletins.

FUN AND FROLIC has a big part in public affairs,

as with this annual picnic of WPOP Hartford which

attracted more than 27,000 listeners this summer.

SAFETY and its many variations are themes popular

throughout the year. Swim safety is plugged by WRVA
Richmond's Alden Aaroe, who sets up rescue station.



has ;i "wealth of material l<>i broad-

( ast 1 esc. u < h."

WHK Cleveland, d. j.'s t < »< » k per-

sonal roles in the city's Sandlol Base

ball benefit day which Eeatured an

exhibition game bet ween the Indians

and the pennant-pushing Cincinnati

Reds. WAOK Atlanta sponsored i

political rally in Municipal Audito-

rium, invited all qualified candidates

for city offices to speak. K.SET El

Paso, threw a hot dog party for kid

baseball teams and their families, ex-

pected 850, wound up entertaining

more than 2,0(10 persons.

WNEW New York keeps high

school graduates posted on college

l cquii cincnls ilnougli iis i.du<a

tional Bulletin Board, supplies them
with printed information regarding

tuition, etc. WFY1 Garden City,

N. V., in a U. S. Marine Corps serv-

ice program, recently gave parents a

chance to fire questions at chill ser-

geants.

To cooperate with Civil Defense,

four volunteer youths and Ed Fouhy,
news director for WBZ Boston, will

li\c: leu II) clays in a EallOUl sliclici

in a station-conceived test called

"Operation Survival." Voice stu-

dents have been benefiting lor the

past loin yeais tlnough ilic- com
bined efforts of WGN Chicago and
the Illinois Opera Guild in "Opera
Guild Auditions ol die An" pio-

graining. WRVR (FM) New York
is presenting a Live Music Project

series, each of which is eight hours
long, featuring musicians from the

area.

Continued on page 51

BUSINESS matters arc featured in a

five-minute news capsule aired fre-

quently at WIBG Philadelphia. Sta-

tion's Fred DeSloovere, r, talks of BBB.

FARM programs and events key efforts

of many stations. At WLW Cincinnati's

Everybody's Farm, youtig people from
world over were guests at annual fete.

LEGISLATION and politics arc issues

presented by many stations. Here,

WXYZ Detroit listeners visit state

capital to urge local state legislation.

WOMEN'S shows have steady listenership, offer continuing

service. WAVE Louisville's Louis Weiller distributes

Christmas gifts in civic work at Veterans Adm. Hospital.

SERVICE programing runs throughout the radio spect-

rum, as at KOY Phoenix, where John O'Dell, I, county

agent, Announcer Ed Janney check vegetable garden.
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Networks see a rising tide of

public affairs programing

All four networks report expansion in public affairs areas of news, documenta-

ries, discussions and analysis as station affiliates and the public seek information

Netwoi ks, be< ause <>l then size and

service function to affiliated broad-

casters, set the public interest pro-

gram pace.

Individual radio stations (see

lead story page l">) and station

groups (such as Westinghouse,

Corinthian, Storer) all pattern the

mosaics of then public service

schedules from combining their own
ideas and efforts with those from

the networks or other program sup-

pliers.

Networks have set a remarkable

pace throughoul the past year.

Executives of ABC, CBS, MBS
and NBC, reporting to u. s. radio

on their activities for the past 12

months, show a pattern of improved

public service programing in quality

of concept and execution as well as

EXCITEMENT and immediacy which characterize public

interest programs is typified by these shots: above, NBC's

famed Huntley-Brinkley news team; below, CBS's New
York Philharmonic, starting its 52nd season ?iext month;

right, ABC's interview with Astronaut Alan Shepard.



4 IN 10 NETWORK HOURS GO
TO PUBLIC INTEREST SHOWS

The four radio network.',, in reporting their broadcast activity in

the public interest to u. s. radio, contrasted their I960 rundowns

by hours xvith the averages for the first six months of 1961. Figures

indicate that 10% of all network programing fed to affiliated tta

lions is devoted to programs in the public interest.

I960 First half, 1961

Total % pub. Hours of Total % pub.

Hours of network interest public network interest

public interest hours to total interest hours to total

ABC 1,655 2,270 72% 795 1574 51%

CBS 1,305 2,815 46
*

MBS 848 6,552 13" **

NBC 961 3,500 28 428 1500 30

First half running BboUt tit ) same as last year.

' ' Amount of public service programing is about 10% ahead of I960.

in quantity <>l dissemination to the

listening public.

In the past year alone, the num-
ber of hours of public service time

provided by the networks to the

affiliates has increased an average of

40% (see chart, this page).

Last year's figures for the foul

networks, alone, shows an impres-

sive total of 4,769 public service

hours—and this is the figure which

is 40% lower than network spokes-

men anticipate for 1961.

Reasons for this increase—and

what's expected to be a continuing

movement upward—in public serv-

ice programing are many. Key

among them, of course, is the active

awareness and encouragement of

this type of programing by the lis-

tening audience. As the world be-

comes smaller, the curiosity and ex-

posure of the public becomes

greater.

Networks, too, are responding

not only to this demanding need of

the listening public. Public affairs

program specialists and network

executives hearken also to the calls

of affiliates and government for an

intensified public service schedule.

However, as the spokesmen of the

four networks point out in the fol-

lowing views, the former stereotype

of public service programing as

dull, unchallenging and a compila-

tion of intellectual do-good efforts

is passing. In most instances, this

impression has long since gone.

Today's public service program-

ing carries an image of excitement,

enthusiasm, information, immedi-

acy. These words describe such a

range of effort as religious broad-

casts, farm information, women's
service shows, purely cultural events

such as symphonic broadcasts or

discussions on modern art, on-the-

spot news coverage or in-depth fea-

ture analysis of the news of the

world, household hints on food

shopping or gardening tips on what
to do to ban aphids from roses.

Some of the dimension of this

gamut of program offerings is sug-

gested by the four network spokes-

men, whose views appear below:

Bill Rafael, national program di-

rector of ABC; Arthur Hull Hayes,

president of CBS; Robert Hurleigh,

president of Mutual, and William

K. McDaniel, executive vice presi-

dent of NBC.

THE VIEWS OF:

Bill Rafael

National Program Director,

ABC Radio Network

Formerly, planned public affairs

series were most popular. But today

this is diminishing. People are in-

terested in what is happening right

now—immediacy is most important.

Today our public affairs programs

are based on the principle of one-

shots with coverage in depth (i.e.—

the Eichmann trial, space shot, sum-

mit meetings)

.

We have doubled our news staffs

in many locations, sending out spe-

cial teams to cover events in tremen-

dous detail. In the same \ein, reli-

gious public service programs are

becoming more and more discussion

programs rather than planned dram-

atizations. The emphasis today is on

the exchange and interplay of ideas.

Emphasis on this kind of pro-

graming has gained because of the

public's awareness to danger.

With the world situation so mud-

dled, the people want to be con-

stantly alerted as to what is going on.

For this reason, discussion programs

now have a broad base of appeal

when in the old days only special-

ized groups used to be interested.

People today are more demanding

about their media information,

They will no longer tolerate a news-

cast by a man in New York talking

about an uprising in Tanganyika.
They demand authoritative, on-

the-spot newscasts. This has resulted

in the.^rowth of actualities (on-the-

spot coverage) . An example of this

inlluence on the ABC Radio net-

work is that last year we averaged

40 actualitites a week; this yeai ABC
carries an average of 250 on-the-spot

news actualities per week.

There are many things our news
and public service departments have

accomplished of which we can be
justly proud—not the least of which
are the space flight coverage and
ABC's exclusive weekly coverage of

the Eichmann trial in Israel.

But one example stands out in my
mind because it demonstrates the

public's interest in tin's type of pro-

graming. About six months ago we
put on a program called 75 There

Life on Other Planets? It was an in-

telligent discussion by prominent
physicists, scientists and astronomers.

Formerly this would have reached

only a very limited audience. Within
two days, however, we began receiv-

ing demands from many of our 380

affiliated stations to repeat the broad-

cast because public interest in their

various areas had been so great.

Quite obviously, and for the very

reasons that I have spoken of—the

public's awareness to danger, its

Continued on page 51
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NEWS:

STILL NO. 1

IN PUBLIC

SERVICE

Major effort in the area

of public service

broadcasting continues

to be news-

in all its various forms-

Author of this commentary on

news in the public interest is Bill

Small, standing, news director

for WHAS radio and tv,

Louisville. With him, I and r,

News Editors Hugh Smith and

Richard Thomson at air time

WILLIAM SMALL
News Director, WHAS Louisville

Director of the Board

Radio-Tv News Directors Assn.

R ADIO news is bigger than ever.

It could be better than ever. It is in

some places; it isn't in most.

That sums up radio news today.

It's bigger in part because there

is more of it. The networks have

joined the trend to hourly and even

half-hourly news and news-related

capsules. The vast multitude of in-

dependent stations are doing the

same. Other stations of different

philosophical bent are programing
more quarter-hour newscasts and
some are experimenting with half-

hour programs.

Radio news could be better than

ever because techniques have been

sophisticated and technical tools

have been added or improved. More
important than tools or techniques,

radio still presents an opportunity

to cover news in a manner unique,

one which no other of the mass

media can match. Immediacy of

reporting and the impact of voice

reports are still radio's key contri-

butions.

Radio news is better in places but

not at most stations because it is

still the minority of stations willing

to invest in money, manpower and
courage—the three ingredients be-

hind aggressive news coverage.

Some stations lack the willingness

to invest the money though most

decent news operations are self-

Continued on page 26
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N EWS shows, as publi< interest

programing, are old hal to radio.

Today both the hat and the wearer

are changing; the news pitch is more

intense; news, itself, is dramatic and

compelling, and stations and net-

works are broadcasting it with flair,

drama and excitement. Despite in-

roads which the industry has made
toward improved news service in the

public interest, many radio pros voice

a continuing demand for higher

quality of content in performers, in

balance of emphasis, in selection of

material.

Two of the most vocal forces

whic h have analyzed news and trends

are the National Assn. of Broad-

casters and the Radio Tv News
Directors Assn. (Its former president

and a current director, Bill Small,

news editor of WHAS Louisville,

outlines some of the strains and stres-

ses in the nation's radio newsrooms
on the adjacent page.)

The NAB, recognizing the vitality

of this broadcast function, last year

surveyed membership in a compre-

hensive news questionnaire which

analyzes the function and hopes of

station news units down to such spe-

cifics as the technical facilities avail-

able to writers and reporters.

Some of these results are shown
in charts on this page and on page

26.

The NAB survey, Small's com-
ments and analyses of radio station

management reporting to u. s. radio

all point to these as the major cur-

rent trends in radio news:

• There is, of course, far greater

emphasis on international and na-

tional news than ever before.

• Stations, wire services, networks

all are requiring unusual competence

in greater quantity among their staf-

fers than in the past. The public

wants more detail, penetrating inter-

pretation, analysis rather than top-

of-the-mind reportage.

• This costs money—a lot of it.

Even though most news shows

—

whether bulletins, short segments or

full-blowrn programs—capture ad-

vertiser money, a radio news opera-

lion continues to be high cost item

on the schedule. Stations and net-

works have installed expensive, fast

equipment; spend fortunes in tele-

phone teletypes ami (able lines.

• Some stations, responding to a

widespread listener search l<>i news
on the dial, have attempted I « » pro-

gram news throughout the entire

day, with varying degrees of success.

This type of scheduling tends to

attract large cumulative audiences

• In the past couple ol years, the

live- 01 10 minute news show has

gained in frequency ol bioadcast,

but at the same lime longer inter-

pretive programs veiging oltcn on

the documentary have increased in

number and in quality.

• On-the-spot news gains momen-

HOW MUCH NEWS IS BROADCAST BY STATIONS?
Small stations* Medium stations* Large

stations*

Total on-the-air hours

(weekly)

1953

120

1960

119

1953

112

1960

114

1953

139

1960

142

Local programing

thnnr^ npr wppk) 74 i nn 74 78 Rr O.J 1 ?1

Local programing

(% of total) 62% 84% 66% 85% 57% 85%

Total news programs

(% of total) 17.5 20 18 18 21 23

Network news programs

(% of network programing) 15% 17% 16% 16% 15% 71%

Local programing

devoted to news

(hours weekly)

14%
11.5

32%
14

16%
12

29%
13

15%
12

37%
15

(% of local programing)

(% of all news programs)

15%
65%

14%
70%

16%
67%

14%
73%

16%
58%

13%
66%

Local news program hours

(local area news only) 4.8 6.2 4.8 7 4.7 11.1

Local area news programs

(% of station-originated news) 42% 44% 40% 54% 38% 73%

•Small Station: through 250 watts; medium. 500 through 5.000 watts ; large. 10.000 through 50,000 watts: NAB

but a tune-in pretty much limited to

the time span of each individual

news segment. For example, one sta-

tion aired an hour of news and re-

peated it every hour through the

day. The tuner tends to stay with

the station as long as the news he

hears is "new", then shifts attention

elsewhere.

turn, at local, national and inter-

national levels. There's more live

news with newsmen actually on the

scene giving immediacy and author-

ity to what they're describing.

Listeners want to hear about Ghana
from a man who is there, not from

someone who talked to someone who
was there.
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HOW MANY NEWS SHOWS ARE SPONSORED?
Average number of sponsored news programs per week in three classifications

NETWORK
5 minutes 10 minutes 15 minutes

1953 1960 1953 1960 1953 1960

Small stations 22 59 7 19 16 7

Medium stations 19 62 7 5 15 9

Large stations 11 58 6 6 12 7

LOCAL (station-originated)

Small stations 26 32 8 11 16 11

Medium stations 25 36 9 11 16 13

Large stations 27 53 10 13 24 16

NATIONAL AND REGIONAL SPOT

Small stations 20 29 11 7 10 13

Medium stations 23 28 9 14 11 10

Large stations 42 15 10 7 13 17

N Alt

supporting because the rate of profit

is lowei than disc-jockery. Some
lack the willingness t<> gel decern

manpower and prefei trickery to

talent in news coverage. And many
lark (he courage that journalism

needs to be alive.

rwo distinct patterns are emei g-

ing today. One is a continuation of

"formula" news, the so-called "mod-
el n radio" pattern ol sensationalism.

1 1 is akin to the yellow journalism
ol the turn-of-the-century that hangs
on in certain metropolitan tabloids

and now flourishes in many rock-n'-

loll ladio stations. This pattern,

with its letish loi rape and robbery,

sin and scandal, auto accidents and
ambulance chasing, seems to con-

tinue unabated though the shock

value is gone in most radio markets.

At the same time there is a pat-

tern of serious news coverage growth

at othei stations where management
has sought out rompetant news peo-

ple and has given the staff the tools

to work with. These news opera-

tions are providing man) American

communities with their only serious

dail\ news coveiage and many other

cities with the only competition to

that disappearing phenomenon, the

daily newspaper. There is great

potential foi radio news to provide

Continued on page 55

POLIO NEVER STOPPED MARC HANAN
TTwO months ago. the FCC approved an application

submitted In Marc Hanan to purchase station KXO in

El Centro, Calif. This, in itself, is not an unusual bit of

information, except when viewed in the context that

Hanan covers the two blocks to his office every morning
strapped to a wheelchair.

Six years ago, Hanan lost the use of his legs when he

was tripped up by a severe attack of bulbar polio. The
FCC approval was the second time the Commission had

granted Hanan permission to buy the station. Two
weeks prior to the attack in 1955 Hanan and his partner,

Riley Gibson, had taken over control of KXO.
After working his way up from staff announcer at

KXO to sales manager during the short span of four

years, Hanan—at the age of 26—was on the threshold of

a promising career in broadcasting.

The attack of polio knocked him down—but only tem-

porarily. Hanan recalled the first difficult days after the

disease struck. "My body was completely paralyzed, my
breathing was gone and after a two-month period of

touch and go, during which my family was informed

there was no hope for me to survive, 1 was transferred in

my iron lung to the respiratory center in Los Angeles.

1 was given extensive therapy, both physical and psycho,

and after about a year had managed to regain the use of

my two hands, and about one-fourth of my breathing

capacity."

Continued on page 54
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New cars, gasolines, auto accessories ivill make the biggest splurge in fall radio with millions of spot dollars.

AUTOS, FOODS LEAD FALL RADIO BOOM
Traditional fall re-entry by heavy spot advertisers-

underscored by economic boom-means big radio season

Qw POT radio business for fall,

which already looks well ahead of

billings for the same season last year,

could easily mushroom into radio's

most significant season in years by
the end of 1961.

This prediction, shared by radio

leaders across the country, is based

not only on the forecast that the U.S.

economy is at the threshold of a

great boom. The optimism stems also

from recent developments from with-

in the industry which will provide

new dollars for radio at a growing
rate in the current season and in

seasons to come.

Here are some of the advertisers

(for details see page 28) who are

putting a large stake in radio now,
plan to do so even more in 1962:

Automotives: Chevrolet, Dodge
Plymouth, Ford are among other car

producers who will be in on fall and

future campaigns. Others are Ram-
bler, Buick, Cadillac, Pontiac, Stude-

baker, Mercury, Chrysler, Oldsmo-

bile. Implicit in these campaigns will

be increased emphasis on the com-

pacts—old, new, small and medium
—all competing as much with parent

brands as with each other.

Important, too, among automo-

tives are the related fields like gaso-

lines: Shell (now buying radio for

the first time in about a year in a

number of southern and other mar-

kets); American (pushing its new na-

tional "one-brand-name" corporate

concept; Sinclair; Humble Refining

Co. (which, excluding the ESSO
brand name, will soon launch an all-

media national campaign to bring its

gasoline under one trade name);

Wilshire Oil Co., Calif.; and Texaco,

whose recent move to
J.

Walter

Thompson Co. will have interest for

sellers ol spot radio advertising.

Foods: advertisers are becoming
more aware of radio's importance,

going in now with heavy regulars

but testing too with a great varietj

of new prochu ts. Among the entries:

Campbell's Soups new dry soups;

Beech-Nut Baby Foods; the maca-

roni products including La Rosa,

Buitoni and Mueller's; cereals such

as Cream of Wheat, Wheatena and
Cream of Rice.

Drugs: 666 Cold Tablets, Rem
Cough Syrup; related cosmetics such

as Noxzema's new make-up for

teenagers.

Most important at the moment, of

course, is the optimism from leaders

in the auto industry. They predict

that the climate is right for an auto

boom that may even surpass the rec-

ord set in 1955. If the climate re-

mains undisturbed, U.S. business in
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AUTOS, FOODS SPARK FALL PICK-UP
Autos

Oldsmobile: 10-11! spots per week; 150-200 si; n ions; 50 markets (includ-

ing 28 zone office cities) ; three weeks beginning September 18; modest
schedules in smaller markets. Agency: D. P. Brother, Detroit.

Chevrolet: Three phase campaign; 1) announcement, 400 markets. 10

spots per week for three weeks, 6 per day for one wek; 2) 23-week

campaign begins October 2 in 23 specialized markets; 3) 44-week cam-
paign October 2 in key markets. Agency: Campbcll-Ewald, Detroit.

Dodge: Campaign begins September 14. Agency: BBDO, Detroit.

Ford: Minnie announcements debut in October; number of markets

equal last year. Agency: J. Walter Thompson, New York.

Studebaker: Campaign will utilize network radio; October kickofl in

approximately 165 network markets; spol radio may supplement net-

work in selected market areas. A^cmx: D'Aux. Xew York.

Plymouth: Weekend radio plus weekday a.m. and p.m. drive limes;

campaign starts Septembei 28; 200 stations; 50 markets; minute spots;

three-week campaign. Agency: N. W. Ayei t Son, Philadelphia.

Auto Accessories

AC Spark Plug: "Blitzes" planned lot 1962 to concentrate on problem
areas, build extra sales in others. Agency: D. P. Brother, Detroit.

Guardian Maintenance: Spots for 1962 will be purchased in 75 top

radio markets; 10-12 spots per station; two to three stations per market;

campaign will run 30 weeks total. Agency: D. P. Brother, Detroit.

Harrison Radiator: Plans for 1962 call for schedules 9 to 12 weeks; 98

important air conditioning markets; two to four stations per market;

afternoon traffic times. Agency: D. P. Brother, Detroit.

Wilshire Oil Co.: Last year's outdoor budget, $270,000, entirely

switched to radio this year; summer campaign expected to be renewed

through the end of the year; sports and news programs; California

distribution. Agency: Doyle-Dane-Bernbach, Los Angeles.

Pure Oil: Traffic minutes and 30s; fall campaign will run 7 to 9 weeks;

budget, markets equal last year. Agency: Leo Burnett, Chicago.

Foods

Beech-Nut Baby Foods: Spot radio being tried this year in a number
of markets; frequencies sporadic. Agency: Young & Rubicam, N.Y.

Kraft Foods: Three-week campaign for Cracker Barrel brand cheese;

September 15 start; 60s and 30s in top 20 markets. A 16-week drive for

Kraft mayonnaise ends October 31. Agency: J. W. Thompson, Chicago.

Swift margarine: Four 13-week flights start this fall; day and afternoon

minutes; budget equal to 1960. Agency: Leo Burnett, Chicago.

Great Western Foods (Ranch Style beans): September 26 start in 35

markets; campaigns will run 39 weeks using former print money; house-

wife and drive-time minutes. Agency: Jack T. Holmes, Dallas.

Hormel: Biggest expenditures in expanded budget reported going to

radio for fall; September start will run for 26 weeks; morning and late

afternoon minutes for meats, canned goods. Agency: BBDO, Minn.

Others

Norelco: Heavy spot radio saturation planned for pre-Christmas drive

for electric shavers: total number of markets rumored above 100; deal-

er tie-ins; four weeks. Agency: C. J. LaRoche, New York.

Dulany frozen foods: Heavy southern campaign kicks off in October;

15 markets; agency sent three buyers to south for three weeks to visit

every station on the schedule. Agency: Smith / Greenland, New York.

For other spot buys, see Timebuys, p. 14

general, and spot radio in particular,

will be lifted into solid prosperity.

Two important trends in radio

buying emerge directly from the

economic upswing.

First, if auto sales jump signifi-

cantly alter new models come out
this month, radio schedules will be
hypoed and probably continue be-

yond announcement time. Auto
makers are anxious to put the 1962

model year down as the biggest in

automotive history.

Second, the easing of economic
pressures in other industries has al-

ready created new budgets for radio

campaigns both national and region-

al. Most of these new monies have
come from advertisers who have not

used radio before. In some cases the

money lor radio was lilted from
other media. But even more signifi-

cant is the tendency by most to in-

crease advertising budgets to buy
radio. This reflects a general opti-

mism on the part of advertisers who
show by such action that they are

not buying radio as a temporary

"economical" substitute for more ex-

pensive media. Radio will continue

as an integral force in advertising

campaigns.

Two important developments
within the radio business itself have
sparked major interest in the medi-

um by advertisers. The results will

mutually benefit both advertisers

and broadcasters for years to come.

The most recent of these develop-

ments is a breakthrough in radio

audience measurement that pro-

vides a sharp profile of great num-
bers of listeners. It arises from a

series of surveys taken by Alfred

Politz Media Studies for five stations

represented by the Henry I. Christal

Co. The studies differ from the more
conventional practice of tabulating

audience size for program ratings in

two ways. First, they document the

dimensions of the radio audience

generally, and by coverage rather

than metro area. Second, they pro-

vide a qualitative as well as quan-

titative interpretation to audiences

because they are concerned with in-

dividuals rather than households.

Agencies have sought audience re-

search of this nature for years.

Another recent development that
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is certain to heighten national spot

billings is the arrival of several plans

to centralize national spot ordering

and billing under one roof. (See So

you want to survive the spot paper

jungle?, page 32.) Broadcast Clear-

ing House Inc., San Francisco and

New York, announced plans for such

a service this summer and hopes to

be operating by the first of the year.

A second firm, Broadcast Billing Co.

(a New York-based subsidiary of

Standard Rate and Data Services

Inc.) , has revealed its intentions of

doing central billing for spot tele-

vision. Two other firms rumored to

be laying the groundwork for similar

services are expected to announce
plans before the year's end.

When these new companies—the

first to organize for central billing in

broadcasting history—begin opera-

tion, both agencies and broadcasters

will welcome the new efficiency.

Agencies have long complained
about the exorbitant costs and efforts

involved in spot paper work. By ap-

plying the new billing methods
available, spot radio can only in-

crease its dollar volume.

But it may be months before the

effects of these developments will be
fully reflected in radio's billing

barometer.

More imminent is the prospect of

new business arising as 1961 moves
into the fourth quarter.

Automotive products

Hastening the business rise is the

move by Detroit to announce the

new models two to three weeks
earlier than in previous years. Most
radio schedules for the new cars will

be on the air by the end of the

month.

The reason for earlier announce-
ment is summed up by E. R. Peter-

son Jr., Detroit manager of the Key-
stone Broadcasting System, who be-

lieves that manufacturers "plan to

offset the disappointing auto sales

for the year to date. By getting the

new cars on the market early, they

expect to show a better record for

the year by end of 1961."

Although radio schedules for the

new cars bear no marked difference

from last year, the expected boom in

the new car market will undoubtedly
lead to expanded schedules not only
from autos but also from advertisers

directly or indirect!) dependent on

auto sales.

Many of these advertisers are tradi-

tionally heavy in radio, spending SI

million or more annually in the

medium. Others are "see-saw" ac-

counts which are either on or off the

air in stride with general economic

conditions.

Automotive accesso l ies

Tire and rubber firms will enjoy

a boost in sales, banks, finance and

insurance companies will share in

the auto boom as buyers need credit

and protection.

Auto dealers, suppliers, accessory

firms, oil and gasoline companies

and service stations will share in the

increased business. Many of these

firms will increase advertising.

Improvement in business, supple-

mented by recent government spend-

ing for defense, will be quickly re-

flected by the consume] who has

steady employment, moic money to

spend.

Backing up the improved outlook

from the automotive industry is the

traditional fall re-entry of many ad-

vertisers dormant since spring.

Food produ< is

Foods particularly are making a

strong showing in radio this fall

especially with the introduction of

a flurry of new products. Drugs will

begin the long fight on winter ill-

ness on the airwaves this month and
next. Back-to-school seasonal themes

will come from clothiers and school

suppliers. Fall holidays will be sur-

rounded in commercials for holi-

day wines, candies, gifts and flow-

ers. Winter sports will bring in

good sponsors.

The ingredients couldn't be bet-

Continucd on page 55

Foods are heavy for fall '61.

Among those on the air are

Beech-Nut baby foods through Y&R,
New York, (I), a newcomer this

year, and La Rosa macaroni
products, through

Flicks & Greist, Neiv York.
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Originator of CBS promotion with agencies was Fred Rneg<r. I. x'.p. for sta. admin., with Alfred Greenberg, r, mgr., prom. serv.

AGENCIES

USE RADIO TO SELL

THEMSELVES

Bold move by CBS O&O stations

offers free commercial time

to agencies for 'sale' of advertising

EvERYONE in advertising talks

about interesting the public in their

field, but no one—until now—has

put many specifics into action.

This month, the CHS owned and

operated facilities in seven major

markets are launching a drive to

broadcast in the public interest a

series of "commercials" on behalf of

advertising prepared by leading

agencies—and the top executives

—

in the business.

The idea, proposed to executive

officers of 100 leading advertising

agencies early in July, is the con-

cept of Fred Ruegg. vice president

in charge of station administration

for the CBS Radio network.

His aim: to counter "the poor

public relations job that advertising

is doing for itself among the general

public."

His suggested step for betterment
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in the area of public relations: crea-

tion "of a better public image of ad-

vertising" with tbe airing of minute
announcements discussing "the posi-

tive contribution advertising is

making to our society, its role in the

building of our economy, its success

in raising our standard of living, its

ability to get people and 'things'

together."

The suggestion has been approved
and accepted by some three dozen
leading agencies in all parts of the

country, each authorizing prepa-

ration of a one-minute "commercial"
on tape or transcription for broad-
cast 12 times around the clock on
each of the seven CBS o and o opera-
tions. They include WCBS New
York, WBBM Chicago, WCAU Phil-

adelphia, WEEI Boston, KMOX St.

Louis, KCBS San Francisco and
KNX Los Angeles.

Continued on page 50

Warner S. Shelly

N. W. Ayer

Compton copy sells 'better mouse-trap'

WM (Sound of mouse-trap snapping shut with loud bang.)

First man: I did it! I did it!

Second man: Did what?

First man: I invented a better mouse-trap!

Second man: So-o-o? What are you going to do now?

First man: Why, wait for the world to beat a path to my door. What else?

Second man: (pause) Awful quiet outside. Don't you think you ought to let people

know about your better mouse-trap. After all, no invention is

important unless is put to use—and that's where advertising helps.

The more people know you've invented a better product, the

greater the demand will be. When it gets into mass produciton,

costs will come down and more people will be able to afford it.

That's what happened with automobiles, telephones, radios, soaps,

canned and frozen foods, electrical appliances—all of the things

that have made us the best-provided for nation in the world.

Advertising is basic to our whole economy—and it can help you, too.

First man: Know what? I think you have something there!

Announcer: This message, prepared by Compton Advertising, Incorporated, has

been brought to you as a public service by (station call letters).
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I [lie da) when the second

commercial radio station took to the

air, the broadcast industry has been

beset by a nagging, relentless barb—
the spot paper jungle. But ihcre's

new hope for radio's escape from
this undergrowth-

Strewn across the glamorous, awe-

some 41-year past ol broadcasting is

a back-office mess created by a maze
of paper work that connects to the

very nerves of the industry. En-

tangled in this paper jungle have
been broadcasting's mechanical

means of survival, the day-to-day

SO YOU WANT

TO SURVIVE THE SPOT

PAPER JUNGLE!

Agencies interested and

reps elated over plan

to clean up spot paper work

workings of the business machine:

availabilities, confirmation orders,

agency contracts, affidavits, make-

goods, rates, commissions, billing.

Rooted in causes as complex as

the results, paper confusion has

chiefly been abetted by an innate

absence of standardization. Stations,

representatives and agencies have

differed widely in paper procedures

used to transact business with one

another. So, too, have each of the

three groups differed within them-

selves as to the methods of inter-

change with the others.

Although there have been at-

tempts, some fruitful, to standardize

forms along certain channels of com-

munications, the elimination of

waste has been fragmentary, however
successful. And the most frictional

area of standards lack has been the

most fractional — national spot bill-

ing. There has never been, until as

recently as last month, a private

effort to put the entire broadcasting

industry on a uniform system for

billing. One reason: only within

the past two years has electronic

data processing equipment been en-

gineered efficiently enough to as-

similate and organize the vast paper-

work complex.

Now the long-awaited centralized,

automated procedures for buying,

selling and billing of national spot

radio and television are just around
the corner. Two firms—Broadcast

Clearing House Inc. and Broadcast

Billing Co., Inc. — have already an-

nounced their intentions to act as

central billing agents for stations,

advertising agencies and representa-

tives. A third group is expected to

announce its plans shortly.

The men behind the rash of new
firms have swathed a path through

the jungle of prevailing procedures

in order to find out what is wrong
and how it can become right. What
they have discovered is perhaps all

too familiar to the beleaguered sta-

tion representative who finds himself

stranded as both mediator and sales-

man between the agency and sta-

tion.

Both agency and station are aware

of their own peculiar problems in

the melee, but perhaps neither has

a full understanding of what goes

on in the other shop.

Why is there a jungle? And what
hazards lurk in it?

Here is what happens, step by

step, in the ordering and billing of

national spot radio and television:

T he advertising agency requests

station availabilities from the rep-

resentative for a projected cam
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Tii'o of the three men in charge of Broadcast Clearing House, new firm

offering central spot billing, are John Palmer (I),

president, and Lee Mehlig, exec. v.p. Arthur W. Sawyer is sec'y.

paign. The representative calls on
the agency timebuyer to clarify cam-

paign needs. Then the rep sends the

request to the station for verifica-

tion or request of avails. When
verification is received, the rep in-

forms the agency and a signed order

for the time is issued.

The time order is sent to the sta-

tion by the rep for verification and
signing. A copy is then returned to

the agency and authorizes the sta-

tion to initiate its accounting proc-

ess.

In the meantime, the station be-

gins to run the schedule ordered ami

submits a bill and affidavit for the

campaign to the agency. Upon re-

ceipt of the bill, the agency pains-

takingly checks delivered spots

against ordered spots for discrepan-

cies. According to one large agency,

the chances are two-to-one that some
error will be discovered, some cler-

ical others missed spots.

If the agency does find an error

for which it will hold up payment,

it so informs the rep so that he can

initiate a reconciliation with the

station. The station then tracks

Officials of Bank of America, San Francisco, a?id BCH examine ERMA, machine

for automated billing. From left: Emmett Jenkins, mgr.. Bank of America

ERMA center; Robert Reilly, bank v.p.; Palmer H. A. Keith, asst. v.p., processing;

Mehlig; Ed Martin, bank's research dir. Plan is now being agency-previewed.

down the source ol the- discrepancy

—through traffic, programing 01 ac-

counting. Once the source of the

error is found, an explanation is for-

warded to the rep, who transmits it

to the agency.

Upon healing the explanation,

the agency may let it drop at that

and ask for an adjustment in the

bill. But more often than not it re-

quests either a new schedule or

make-goods, which the station and

rep approve much as they would a

new time order. Both the agency

and rep verify the arrangement, and

the station executes whatever steps

have been required after renegoti-

ation.

Then the station submits a new

or corrected bill to the agency, and

if found to be lacking in error, the-

bill will be approved for payment.

However, the chances of error the

second time around are no less than

the first. Industry sources report

that renegotiations on one campaign

may be instigated as many as three

or four times.

Such is the jungle through which

buyer, seller and mediator must

tread.

Caught in the squeeze is the rep-

resentative, whose function as a

mediator is carried on by the rep

salesman. Many salesmen find them-

selves in the trap of an errand-bov

existence when they rightly feel that

their function should be to sell time

exclusively and thus advance bill-

ings for their stations and all of

spot broadcast. But equally in-

volved in the hassle are the agency

and the station, which lose countless

man hours because of the system,

fraught as it is with not only human
error, but the native inability of the

station to send the agency a box of

air with its spot inside as proof of

performance (newspapers and maga-

zines send a tangible proof of per-

formance: the tear sheet).

The first group to unveil its pro-

posal is Broadcast Clearing House
Inc., New York and San Francisco.
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After more than two years of re-

search, development and testing, ac-

cording to its founders, BCH is now
in the midst of refining its system

while meeting with agencies, station

representatives, stations and advei

tising groups.

BCH has completed arrangements

with the Bank of America, San

Francisco, to handle the data pro<

essing for the automated system.

According to BCH Executive Vice

President Lee Mehlig, the bank will

use ERMA (Electronic Recording
Method ol Accounting), an [BM
high-speed computer perfected dur-

ing the past \ eai

.

"I he new firm is headed by John
E. Palmer, president, who is now
western sales manager lor Mutual
Broadcasting System. Mehlig is cur-

rentl\ vice president, general sales

manager and co-owner ol K.GMC
Englewood (Denver), Colo. Arthui

Wyman Sawyer, BCH secretary, is

an account executive with Garfield,

Hollman .v Conner, advertising

agency in San Franc isco.

Late last month a second central

billing company foi broadcast was

announced in New York by Stand-

ard Rate &: Data Service, which has
created a subsidiary, Broadcast Bill-

ing Co. Inc., "to control, coordinate
and justify tv spot billing."

Albert W. Moss, executive vice

president of SRDS, heads the new
operation as president. Executive

vice president of BBC is George W.
Schiele, former sales vice president.

Broadcast Advertisers Reports Inc.,

New York, where he was instrumen-

tal in developing a television audit

system now used by several adver-

tising agencies.

BBC, like BCH, plans to use auto-

mated data processing methods to

serve both stations and agencies.

However, the former company will

provide a central billing service for

television stations onl\. And it will

adapt forms currently in use by agen-

cies and stations before translating

the data into its own forms for ma-
chine processing.

Unlike BBC, Broadcast Clearing

House will initially serve radio sta-

tions, expanding later to accommo-
date television stations. Existing

forms will not be used, but will be
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replaced b\ BCH standardized forms
thai are automatic ally ready to be

programed for data processing.

A third group—not as yet ofln ialh

announced— is reported to be spear-

headed by a group ol former Rem-
ington Rand systems experts who
are working with a New York bank
and a company experienced in

broadcast advertising. Details of

the u proposed central billing plan

have not been made public.

01 the three groups, Broadcast

Clearing House is the first to have

presented thoroughly the details and
systems ol its operation to advertis-

ing agency executives and represen-

tative funis.

Here is how the BCH system

would woi k, step-bv-step:

I. A standardized time order form

originates with the rep. It's sent to

Continued on page 54

BCH central billing needs only five steps

BROADCAST CLEARING HOUSE

STATION TaODRCIS

kviv
1 SAN FRANCISCO

NAME OF REPRESENTATIVE 1 OFFICE

RADIO AD-SALES SEW YnrtK
CLIENT \

U. S. JI0T0RS CORP.

RROOUCT

CENTAUR
r OMMtNC fMF N T DATE EXPIRATION DATE

8-1-61 8-31-61 12876541 7-24-61
L ITEM ^- HOUR 51 TIME*

PER AEEK

01 8:30 AH DAILY 7 31 30 SEC BROWN 13.85

02 6 m M-W-F 3 13 30 SEC AA 7.25 94. 25

03
12-

12:30 FM DAILY 7 I 31 60 SEC A n.50 356.50

1. TIME ORDER is prepared by rep after schedule negotiation and sent to ad
agency for confirmation. Agency gives final signature to order and indicates

whether automatic make-goods by station are authorized. The form is returned

to Broadcast Clearing House to begin automated billing process. Time order

gives complete run-down of times, length, class, cost in multiple copies.

BROADCAST CLEARING MOUSE
*• O BOX 9»»». RINCON ANNEX
SAN FRANCISCO 20. CALIFORNIA

PRIMA FACIE BILLING

E. V. BAKER HEW YORK iSV 8-61

CLIENT
U. S. MOTORS CORP.

B,LLP*G NUMBER P*5E

ANT NECESSARY ADJUSTMENTS TO THIS
Bit.LINO WILL AFPKAR ON ADJUSTED SILLING

PRODUCT
CENTAUR

11 ORDER
or times

LENOT- OP
OROAOCAST

mSi TIME CLASS S RATE ^ GROSS CMAROt

KAX SAN FBANCftSCO CALIFORNU

"
1

2976438 01 31 M-l ... 9.50 294.50

31 294.50 *

SDAE SA.N FRANC I3CC CALIFO LOTA

3286510 01 31 30 SEC B 4.25 197.25

3286510 02 10 60 SEC AAA 15.00 150.00

41 347.25 *

KVIV SAN FRANC [SCO CALIFO!>>UIA

2876541 01 31 30 SEC BROWN 13.85 429.35

2. PRIMA FACIE BILL, an estimate of the agency's final bill for client radio

campaign, is sent to agency on 20th of broadcast month. Bill lists all stations

in campaign, schedule ordered, cost per station, sub-total per city and state

and final total. Agency now has central record of all station billing for each

campaign. Payment is not made, however, until BCH sends adjusted bill.
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BROADCAST CLEARING HOUSE
0. BOX HINCON ANNfX

SAN FRANCISCO CALIfOHNIA

STATION BILLING

THIS

STATION AND
_. KV1V ... SAIj FfsA-vJiovO CALi. uk.;1A

MONTH
AMD
'• » 8-61

COMPLETE THIS SECTION FOR ANV BROADCASTS
THIS SECTION SHOWS 9 HO ADC AST S AUTHORIZED U V TIME ORDERS ^ ARE D,FFe*eNT FROM THOSE ON TIME ORDERS

ROe.DEO BROADCASTS OEI.IVERED IF DIFFERENT THAN OROEREO— —

i

•

9l o>
"

[J
.oju.Teo

h. a. ami;oil. NSL. liEW TOS L

:<A. lOIIAL TOBACCO ^ —
4{ 7652901 62_ _ 30 jl:c .... AAA 8.65

1

61 AAA
i

4{ 7652902 30 SEC AA 7.50—~
596.30

3. STATION BILL goes from BCH to station on 20th of

broadcast month, itemizes time ordered for that month
by each agency and client. Station checks logs for any
discrepancies between time ordered and time delivered,

enters them in space provided at right. Station then

notarizes form and returns to BCH, which then issues

check for month's campaigns. Stations are subject to

periodic audit by BCH accountants without prior notice.

SgOAOCAiT CLEAR INC NQUie

4. ADJUSTED BILL based on station

changes is prepared by BCH and sent

to agency by 10th day of month after

broadcast. This is the final bill for

the client campaign, itemizing all

stations. The agency then issues one
check to BCH for each campaign.
Agency commission and deductions

for BCH fees are noted, as are refunds

for discrepancies, and other errors.

KAX SAX FRAM

29 S4JS01 9.50 294.50

*

294.50
'

3A1J HUL" AJLIF03N LA

'8651 '-'I 31. 30 Sgfl 5 4,25.. _ .197,25

3 S651 >-. 2 10 60 SEC AAA 15.00 150.00

347.25 *

KV XV SA8 rRAIJ AL.POECN LA

IJSSAJOi 31 30 SEC BKOUN 13.85 429. 35

I W6S4102 13 30 SEC AA 7.25 94^25. AA 7.25 72.50

2 31 60 Skt A U.JO 336.50

n

3ROADCAS I" CLEARING HOUSE
RADIO AD-SALES

REPRESENTATIVE'S STATEMENT
* r,cs

NEW YORK
j

MONTH ANO VFAI)| PACK

1
AUGUST 61 1

X] A6FNCY
BROADCASTS ORDERED BROADCASTS DELIVERED - IF DIFFERENT T H AN ORDERED m

a s?
TIMFS

9l
L™
BR 'D C A ST

OH TIME CLASS

l

3 <,«0» CHARGE
RGPRIFSFNTAtlVfc",

COMMISSION

KVIV san ndNCisdo California

E. V. BAKER NEW YORK

U.S. MOTORS CENTAUR
,

287654101 31 30 SEC BROWN 13.85 429.35 Ll.
287654102 13 30 SEC AA 7.25 94.25 3p_SEC AA 7.25

___ _2B7654303 31 60 SEC A 11.50 356.50
j

880.10* 858.35* 128.7*

5. REPRESENTATIVE'S STATEMENT is the final step

in BCH billing process. It shows adjusted, final billing

synopsis of all national spot for each station for the pre-

ceding broadcast month. Rep's commission, agency's com-

mission, BCH fee are all itemized. BCH encloses check
for representative's commission. BCH system saves rep-

resentatives much paper work and mediation worry. Sys-

tem would increase spot radio billings considerably.
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NATIONWIDE
DRIVES HOME ITS NEW

RADIO PITCH

Network and

spot radio wheeled in

the customers during

the company's

"9 out of 10 come back

again" auto

insurance campaign

MlUDDLED by a labyrinth of

laws that vary from state to state,

overrun with a commercial approach

thai combines vapidity with confu-

sion, auto insurance is one of the

toughest items to pitch to the mil-

lions of American car owners.

This was the situation that the

people at Ben Sackheim Inc., New
York, encountered several months
ago when they undertook a cam-

paign to sell automobile policies for

Nationwide Insurance, Columbus,
Ohio. Their immediate goal: sales

leads. Their major medium: radio.

The company and the agency took

a long look at the current status of

commercials plugging the auto insur-

ance business and found they only

succeeded in further confusing the

public about this complex field. Na-
tionwide felt it needed a drive that

would give it a distinctive edge over

its competitors.

The foundation of its new ap-

proach was an extensive program of

spot and network radio. The decision

to use radio was not reached until

the company and its agency pains-

takingly studied the media and mer-

chandising problems involved in an

extensive radio campaign.

The campaign that evolved is a

blueprint of a carefully researched

and well thought-out program.

The first move called for the crea-

tion of a distinctive theme that

would elevate Nationwide above the

mediocre copy approaches prevailing

in the field.

Austin Kelley, account executive

on Nationwide, explained the back-

ground in the development of the

theme for Nationwide's S350,000

campaign which ran this summer.

"We were looking for a distinctive

pitch that would overcome the com-

plexities of the many regulations that

vary from state to state, a theme that

would overcome the blurred indi-

vidual aspects of auto insurance,"

Kellev said.
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I he answer was round in a recent

Nationwide study revealing that 90

pei cent of its clients renewed their

auto insurance.

"It seemed to us that this was a

strong competitive claim," Kelley

said. "Here was something a little

different, something that no other

company was stressing, something

that was marked and noticeable."

From this beginning came the

basic key theme for the campaign:
"9 out of 10 come back again for Na-

tionwide car insurance."

While Sackheim developed this

selling theme, it moved into the next

stage: media planning. Bill Pitts,

vice president in charge of radio and
television, explained that "we were

looking for a new and exciting way
to present the theme to the public.

We wanted to break the old pat-

terns."

The usual pattern for pushing spe-

cialized types of insurance was news-

papers. Last year, Nationwide used

more than 300 newspapers east of

the Mississippi, the area where most
of its offices are located.

Pitts believed the "9 out of 10"

slogan was perfect for broadcast use.

At this juncture, Sackheim and
the client agreed that radio was the

one medium that could cover the

market, saturate it, and, at the same
time, strike squarely at the man be-

hind the wheel. The decision to use

radio was aided considerably by the

results of a small Nationwide radio

test on WCBS New York.

The company bought the Marty
Glickman sports program, which pre-

ceded every New York Yankee base-

ball broadcast. "Nationwide spon-

sored the show as an experiment to

check the validity of radio," Hal
Graves, a vice president at Sackheim,

explained.

"The results were most gratifying,"

Graves said. The company ran two
giveaway promotions on the pro-

gram: it offered a portable emer-

gency reflector and a baseball fact

handbook. "The response was far

beyond expectation," Graves said.

He emphasized, however, that the

most important result was not the

quantitv of responses but the grow-

ing awareness of the Nationwide

name as the program progressed into

the summei

.

"At first, the letters only asked Eoi

the reflector and the handbook, but

later the listeners began requesting

the 'Nationwide' reflectoi and the

'Nationwide' fact book. We were

conscious of Nationwide's name
building up."

Sackheim's media recommenda-
tion for radio as the major medium
for Nationwide's big auto insurance

push was accepted. With the basic

selling point agreed upon and the

major medium selected, the next

move was to develop a commercial

approach that would grip the atten-

tion of the listener.

A catchy opening wasn't enough:

the agency wanted something more
sustaining. Kelley explained the best

method to disavow themselves from

the heavy-handedness of most auto

insurance commercials was to pro-

vide the listener with something lo

laugh at.

"Humoi in commericials," says

Kelley, "gives people something to

i eineni bei bc< ause ii < omes as a sur-

prise; they're not expecting it."

The basis of the humor is what
happens to the one person in 10 who
does not renew his policy.

j£

Three basic gag lines are alter-

nated dining the Nationwide jingle

in answer to the question: "What
about number 10?"

This jingle illustrates how the

humor is integrated:

Nine out of 10 come back again

—

for Nationwide car insurance.

If you drive a car, it's better by far

—

with Nationwide car insurance.

Customers like what we stand for,

—

they g^- much more than they

planned for:

Nine out of 10 come back again

—

for Nationwide car insurance!

Key agency planners in Nationwide's car insurance radio drive

Strategy session on Nationwide's "9 out of 10" radio campaign

involves Ben Sackheim's Joe Battaglio, I, broadcast supervisor; Bill Pitts, c,

vice president of radio and tv, and Austin Kelley, account executive.
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View from top: 2

client execs see . .

.

GEORGE W. CAMPBELL,
ADVERTISING DIRECTOR

"WHILE it's still too early to tell the

effects this campaign will have on

sales, initial public reaction has been

highly favorable. We plan to make a

complete evaluation when the pro-

gram concludes this month and

» determine whether to use this ap-

proach in future marketing efforts."

Whal about number 10?

(Outside voice:) I bought a heli-

copter, man!
The coverage is broader, there's less

to pay:

That's why nine out of 10 come back

again!

Fast claim service is the Nationwide
way:

That's why nine out of 10 come back

again!

Nine out of 10 say it's common sense.

Ride with Nationwide, ride with

confidence!

You'll find

We're friendly and fair—no others

compare
To Nationwide car insurance.

Nine out of 10 come back again

—

for Nationwide car insurance!

The two alternate gag lines are:

(Outside voice:) "My uncle went
into the insurance business!"

(Outside voice, as if being shot in-

to space:) "I moved out of Na-

i ionwide tei ritoryl"

The next major step involved ex-

ploring the strategy behind the

plat ( incni ill s( hedules: (he mai kets,

the number and type of stations,

times of day, the frequencies, days

of the week and length of the com-
mercials.

The In si consideration in setting

up the schedules was to determine

the best plan for distributing the

budge) over the full scope of Nation-

wide's operating area. Nationwide

agents cover 29 states, most of them
east of the Mississippi.

The company wanted to saturate

the market in all areas where its

agents operate, but also desired

heavier concentration in the cities

that housed the largest number of

salesmen. "We had to keep in mind
the number of agents and we wanted

to make certain that we had excel-

lent radio coverage in areas which

had the most representatives," Pitts

said.

The result was a combination net-

work and spot buy. Two stations,

one for spot and one for the CBS
network effort, were purchased in

each of the 77 largest eastern cities,

with one station used on a spot basis

in each of 28 smaller markets. The
CBS show was used in 48 other

smaller markets.

A detailed breakdown of the four-

week radio campaign reveals that-

Nationwide aired an average of 30

commercials per week in cities where

it used two stations, 20 per week in

cities where it bought one station,

and 10 per week in localities where

it bought only a CBS affiliate.

Although Nationwide was on

radio for four weeks, the radio cam-

paign covered an eight-week period

from July 24 to September 15. The
flight opened for two weeks, played

possum for two weeks, returned for

one, vacationed for two, and con-

cluded with one week.

Pitts explained the thinking be-

hind this type of scheduling: "We
wanted a life span of two months,

but the budget couldn't handle it.

We figured that it wasn't necessary

to be on every week. This type of

schedule has carry-over value and the

average consumer would not notice

that we dropped out some ol ihe

time."

One of the biggest reasons Nation-

wide agreed to go into radio was the

medium's ability to pinpoint com-

mercials at the automobile owning
audience. The company bought

schedules during prime driving time

—the morning rush hour, 7 to 9, and
the evening equivalent, 4 to 6.

Weekends were ruled out because,

as Pitts explained it, "Salesmen nor-

mally don't work on Saturday after-

noons or Sundays and we wanted a

. . . more radio in

Nationwide's future

GEORGE H. HUNTER,
ADVERTISING MANAGER

"WE BELIEVE this mass testimonial

from our policyholders is one of the

strongest advertising themes we have

ever developed. And the radio

medium enables us to get this mes-

sage to the public in an enjoyable,

and memorable way, with impart fre-

quency. We're certain that this cam-

paign will help establish Nationwide

Insurance as the 'satisfied drivers'

company in the public's mind."
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Print advertising, promotion backed up

radio's role as the number one vehicle in

Nationwide's integrated drive

COMf BHBKASAlN
MfiQNWiDt

cnnmsuRRNci

m
Direct mail, newspapers, streamers,

stickers, billboards and

various promotional material

supported radio during Nationanh \

extensive "9 out of 10 come

back again" selling campaign.

O

—

i

time when the listener could call the

agent quickly—many of the sales-

men work during the evening."

Choosing the proper time of day

is only the first step in pinpointing

an audience. The right stations must
be selected.

"We didn't want rock-and-roll

stations and we didn't want stations

that catered to the lowest listener

common denominator," Pitts said.

"We wanted stations that stress

quality broadcasting. We were in-

terested in reaching the responsible,

adult male, not the gum-chewing,

soda- pop drinking teen ager."

On the CBS network, Nationwide

bought the Allen Jackson news pro-

gram at 5 p.m. est. "The program

was a good buy financially, it was at

a good time, it was available, and it

fitted in with our policy of sponsor-

ing high-quality shows," Pitts said.

Nationwide was able to buy 57 per

cent of the network, which blanketed

most of its selling area.

The client selected the one-minute

comercials as the best length for

driving its message home to the

drivers. Kelley explained that Na-

tionwide wanted enough time to sell

its product. "The 9 out of 10 phase

is enough to get attention, but then

we wanted to fully develop our sales

presentation," Kelley said.

Kelley explained that the 60s offer

greater flexibility for local tie-ins.

"Every third commercial has a drop-

out for a message about local rates

and coverage, since they vary from
state to state," he said.

The drop-outs for local announce-

ments was consistent with the over-all

campaign strategy of boosting the

sales potential of the local agent. Be-

sides employing radio (the ad effort's

keystone which received about half

of the $350,000 advertising budget

for this campaign) the company ad-

vertised on billboards and in mass
Continued on page 58
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Selling teens with 'kookie' commercials

COMMERCIAL

CLINIC
The millions of American teenagers

who are not blinded by the glare of

television, but remain resolutely

glued to their portable radios,

are generally acknowledged as one of

radio's most profitable audiences.

But once you agree that teenagers

spend many of their waking hours

listening to the radio, the problem
pops up of how best to sell a product

to this audience.

One agency, Fletcher Richards,

Calkins & Holden, New York,

probed into the problem and came
up with a radical approach to teen-

age selling that may shock many
adults—but also may sell a lot of

sneakers.

Sneakers are the product the agen-

cy is pushing for its client, U. S. Rub-
ber, which manufactures U. S. Keds.

The agency wanted to try radio be-

cause, as Sy Frolick, vice president in

charge of radio and television, ex-

plained: "No other medium does

such a good job of catering to the

desires and tastes of the teenager."

Frolick maintains that teenagers

are not big television watchers or

readers of mass magazines and news-

papers. "The average teenager is full

of energy and he doesn't like to sit

for long periods of time in front of

the tv," he said.

The agency convinced the client

to use radio in reaching kids in cars,

on streets and at the beaches with

their transistors.

FR.C&H proposed to U. S. Rub-
ber that it sponsor week-day after-

noon and Saturday morning disc

jockey programs.

This was fine, Frolick recalled, but

the toughest task was convincing the

client to revamp its theories of sell-

ing to teenagers. The agency per-

suaded U. S. Rubber to use com-
mercials that talk to the teen in his

own language.

In developing the announcements,

FR,C&H teamed up with Narwood
Productions, which specializes in the

problems of tapping the lucrative

teenage market.

Frolick explained some of the pit-

falls in selling to teens that many
advertisers have previously tumbled
into. "We had to watch out for (1)

talking down to the teenager and

(2) using slang expressions that

adults think are in vogue, but actu-

ally died out years ago."

This is where Narwood came in

handy. The agency wanted to talk

to the teenager in his own language

and Narwood provided FR,C8cH
with current American teenage slang.

The result, as Frolick puts it, was a

"zany, irreverent, off-beat, approach

that uses two madcap Bob and Ray
type of characters, doing the kind of

material found in Mad comics."

The commercials, called Bul-

leteens, were devised with these bas-

ic ideas in mind: (1) to use the

language of the teenager, (2) to talk

about things that interest him and
her, and (3) to entertain the teen-

ager by making him laugh.

Commercials were broadcast as a

test campaign during July and Au-
gust in more than 60 major markets.

The commercias were delivered in

a rapid-fire, high-pitch manner, lib-

erally spiced with noisy sound effects.

The humor might be described as the

closest thing to sick jokes for teen-

agers. The copy talks about things

nearest to the teenager heart: dat-

ing, basketball, school and the many
little problems that only the teen-

ager can understand—for example,

having to wear white shirts and ties

in school.

The commercials are written to

win over the teenager to the side of

U. S. Keds, and the jokes lacerate

individuals who give teenagers the

most trouble: parents, school prin-

cipals and little sisters.

A sample of one of the commer-
cials illustrates the irreverent ap-

proach to selling sneakers. (Rk h and
Leon are the two protagonists.)

Rich: (Singing) School Days . . .

Leon: (Interrupt) Nol
Rich: School Days . . .

Leon: (Interrupt) Stop it!

Rich: Dear old golden . . . (Cov-

ered)

Leon: (Interrupt) Knock it off!

Rich: But its back-to-school time!

Leon: (Interrupt) I hate school!

I'll blow it up!

Sound: (Blow up the school for five

seconds—end with boinng

sound and beginning of

kookie fanfare.)

Rich: Hey, what's that last noise?

Leon: It's another teen bulleteen!

Leon: Fads for the lads! At Wilbur

Grunt High in California,

boys are planning to wear

white shirts and ties when
they go back to school.

Rich: The principal is discourag-

ing the fad. He is holding

out for pants, socks and shoes

too!

Leon: You mean Keds with the

blue label. That's Keds.

Spelled K . . .

Rich: As in Ack-ack . . .

Leon: E . . .

Rich: As in sneaky . . .

Leon: D . . .

Rich: As in fiddle-faddle . . .

Leon: And Zizz . . .

Rich: As in Bizzzzzzy! Wear 'em

all the time!

Leon: Don't wear Keds in your

beds—wear 'em to school. G
TGKF ! !

!

Rich: GTGKF what?

Leon: Get That Great Ked$ Feel-

ing! If you can't be bright

—

be smart! Get Keds with the

blue label!

Rich: Yeah—they even look good

clean!
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TIMEBUYS Continued from page 11

belts, scat covers and shock absorb-

ers. Lynn Diamond is the time-

buyer.

A campaign of indefinite duration

was started recently for this maca-

roni manufacturer. The drive is

reaching into about 35 markets

scattered around the country. Time-
buyer is Stu Eckert.

THE NESTLE CO.

Agency: William Esty, New York

Product: NESCAFE INSTANT COFFEE

A $1 million radio campaign is now
in the process of being launched for

Prestone anti-freeze. The length of

the drive, which will utilize one-

minute announcements, is undecid-

ed. Timebuyer is Phil O'Connell.

LETTERS
Continued from page 13

that tends to railroad the fm broad-

caster into adoption of ihis service.

DAVID GREEN

Dice presitlent

KXTR
Kansas City, Mo.

RULES OF DECAY

The recent FCC proposals relating

to changes in the rules governing

fm broadcasting may very well mean
an end to the growth of fm. High
Fidelity Broadcasters Inc. believes

this to be true because of the ex-

tremely large co-channel and ad-

jacent channel station separation

distances proposed. We contend

that this will prevent the authoriza-

tion of more than a few new sta-

tions except in sparsely populated

parts of the country economically

ill-equipped to support additional

fm broadcasting. As an example, we
are quite sure that no new class B
stations can be assigned in the pres-

ent Area 1 under the FCC proposals.

We believe . . . for the continued

growth of fm ... in the following:

(1) Protection of existing stations

to a greater extent than exists under

present rules; (2) some reasignment

of present stations in order to re-

move the worst interference cases

now existing; (3) the assignment

of new adequate coverage stations

to areas now receiving little or no
fm service; (4) the assignment of

wide area coverage, highly protected

stations to serve sparsely populated

areas; (5) the assignment of local

coverage stations to provide local

facilities in small and medium sized

communities.

WILLIAM ALMAS TYNAN

President

High Fidelity Broadcasters Inc.

Bethesda, Md.

INDUSTRY HYPO

I have your issue of u. s. radio for

July and the material on the drug

trade regarding radio is most in-

teresting and informative.

I have specialized in food, health

beauty aid and drug accounts in the

last several years and such informa-

tion as you have printed is most

helpful to me and my efforts in the

radio industry.

F. W. SLADE

CKAC
Montreal a

HILLS BROTHERS INC.

Agency: N. W. Ayer J Son,

Philadelphia

Product: COFFEE

The coffee maker is expected to

launch a campaign sometime near

the end of this month. The drive,

using 30-second announcements, will

probably last about one month. As

many as 200 markets may be covered

by the flight.

KITCHENS OF SARA LEE

Agency: Hill, Rogers, Mason &
Scott, Chicago

Product: CAKES

A 35- to 40-market campaign for

Sara Lee's new products, apple and
spice cakes, will begin Oct. 1. The
flight will run from two to three

weeks, but there are indications that

more schedules may be purchased.

Daytime minutes will predominate,

with frequencies ranging from 25 to

35 announcements per week. Miriam
Manzer is the timebuyer.

V. LA ROSA & SONS, INC.

Agency: Hicks & Greist, Neiv York

Product: MACARONI AND SPAGHETTI

A saturation campaign that began

in early September for La Rosa's

assorted line of macaroni and spa-

ghetti products is spreading over 35

markets east of the Mississippi. As
many as five stations in major mar-

kets are carrying the one-minute

announcements, which are directed

at housewives during daytime hours.

At this writing, the length of the

flight is still undetermined. Len
Soglio is the timebuyer.

C. F. MUELLER CO.

Agency: Dohcrty, Clifford, Steers

& Shot field, Neiv York

Product: MACARONI

A 100 market drive, which began on

September II, is (intently covering

the country for the instant coffee

product. Most of the markets are

two-station buys with frequencies

ranging from five to 100 per week

for the one-minute and 30-second

recorded announcements. The cam-

pain is directed at housewives dur-

ing daytime hours. At the moment,
the length of the drive is indefinite.

Timebuyer is Phil McGibben.

Q-TIPS INC.

Agency: Lawrence C. Gumbinner,
New York

Product: COTTON SWABS

The middle of October is the start-

ing time for a 13-week flight for the

baby product. The campaign will

take a break for the Christmas holi-

days and then pick up again in Jan-

uary. The drive will hit selected

markets throughout the country.

The one-minute announcements,

pointed at the young mother, will

be aired during daytime and early

evening hours. Anita Wasserman is

the timebuyer.

STANDARD OIL CO. (NEW JERSEY)

Agency: McCann-Erickson

,

New York

PrOdUCt: ESSO GASOLINE STATIONS

The gas company has decided to ex-

tend a saturation campaign that be-

gan in the spring and was scheduled

to end on Oct. 8. The new schedule

picks up on that day and will con-

tinue through December 3. The drive

will flood 46 markets in the 19 east-

ern and southeastern states serviced

by the Esso stations. Weekends will

receive the bulk of the schedule.

Joseph Granda is the timebuyer.

UNION CARBIDE CORP.

Agency: William Esty, New York

PrOdUCt: PRESTONE ANTI FREEZE
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SALESMEN at WABC New York are now radio-dispatched! Trial

run shows, I to r, Herb Mendelsohn, sis. mgr.; Harold L. Neal,

Jr., v.p.-gen. mgr.; Tom Mager, mdsng. mgr.; and a.e.s Ronnie

Gelb, Tom Green, Bill Tilow, Jack Flynn. Each has tiuo-ivay radio.

NEW FM SPONSOR signs for 26-week program on

KPEN-FM S.F. L to r, Art Blum, pres., Blum agency;

R oss McK.ee, pres., Music Teachers Assn.; Jan Paul,

owner, Acoma Music, and Gary Gielow, KPEN-FM.

ALL-MARKET presentation on radio is being shown in five top

cities by San Francisco Broadcasters Assn. Pictured: Homer Odom,
I. of KABL. pres, SFRBA, with Richard Gravett of KNBC.

ACTRESS Mitzi Gaynor records for CHUM Toronto's "Holly-

wood Day" promotion. Other guests d.j.s were stars Jane Mor-
gan and Pat Boone in special recordings for Canadian station.

f

r

TOWER OF ICE is manned by D.J. Ken Griffin of

WHYN Springfield, Mass. in parking area of Towers

Marts discount stores for zany hot-weather promotion.
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PUBLIC SERVICE
Promotion

From catching criminals to aiding

orphans to improving the flow of

mail, radio stations throughout the

land respond to the call ol public

service.

Raising money for needy causes

and assisting worthwhile campaigns

comprise the bulk of the public ac-

tivities. In Philadelphia, WIP re-

ceived a call from a group of em-

ployees at the Philadelphia office of

Erwin Wasey, Ruthrauff S: Ryan.

The group had collected a small

amount of money among themselves

and they wanted to buy radio time

to help raise money for the Schaeffer

girls of Levittown—seven little girls,

aged three months to seven years—

who were orphaned by the tragic

loss of both parents within a three-

month period. WIP told the callers

to keep their money, the station

would do it for nothing. The sta-

tion set in motion the "Seven Sister's

Fund." During a two week series of

announcements the station raised

$5,370.41. Among the contributors:

the office of the mayor of Philadel-

phia, the crew of the U.S.S. Norris,

and the employees of the city's traffic

office.

In a span of four hours—without
the help of any other media—KORL
Honolulu raised $5,000 to send the

Hawaii Little League team to Wil-

liamsport, Pa. for the Little League
World Series. . . . The mail carriers

Nationwide Improved Mail Service

received a helping hand from WHK
Cleveland in its efforts to expedite

the flow of mail. The station aired

announcements—recorded by the

city's postmaster Joseph Franz-
urging listeners to mail early in the

day. ... In Grand Rapids, Mich.,

WOOD helped police snag a hit-and-

run driver. Upon learning of the

hit-and-run accident, in which one
boy was killed and another seriously

injured, the station sent a mobile
unit to the scene and within minutes
the story was on the air. A short

time later, the identity of the driver

was learned and the station broad-

cast a complete description of the

fugitive and continued to do so

through the night. A local resident

picked up a hitch-hiker answering
the description and promptly noti-

fied the state police, who in turn

apprehended the man. I he- state

police gave credit to WOOD loi the

quick capture ol the fugitive,

Programing
The extensive scope of public serv-

ice programing carried on radio

si a i ions was brought into focus in a

brochure, "Broadcasting in Vir-

ginia," recently released by the Vir-

ginia Assn. of Broadcasters. Tabula-

lion of questionnaires received from

most of the 102 radio and 11 televi-

sion stations in the state reveals that

broadcasting outlets aired more than

303,000 non-commercial announce-

ments in the interest of public serv-

ice during a six-month period. This
was an average of about 11,500 an-

nouncements per week. Heading the

list of topics covered were higbway
safety, fire prevention, civil defense,

CARE, public schools, and go-to-

church announcements.

Something for every one—from
housewives to dogs—was the theme
of recent public service programing
throughout the country. In Hart-

ford, WINF initiated a program
aimed to an audience that the sta-

tion feels has been neglected in re-

cent years: children. The Friendly

Forest is the title of its new series

for children. . . . For sufferers of hay
fever in the New York City area,

WOR has reinstituted its daily al-

lergy reports. The reports include

interviews with allergy specialists

and provide the daily pollen count.

In addition, the station is offering to

its listeners the booklet, "Asthma,

Hay Fever and Other Allergies." . . .

WGMS Washington is offering a

service to one specialized audience

that is guaranteed never to buy an

advertised product. For the third

consecutive year, WGMS broadcast,

during one Saturday in August "Dog
Days," a program of music and com-

mentary directed at the canine pop-

ulation of Washington. During n>
lermission, James Thurber read an
essay about some of his best friends.

Among the musical selections heard
on the show were: Chopin's Dog
Waltz, the Yale Bulldog song, the

bark of Cerberus from Act II of

Gluck's Orfeo and Eurdice, and
Moussorgsky's Song of the Flea. . . .

Noteworthy public service programs
focusing on local and national pro-

grams concerned with social and
political problems crowded the air

acioss the ci)Uiiu\. both W.MCA
New York and KMPC Hollywood
devoted programs to tlx problems
of juvenile delinquency. When a

special committee of the House of

Representatives toured some ol the

slum neighborhoods in New York,

WMCA took its microphones along

and recorded interviews with gang
leaders, parents, youth workers and
police officials at the scene. The
tapes formed the basis for a spe c ial

report on youth crime. In Holly-

wood, KMPC presented a special re-

port, Gang Warfare in a Big City
—Why? Three months of research

were poured into the program, which

featured recorded interviews from
youths in slums, alleys, back streets,

pool halls and jails. ... In Boston,

WBZ ran a two-part documentary

analysis of how America's image is

viewed in foreign lands. The pro-

gram, Hoxv Others See Us, featured

interviews from American and Eu-

ropean government officials, Euro-

pean citizens, literary figures, and
American military personnel sta-

tioned overseas. According to the

station, digging up material for the

program took three months, 15,000

Continued on page 50
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KFAL RADIO
FULTON, MISSOURI

DOMINANT FARM RADIO SERVICE

76 hours of farm radio a week
. . . Interesting, pertinent and

factual information and pro-

gramming for farmers.

"Smack in The Middle" of the Cross-

roads of the Nation! Dominating a

vast moving audience, travelers, and

vacationers going everywhere all year

long ... On U.S. 40, and U.S. 50—
both transcontinental highways, and on

U.S. 54 Chicago to the Southwest.

From Border to Border in Missouri,

KFAL RADIO reaches the great auto-

radio, and portable-radio audience,

with news, information and entertain-

ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Tel: Midway 2-3341

Fulton, Missouri

900 Kilocycles 1000 Watts

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^

U. S. RADIO/ September 1961 43



RADIO FOCUS/PEOPLE

CAKE-CUTTERS at first ant party of KGBS L.A. NEW NATIONAL representation contract signers are, I to

included, 2nd from I to r, LA. Councilman H. A. Henry; r, Thomas B. Campbell, pres., Advertising Time Sales

George B. Storer, Jr., pres., Storer Bdstng.; Wendell B. (formerly Branham); Clyde W. Rembert, pres., KRLD
Campbell, v.p., mug. dir., KGBS hosts to 750 guests. AM-TV Dallas; Jack Thompson, v.p. of the new rep. firm.

SUMMER BLOOMS m the beauty contest tree are three finalists

from Miss Washington contest sponsored by WWDC. Shown with Star

Danny Kaye: Daye Atkinson, Terez Bogdany and Elaine M. Downs.

PUBLIC SERVICE award goes to Jack Fiedler, g.m.,

KTSA San Antonio, for his report on the Army from

Col. E. R. Mason, 4th Army public information man.

WHITE HOUSE
birthday letter went

to T*>-year-old Mete-

orologist E. B. Ride-

out of WEEI Boston,

who began weather

forecasting on the

station in 1925. He's

been credited with

many firsts, and suc-

cessful predictions.
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Agencies

Two shifts announced at BBDO:
Bobb Chancy, v. p. in charge of the

agency's Minneapolis office since

1955, moves to New York as head

of the agency's new business opera-

tions. Henry W. See, v.p. and ac-

count group head at the New York

office, heads for Minneapolis to take

over Chaney's old spot. . . . Louis

Hallenstein joins Olian and Bron-

ner, Inc., Chicago, as a copywriter

on the Reltone account. . . . Two an-

nouncements from Compton Adver-

tising, Inc., New York: Samuel M.
Sutter moves from McCann-Erick-

son, where he was a v.p. and associate

creative director, to the position of

v.p. and creative director at Comp-
ton. Paul Slater, manager of the

creative department at Compton,
named a v.p. . . . Edward Tabibian,

marketing director of Frank B. Saw-

don, Inc., New York, named v.p. in

charge of marketing and merchan-

dising.

Elliott Johnson joins Olian &
Bronner, Inc., Chicago, as head of

the agency's sales forecasting divi-

sion of the marketing and research

department. Johnson formerly was
supervisor of media research of Mc-
Cann-Erickson, Chicago. . . . John
W. Herdegen elected a v.p. of Geyer,

Morey, Madden & Ballard, Inc.,

New York. Herdegen is a member
of the agency's special department
devoted to experimental creative re-

search and development. . . . Nancy
Schutz moves over from Knox
Reeves Advertising to join Kenyon
& Eckhardt, Inc., New York, as a

copywriter. . . . Weston Elliot ap-

pointed an account executive in the

radio-tv department of Needham,
Louis and Brorby's Chicago office.

Elliot previously was with Lennen &
Newell and CBS Television, both in

Hollywood.

Two additions to Kenyon & Eck-

hardt's Los Angeles office: James F.

Thurman moves from Max Factor Sc

Co. to become an account executive

at the agency. Janet M. Carlson,

formerly with Malcolm Steinlauf,

Inc., Los Angeles, moves in as a copy-

writer. . . . Miss Terry M. Falgiatorre

joins the radio-television department
of Wermen and Schorr, Inc., Phila-

delphia, as a timebuyer. . . . Thomas

A. Casey named v.p. and director of

the marketing departmenl al Need-

ham, Louis and Brorby, [nc. . . .

Richard J. Maylander transfers from

Benton & Howies to join BBDO as

an account executive in charge of

new produc ts for the Pepsi Cola Co.

. . . George Oswald elec ted to the ex-

ec utive committee of Geyer, Morey,
Madden & Ballard, Inc. Oswald, a

senior v.p., is responsible for coordi-

nating the agency's five regional of-

lic es. . . . Victor L. Olesen, previous-

ly with Campbell-Ewald, moves over

to the Detroit office of Kenyon &
Eckhardt as a copywriter. . . . Law-
rence S. Reynolds, Frank P. Mc-
Donald, and Peter T. McLean ap-

pointed broadcast buyers in the

media department at Doherty, Clif-

ford, Steers & Shenfield, Inc. . . .

Harry B. Cohen, Sr., chairman of the

board of Cohen & Aleshire moved
over to Donahue & Coe, Inc., along

with the majority of the C & A ac-

counts and 19 of its personnel, in-

cluding Ed Aleshire, Frank Brady
and Harry B. Cohen, Jr. . . . Ralph
Homrig, formerly manager of mar-

keting services at Thomas
J. Hubert

Adveritsing, Cudahy, Wis., opened
his own agency, Ralph Homrig Ad-
vertising, in Milwaukee.

Representatives

Irwin W. Unger, previously asso-

ciated with the Chicago office of

Headley-Reed, takes over as direc-

tor of Select Station Representatives'

new Chicago office. . . . New execu-

tive changes at Avery-Knodel:

Thomas
J. White elected to the post

of director of the corporation. White
also was elected to the newly created

position of senior v.p., along with
Roger O'Sullivan, former v.p. for

radio at the Chicago office. . . . Wil-
bur M. Fromm appointed director

of new business and promotion at

NBC Spot Sales and Alfred Ordover
named manager of research. . . . John
P. Duffy, formerly with George P.

Hollingberry Co., and Joseph V.
Devlin, previously with Dancer-Fitz-

gerald-Sample, Inc., join the New
York radio sales staff of Edward
Petry & Co., Inc. . . . Robert P.

Cronin, manager of Broadcast Time
Sales' Chicago office, elected a v.p.

. . . Thomas
J. Brown, former tv

sales account executive for Headley-
Reed, moves over to the radio sales

staff of Avery-Knodel in New York.

Stations

Two changes ;it WTRV Albany:

[ohn Mounteer named to the posi-

tion id program managei and Al

Herskovitz named to the newly

created post of production supei

visor. . . . Sherman C. Hildretfa ap-

pointed director ol operations lot

WRC .uid WRC-FM Washington
Two changes in the piogiain de-

partment at WNAC Boston: Jose ph
P. Dube, radio supervisor, promoted
to the post of daytime program man-
ager and Alvin H. Marill, joins the

station as evening program direc tor.

. . . Al Radka named production co-

ordinator of KFRE Fresno. . . . Vic-

tor Williams promoted to directoi

of sales and marketing and Ruth \.

Just named director of promotion at

WIL St. Louis. . . . Larry Fischer ap-

pointed program director of KIOA
Des Moines. . . . Ben Slack moves to

KTUC Tucson as a partner and sales

manafer. . . . Bill Adams promoted
to program director at KOMA Okla-
homa City. . . . Charles A. La Mason,
assistant directoi of promotion for

WBAL Baltimore, moves up to the

position of director of advertising

and promotion for the station.

John J. Lee joins WPLM Ply-

mouth, Mass. as general sales man-
ager. . . . Gene Nelson moves over
from WKBW Buffalo, N.Y. to as-

sume the post of program director

at WSAI Cincinnati. . . . Arthur E.

Jost named v.p. and general man-
ager of WKNY Kingston, N.Y. Jost
previously was with the Radio Ad-
vertising Bureau. . . . E. J. Hahn
appointed commercial manager of

WABJ Adrian, Mich. . . . Two an-

nouncements at WHYE Roanoke:
James E. Gearhart named program
director and Richard S. Brooks ap-

pointed local sales supervisor. . . .

Tom Paris named general manager
of VIP Radio, Inc. He will coordi-

nate sales between WVIP Mt. Kisco,

N.Y. and WVOX New Rochelle.
Spencer Denison succeeds Paris as

station manager of WVIP. . . .

Networks

Simon B. Siegel elected executive

v.p. of American Broadcasting-Para-

mount Theatres, Inc. Siegel will

continue as executive vice president

of the American Broadcasting Co., a

division of AB-PT. . . . Orison S.

Marden joins the public affairs de-

partment of CBS News.
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the simple

facts about

business

magazine

advertising

& readership

are these

In the 20 years

since 1940, adver-

tising dollars in-

vested in trade pub-

lications have in-

creased from $64,-

000,000 to almost

$600,000,000 annual-

ly—a rate of growth

second only to tele-

vision.

Readership of busi-

ness publications,

according to Mc-

Graw-Hill study, is

up sharply since

1950. The reason:

Greater demands
on the knowledge

and ability of busi-

ness executives

who must keep up

with the pace and

competition of

American business.

Today a great need

exists for alert, cou-

rageous, profession-

al business publica-

tions in every field

—publications that

really reach their

fields.

The top book in the i:;

average trade field, i

according to a

widely-quoted Mc- :

Graw-Hill study, de- :l

livers 66% of the •

executives allied to
'

that trade category, i

The top three pub- i;

lications deliver :

92%. It was noted I

that an increased-

cost-per-qualified >

reader and a re-

duced-degree-of-in- :

fluence accompa-

nied each publica- I

tion in descending

order.
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1

the simple

acts about

SPONSOR

advertising

readership

are these

SPONSOR tops its

ield by a wider

nargin than the

iverage leader. A

survey (not made

jy SPONSOR)
oased on the agen-

:y-advertiser mail-

3 ng list of a big na-

ional rep showed

SPONSOR ahead

with 88.7% reader-

hip. A recent study

)f New York ad

igency readership

conducted by a

general ad publica-

:ion showed that

SPONSOR leads the

Text broadcast book

by 27%; and 70%
ahead in the "mag-

azine read most"

:ategory.

SPONSOR'S page

rate ($625) is about

8% less than the

magazine that rates

second in most sur-

veys.

The busy ad execu-

tive is kept fully

posted and pro-

tected with one

broadcast book spe-

cializing in the

things he wants to

know. Its new
SPONSOR-WEEK,
added to the eight

yellow pages, in-

terpretive articles

in depth, and in-

formative depart-

ments, provide

agency/advertiser

readers with a com-

plete weekly pack-

age.

Thus, SPONSOR is

the one publication

fully keyed to your

spot sales objec-

tives. It's the short-

est distance be-

tween buyer and

seller.

SPONSOR
Shortest Distance

Between Buyer

And Seller



RADIO
WITH A
REASON
SELLS
RICH, RICH
SOUTHERN
NEW ENGLAND

WTIC so.OOO WATTS
HARTFORD 15, CONNECTICUT
Represented Nationally by HENRY I. CHRISTAL CO.

DINING
at New York's elegant

MALMAISON
is a delightful experience

MALMAISON
RESTAURANT

10 East 52nd St., New York

LUNCHEON . . . COCKTAILS . . . DINNER

At the piano: Jules Kuti, 5 to 11 P.M.

PLaza 1-0845 • Closed Sundays

NAMES & FACES

Norman Kraeft, veteran farm news broad-

caster and program director, has been named
director of agricultural affairs for the Mutual
Broadcasting System. Kraeft, a 20-year man in

the broadcast field, moves to his new post after

serving as a consultant to George McGovern,
special assistant to President Kennedy and
director of the Food for Peace program. In

his new spot, Kraeft will double as a broad-

caster and network executive. He will operate

out of Mutual's Washington office to be near

the source of most of the major national and international news concerning

agriculture. The network set up the post in recognition of the "growing

interest in agricultural affairs and in agri-business, in particular." In his

new position, Kraefl lias originated a new program, Farm World.

Philip D'Antoni, former manager of the east-

ern sales division of the Mutual Network, has

been named as the company's general sales

manager. D'Antoni, 32, is one of youngest

men ever to hold this position for the network.

According to Mutual, D'Antoni's promotion

is in line with the policy established two years

ago of elevating more younger men into the

top executive positions.. One of D'Antoni

main functions at Mutual has been the crea-

tion of special radio network campagns for

specific national advertisers, prior to placing them on Mutual's roster. In

his three year tenure as chief of the eastern division, he created campaigns

that brought Philco Corp., Walker Manufacturing Co. and Denver Chemi-

cal Co. to the Mutual system. In addition, D'Antoni was successful at con-

vincing old-time users of radio to return to network advertising.

Edwin R. Rooney, Jr., who was instrumental

in bringing many investment firms into radio

advertising, has been appointed radio-tv di-

rector for L. W. Frohlich and Co., Inc. Rooney
was one of the first to sell investment firms on
radio and pioneered in the introduction of

mutual fund advertising in radio. Several

years ago, he instituted a number of business

news programs which are still carried by sta-

tions throughout the country. Rooney began

his advertising career with Doremus and Co.

in 1950 and rose to the position of radio-tv director. He joined Ruthraufl

and Ryan in 1954 as a producer-director-writer, and subsequently became
a broadcast supervisor. Prior to moving to his present firm, Rooney worked
for Norman, Craig and Kummel.
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HOW we can offer you

PROVEN
RESULTS*

with these

TELE-BROADCASTER STATIONS

_ Wilmot H. (Bill) Losee has been named presi-

yj^PJjPP^^ dent oi \M Radio Sales Co Inc. Losee suc-

t A ceeds Donald H. McGannon, who served as

JF president of the firm since April 1954 and will

now take over the post of chairman of the

board. Losee, currently general manager of

the radio representative firm, opened the New
York office of AM Radio Sales in 1951. The
company, originally formed to represent four

independent stations, now encompasses 13

leading independent outlets in major markets.

McGannon credits the leadership of Losee as one of the primary factors in

the growth of the company. Losee's experience includes a background in

both the broadcasting and the representative fields. He previously worked
at WINS, New York, the Branham Co., and the John Budd Co.

James K. Hackett, a former radio announcer,

has been appointed vice president in charge

of media at Arkwright Advertising Co., Inc.

Hackett's experience encompasses both the

broadcasting and advertising industries. He
began in career as an announcer in the Phila-

delphia area. In 1953, Hackett joined the

Cecil & Presbrey advertising agency as a media
trainee and left as an assistant account execu-

tive. In September of that year, he moved
over to the Frank B. Sawdon agency as radio-

tv coordinator on the Robert Hall account. When Arkwright was formed

in January 1959, Hackett stepped in the ground floor. Robert Hall moved
its account to the new agency and Hackett followed suit. Prior to his new
post, he served as media director, and account exec on Comark Plastics.

Donald J. Quinn, director of national sales at

RKO General Inc., has been tapped to head
the firm's newly-created national sales organ-

ization. The new organization replaces the

four national representative firms which had
served RKO's stations. Quinn is a long time

veteran in the station representative field. He
was co-partner in the rep firm of McGavren-
Quinn Co. and helped develop it from a re-

gional operation into a national organization.

After selling his stock to Daren McGavren,
Quinn became vice president and general manager for NTA Spot Sales. In
March of this year, he joined RKO General. By consolidating the RKO
operation, Quinn contends that "our new approach will lead to the devel-

opment of new and existing applications of broadcast media."

^^^^^
|/N Hartford -

(CONNECTICUT) WPOP
|/n Kansas City - KUDL
I'N Los Angeles-
1 (SPANISH LANGUAGE
| MARKET)

KALI
I'N San Francisco-

(SAN MATEO) KOFY
*T0P RATINGS IN

AUDIENCE

1 * MORE LISTENERS

PER DOLLAR

+ SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
CTATinHg

BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES

For facts & figures CALL

A TELE-BROADCASTER STATION

ONE OF NEW YORK'S

FINER HOTELS
On the city's most famous
thoroughfare. 5th Avenue in

exclusive Washington Square.

Spacious single rooms from $10

daily. With air-conditioning from

$12 $ 14. Lavish 2 & 3 room apart-

ments with serving pantries.

Television available.

SPECIAL RATES
on a monthly

basis. Additional

substantial

savings, on

unfurnished and
furnished

apartments
on lease.

Write for descriptive brochure

N. Scheinman, Managing Director

EbftkAvemie

Hotel
24 FIFTH AVENUE at 9th STREET
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1st
Continuous leadership
in every PULSE survey
(6 AM-12 M) from Oc-
tober, 1959, through
July, 1961, in Average
AH Day Audience

Continuous leadership

in HOOPER (7 AM -6

PM) from August-Sep-

tember. 1959, through

June-July, 1961, in

Share of Radio Audi-

ence.

Dominance in NIEL-
SEN Station Index (7
AM-6 PM) in Station
Total Cumulative
Homes and Adult Au-
dience, according to
October-November,
I960, report.

REPRESENTED BY

robert e. eastman & co., inc.

RADIO FOCUS/ideas

Continued from page 43

travel miles and innumerable tele-

phone calls lo all parts of the world.

Fm Developments
Stereo continues to be in the fore-

front of fm news with an increasing

number of stations converting to

multiplexing. On the east coast,

WQXR-FM became the first sta-

tion in the New York City area to

air multiplex broadcasts. The sta-

lion started its stereo broadcasting

with a short test that ran from late

last month to early this month. The
station conducted the experiment in

the wee hours of the morning from
1 to 2 a.m., Monday to Friday.

( >n September 7, the station in-

itiated its first regular multiplex

program, Adventures in Sound, spon-

sored by the Fisher Radio Corp.

The station announced during the

program that it was discontinuing

its nine year old stereo broadcasts in

favor of multiplexing.

On the west coast, KPEN-FM San

Francisco became the first station in

northern California to make the big

switch. On ils inaugural program

last month, the station provided a

demonstration of multiplexing,

which featured various types of sub-

ject matter, including music, sound
effects, and voice. The station is

currently broadcasting about 50

hours each week in stereo.

Moving back across country to the

southeast, WSPA-FM Spartanburg,

S.C., says it was the first station in its

area to convert. The station began

stereophonic broadcasting testing in

July and went on the air with com-

plete stereo programing at the be-

ginning of August. Station reports

public acceptance of its new musical

programing was much greater than

anticipated and demands on dealers

for stereo adapters and receivers far

exceeds the present supply.

WJBR Wilmington, Del., con-

verted to fm stereo on September 1,

according to John B. Reynolds Jr.

who says his is the first station in the

greater Philadelphia area to "provide

this new service." WJBR was the

first station in the Delaware valley to

experiment with stereo in 1958 for

FCC studies which preceded the com-

mission's choice of systems. Present

tests prelude regular programs.

AGENCIES USE RADIO
Continued from page 31

Ruegg, commenting on the slot-

ting of each agency view 12 times,

said station managers were "unani-

mously enthusiastic" about schedul-

ing the minutes at a variety of times

when they will reach the total ac-

cumulated audience. "And this, of

course, includes prime times," Ruegg
emphasized.

Some of the stations, he explained,

are making the same offer to local

agencies with a stronger local or re-

gional than national identification.

This means the advertising com-
mercials will be on the air much of

the coming year, inasmuch as each
national agency participating has a

guaranteed run of 84 announcement
times and each local of 12.

Alfred N. Greenberg, manager of

promotion services for the owned
radio stations, is coordinating the

project for Ruegg and thinks by the

end of this month that about two-

thirds of all the invited agency ex-

ecutives will have responded in the

affirmative.

At presstime, the only agency
"commercial" which had been pro-

duced in dramatic form with sound
effects and more than one voice was
that submitted by Compton Adver-
tising, New York, the full script of

which appears on the opening page
of this story.

Typical of the other "returns"

from agencies are these from N. W.
Aver, Philadelphia, and J. M.
Mathes, New York.

Editorial spoken by Warner S.

Shelly, president of N. W. Ayer &
Son, Philadelphia.

Have you ever considered that the

advertisements you read and the com-
mercials you hear have a direct bear-

ing on your own job? Of course you
have if you perform a service or sell

a product that has to be brought to

the attention of the buying public.

But in a complex society like ours

nearly all of our jobs are dependent

on the health of the general econo-

my. Think of how that economic

health would suffer if there were no
advertising! Thousands of stores

would cancel orders with their

wholesalers, through lack of buyers.

This would carry back to manu-
facturers, and all the people who
supply them. Workers would be laid

Continued on page 53

WING
Dayton, Ohio
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NETWORK PUBLIC SERVICE
Continued from page 23

growing interest in discussion pro-

grams and its demand for actualities

and in-depth (overage—public af-

fairs interest will continue to grow.

However, there is one thing more

that deserves mention because I feel

that public affairs programing will

grow in a new area. You know, pub-

lic service has had a bad connotation

to some people. It used to mean
something that was being pushed at

people because it was good for them.

The tendency on the part of the

public was to resist public service

programing for this reason.

In 1960, ABC tried something

new. We presented a segmented pro-

gram called Flair, which is more
popular today than ever. Well,

whether people realized this or not,

Flair is a public service program.

The program includes information

from foreign correspondents, advice

from psychologists and doctors, dis-

cussions by experts in practically

every field imaginable. What is the

difference between this show and

others previously labeled "public

service?"

We wrapped Flair in an entertain-

ment format that consists of comedy
and music as well as "public serv-

ice." It is in this manner that I think

public service programing will con-

tinue to expand. The public service

programs of the future will be dress-

ed in entertaining, as well as infor-

mative, attire. And people will stop

thinking of public service as a "lis-

ten because it's good for you"-type

program and start enjoying it.

THE VIEWS OF:
Arthur Hull Hayes

President,

CBS Radio Network

One of the central facts of life in

broadcasting today—one which will

greatly influence the pattern of radio

to come—is the rising educational

level and increasing news-awareness

of the audience.

There are more high school and
college graduates per thousand
Americans now than ever before in

history, and the proportion will con-

tinue to grow. As a result of this

broadening educational base, and of

the widespread public understand-

ing that what happens around the

world affects us here, the desire to

know has never been stronger. Just

Continued on page 52

RADIO IN THE PUBLIC INTEREST: 1961

WBNR Beacon, N. Y., close to

the controversial city of Newsburgh,

joined Mutual Broadcasting System

in producing a documentary Eoi

country-wide broadcast. The trou-

bled West 84th St. slum area in New
York City, which also gained nation-

wide attention recently, got a hand
toward rehabilitation by WWRL
Woodside (New York) and a num-
ber of civic organizations.

WVOX New Rochelle, N. Y., feel-

ing its public school system was get-

ting the wrong kind of national at-

tention in a segregation issue, has be-

gun a weekly Citizens of Tomorrow
series where teachers, parents and
children have a chance to partici-

pate. KOIL and KICN-FM Omaha
have devoted five sportscasts daily all

during the past summer to the Parks

and Recreation departments, keep-

ing parents and youngsters informed

on playground activities.

How to tap the pulse of the local

community? WOWO Ft. Wayne has

a distinctive answer, outlined by
Hilda Woehrmeyer, public relations

manager.

"An excellent source of informa-

tion on community needs and in-

terests is the station staff itself. All

station personnel are required to par-

ticipate in community affairs on a

personal as well as a corporate basis.

This participation exposes the sta-

tion, through its staff, to a broad sec-

tion of community attitudes and ac-

tivities and thus puts it in an even

better position of judging commu-
nity needs and interests. All station

personnel are equipped to make per-

sonal appearances before groups such

as civic clubs, women's organizations,

and at least 20 such group appear-

ances were made each month in

1960."

What does it all mean? In results?

In acceptance? In community bene-

fit?

In the case of the before-men-

tioned WAOK Atlanta political

rally, it resulted in a controversy

between Baptist ministers, the press

and various other groups for the rea-

son that the rally was scheduled on

a Sunday. At this writing, the rally

is slated for a Saturday, but the rum-

pus proved that radio is not going

un-noticed in its new role.

WIL St. Louis turned up 3,500

(.(intituled 1 1 urn filler L'

I

volunteers from its radio audience

for the Danny Thomas lund-iaising

drive for leukemia-stricken children

and St. (tide's I [ospital.

More than 1 1,000 persons in Prov-

idence, R. [., received polio shots ;is

a result of a one-da) polio clinic on

the air originated by WJAR I'tov-

idence. A decrease in auto fatalities

in Tennessee was instrumental in the

Sloan award to WLAC Nashville

for its daily accident reports and
safety drive. A single newscast of an

auto accident recently earned KNUZ
Houston the top news award of the

Texas Associated Press Broadcasters

Association.

In Muskegon, Mich., WKBZ re-

cently broadcast an air appeal to

raise 40 pints of blood for a woman
heart patient in need of an emer-

gency operation (the broadcast was

in the morning; the area's only news-

paper—an afternoon edition—was

unable to help) , came up with

pledged donations of 83 pints.

WKRC Cincinnati, as a public

service feature, broadcast the hour-

and-twenty-minute speech "Brain-

washing" (an expose of Communist
techniques) by U. S. Army Major
William E. Mayer on three succes-

sive nights without commercial inter-

ruption, repeated it a fourth time

ten nights later. To fill the tremen-

dous public response, Taft Broad-

casting mailed more than 25,000

printed copies of the address to re-

questees, supplied tapes of the pro-

gram to many other radio stations.

A Cincinnati columnist called it, "a

public service block-buster."

Said Stanley S. Hubbard, v.p. of

KSTP St. Paul, in his answer to the

u. s. radio survey, "To us, attitude

is the key to a well-balanced radio

station that is not only legally, but

morally, obligated to provide a voice

of the community."

Typical gains in public service

programing are reported by Don
Stellges, program manager of KEX
Portland, who says news, agriculture

and panel shows have increased in

the past year.

Community spirit is an infectious

thing. Advertisers are growing more
aware of it and of radio's new sta-

ture. Recently read into the Congres-

Continued on page 53
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ALL FOUR NETWORKS SEE /

one of many evidences of this: for

sonic time now, news programs have

been attracting the largest nation-

wide audiences in radio.

For the future, we at CBS Radio

see, first, a trend toward longer

hourly news. CBS Radio was the

first network to present 10-minute

news on the hour, beginning in late

19f>0. Various individual stations,

too, presenting 10- and 15-minute

news, have experienced a distinctly

favorable audience response. In our

opinion, the old formula of quick

headlines is on its way out; increas-

ingly, news formats will reflect the

inherent complexity of national and
world events by increasing in length.

A second (and corollary) trend is

toward more programs supplement-

ing the news: informational broad-

casts, editorials, news analysis. In

November 1960, the CBS Radio net-

work introduced the Dimension se-

ries of five-minute programs, encom-

passing a wide range of informa-

tion subjects. These programs now
comprise 47 different broadcasts

throughout the week.

In broadcast editorials, it is of in-

terest to note that the seven CBS
owned radio stations presented 139

editorials on matters of community
concern in the first half of 1961, as

compared with 84 editorials in the

comparable 1960 period. And our
stations are by no means alone in

this endeavor.

Finally, we see a trend toward in-

creased presentation of "actuality"

broadcasts. For example, there was
the exclusive CBS Radio network
pickup of the entire Khrushchev
press conference "live," in Paris last

year, and more recently, our cov-

erage—as it happened—of the at-

tempted hijacking of a jet plane in

El Paso.

To conclude, we see for the future

an era of thoughtful and vigorous

new exploration by broadcasters of

the program areas in which radio

makes its greatest contribution, help-

ing to bring that well-informed elec-

torate on which the success of the

democratic idea fundamentally de-

pends.

THE VIEWS OF:
Robert Hurleigh

President,

Mutual Broadcasting System

We regularly program 108 hours

RISING TIDE IN NEWS AND F

and 20 minutes annually ol public

service programing in a week-night

strip of five 25-minute features. In
addition, we consider our The
World Today and Capital Assign-

ment programs as public interest,

too. These also are 25 minutes long

and are aired five nights weekly for

52 weeks. These three strips there-

fore give us a total of 325 hours a

year.

Last year, in addition to these reg-

ulars, we had a 24-week, 50-minute

special concert series for a yearly

total of 20 hours; The Great Debates
for four hours; 20 special 25-minute

pre-c onvention and pre selection

broadcasts for still another eight

hours and 20 minutes; 120 hours of

convention broadcasting and 2ly
2

hours of straight election coverage

in November.

These give a total of an additional

173 hours and 50 minutes of public

interest and/or public service pro-

graming on a scheduled basis.

However, a quick estimate of

weekly specials—coincident with an

election year, Congressional hearings,

U. N. general assembly sessions, visits

by Nikita Khrushchev and other

events—during 1960 gives Mutual
another seven hours weekly of ir-

regularly scheduled special pick-ups

from Washington as well as overseas

points and United Nations head-

quarters in New York, which add
another 350 hours to the log.

The Mutual total therefore for

I960 stands at 848 hours out of a

total possible program schedule of

18 hours for 365 days of 6,552 hours.

This, roughly, is slightly in excess of

13% of our over-all broadcast sched-

ule for the year.

However, this does not include

special inserts in our five-minute

newscasts, overseas pick-ups, Presi-

dential addresses ranging from 15 to

45 minutes or other programing va-

rieties inserted in 36 daily five-min-

ute news periods. If we average these

out at 30 seconds each for 36 aired

daily, we find ourselves with an ad-

ditional daily total of 36 minutes

per day or a total of 202 more hours

per year.

All of these program factors com-

bined add up to 1,050 hours yearly

of 17% of the entire schedule.

UBLIC AFFAIRS
Continued from page 51

In addition to this we present Re-

porter's Roundup on Sundaw .<
_'")

minute news-making program also

aired on a 52 week basis.

THE VIEWS OF:
William K. McDaniel

Executive Vice President,

NBC Radio Network

A growing awareness of the times

and a desire to meet the changes

brought about by the metamorpho-
sis of network radio has been the

prime consideration of network ex-

ecutives in bringing informational

public affairs programing to the fore-

front.

NBC Radio, aware of its respon-

sibilities to the public along with

nearly 200 affiliated stations, has

been changing its program structure

to fit this rapid evolution. This can

best be illustrated by pointing out

that NBC Radio is currently devot-

ing over 30 per cent of its program
schedule to news, informational, cul-

tural and educational programing.

NBC Radio has placed an espe-

cially heavy emphasis on news in re-

cent years.

Six years ago NBC Radio intro-

duced its revolutionary weekend
program

—

Monitor. Two years later

—in January, 1957—NBC Radio

shifted its week-day programing con-

cept to news, beginning the indus-

try's first series of network news pro-

grams, on the hour, 17 hours a day.

The full facilities of NBC's news
corps of 50 full-time correspondents

here and abroad, plus nearly 400

part-time reporters around the globe,

were marshalled for this unprece-

dented project which today is the an-

chor of our network radio operations.

A little more than a year and a

half ago—in January of 1960—NBC
Radio added a companion program

to News on the Hour—a five-minute

essay-type program utilizing all mem-
bers of the news broadcast staff, and

presented eight times daily Monday
through Friday. This is Emphasis.

Emphasis varies from off-beat obser-

vations on the life and times of an

American newsman overseas, to com-

mentaries on the most urgent news

events.

NBC Radio during 1960 devoted

Continued on page 53

52 U. S. RADIO/September 1961



Continued from page 52 AGENCIES USE RADIO

28 per cent ol iis program schedule

to public interest and public service

programing. Of (lie nearly 8,500

hours programed, over !'<il hours

were in the public service—public

interest category. And during the

Brsi half of 1961, of the nearly 1,500

bonis led affiliates, approximately

128 bonis, or 30 per cent, of our total

programing was of a public interest

or public service nature. And tbese

figures do not include such programs

as News on the Hour or Monitor.

Many of these programs could easily

be classified within this area.

Through such programs, it is our

feeling that network radio as a com-

munications medium has now pro-

gressed to the point where it has

given the American people an un-

paralleled opportunity to become in-

timately familiar with the character

of almost all the leading personalities

of our day; with the events that are

shaping our futures; and with issues

that engage us all.

PUBLIC INTEREST: 1961

Continued from page 51

sional Record by North Carolina's

Rep. L. H. Fountain was a tribute

to a Kingston, N. C, advertiser, Hoyt
Minges, who owns the Pepsi-Cola

Bottling Co. there. Minges spon-

sors a four-hour block of evening

time every night on WFTC, pro-

grams only better music, and has

given the station instructions to pre-

empt any of his commercials for pub-

lic service. By now the program has

become not only a vehicle for good

music but also a seminar for local

events discussions, school functions

and charitable drives.

"I understand the response has

been tremendous," said Congress-

man Fountain. "Too often in our

limes we are inclined to overlook

some of the less obvious ways of

telling the public about one's prod-

uct and services. I am certain that

Mr. Minges has established not only

himself, but Pepsi-Cola too, as true

patrons of the arts, and our country

can certainly use a few more patrons

of the arts."

Continued <>n page 50

off at a time wfien the cost of most

things they buy was increasing, sim-

ply because there couldn't be the

mass production that keeps prices

low. It would be a lucky person in-

deed who would not be severely af-

fected. So your job may depend on

advertising after all. And so may the

future groiuth of our nation.

Here are some of the agency ex-

ecutives who are cooperating, with

excerpts from their reactions to the

initial CBS suggestion for such an

air campaign.

Donahue & Coe, New York: Walter
Weir, chairman, executive commit-

tee ".
. . wonderful idea to let the

agencies do something to help clarify

the public's conception of advertis-

ing ... 1 think your move an ex-

tremely intelligent one which should

profit CBS Radio and advertising in

general."

Leo Burnett Co., Chicago: Leo
Burnett, board chairman. "It is ob
viously a constructive and a generous

offer."

Compton Advertising, New York:

Barton A. Cummings, president.

".
. . thank you for the program

which you have undertaken to pre-

sent the true and basic values of ad-

vertising in building and maintain-

ing the economy of this country."

One agency, Meldrum 8c Fewsmith,

Cleveland, through its tv, radio and
film v.p., Bruce Stauderman, sug-

gested a radio variation of the city's

"Cleveland Plan" in print, in which

newspapers scheduled free insertions

in which readers were asked to com-

ment on advertising which they

found objectionable and why.

Stauderman asked CBS to coop-

erate in letting him solicit similar

comments from radio audiences to

his announcement in all seven cities,

and the network has agreed.

Stauderman's theory: "We can

carry this commercial far beyond the

usual platitudinous statements that

so many people tend to make in de-

fense of the subject" of advertising.

He has arranged for each CBS sta-

tion to forward mail to Cleveland,

where the local Better Business Bu-

reau will tabulate the mail and send

individual complaints to "the proper

parties."

THE MEANING OF TODAY'S NEWS.,

.

"GLOBECASTS"—by the newsmen

Of BROADCAST EDITORIAL RE
PORTS, INC. who are known 'round

the world—-now are heard throughout

the entire world over metromedia's

WRUL, International Short Wave

key station of the WORLD WIDE
BROADCASTING SYSTEM.

These same "GLOBECASTS" are

available in the United States on an

exclusive basis—a new service to your

audience, a new dimension to your

station's news and public service

image.

For full information — contact A.

Maxwell Hage, President of B-E-R's

newly-formed affiliated organization:

Broadcast Global Reports, Inc.

World Press Center—54 West 40th St.

New York 18, N. Y.

Tel.: LOngacre 3-3942

...PUBLIC SERVICE WITH PROFIT

INTRODUCING THE NEW

DRTDEV-EiST
HOTEL

39th St., East of Lexington Ave.

NEW YORK
Salon-size rooms • Terraces • New
appointments, newly decorated •

New 21" color TV • FM radio • New
controlled air conditioning • New
extension phones in bathroom • New
private cocktail bar • Choice East

Side, midtown area • A new concept

of service. Prompt, pleasant, un-

obtrusive.

Single $15 to $22 Suites to $60

Special rates by the month or lease

Robert Sarason, General Manager

ORegon 9-3900
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MARC HANAN
Continued from page 26

The hospital discharged Hanan
and he returned to El Centro with a

breathing apparatus and a wheel-

chair. He managed to participate in

part-time work with a telephone and

a typewriter.

But it was at that point—soon

after his arrival back home—that he

"was just about ready to toss in the

towel." But, Hanan recalled that

"the unswerving faith of my wife

Mozelle and Mr. Gibson made me
decide that everyone is handicapped

in one way or another. My being in

a wheelchair was just one of many
possible forms of handicap. I still

had m\ hands and my brain, so I

decided to put them to work."

Today, Hanan at 32 is once again

on the threshold of a promising

career in broadcasting. Since 1959,

when KXO was sold to new owners,

Hanan has been working as general

manager of the station.

"I spend a full day working, all

morning at the station and after-

noons from my home," he explained.

"My staff is loyal and happy and the

station is making a profit."

Now, Hanan is ready to buy the

station again. Looking back on the

last six years, Hanan claims that the

attack of polio has not hampered
him to a great extent. For evidence

he points to the facts that "my sta-

ture in the community has increased,

my income has increased, my invest-

ments have increased, and certainly,

my happiness and gratitude for

being able to compete in a tough

business in a wonderful industry

grows every day."

But most of all, Hanan points

with pride to his growing family. He
is the father of three children—aged
5i/

2 ,
3i/9, and \i/

2—with a fourth on
the way.

Hanan believes in being complete-

ly honest with his children about his

handicap. "When my children ask

'Why can't daddy walk?', we don't

hem and haw around. We explain

exactly why.

"Consequently, when my children

hear this word from others about me,

it means no more to them than if

the person had mentioned I had a

sore throat. They clamor to get the

choice seat for a free ride on my lap,

and my wife tells me they worship

me. This alone is enough."

SO YOU WANT TO SURVIVE

the station for acceptance, then to

the agency as confirmation. The
agency then gives final acceptance

ind authorization before transmit-

ting the signed form to BCH. Then
BCH takes over.

2. A prima facie bill is sent to the

agency on the 20th day of each

broadcast month showing a com-

plete estimate of each client's cam-

paign with all stations itemized and

sub-totaled.

3. A station bill is sent to each

station participating in the cam-

paign at the same time the prima

facie bill is sent to the agency. The
station notarizes the form, notes any

changes in the schedule run if dif-

ferent from the order and returns it

to BCH. When the form is received

at BCH, a check is sent to the station

for the broadcast month.

4. An adjusted bill, based on the

adjustments between time ordered

and time delivered as notarized by

the station, is sent to the agency on

the 10th of the month following

broadcast. This is the final bill. The
agency issues one check to BCH for

each client campaign.

5. The representative's statement,

an adjusted and final billing synop-

sis of all national spot for each sta-

tion for the preceding broadcast

month, is sent to the rep on the 10th.

Accompanying the statement is a

check for the representative's com-

mission.

BCH believes that this plan will

speed up the flow of payments and
collections and provide better safe-

guards of performance. To insure

performance the firm will maintain

a continuing field audit of its mem-
ber stations by bonded auditors.

They will examine the broadcast

logs that the station submits to the

FCC and check them against bills

received by BCH. Whenever war-

ranted, BCH says it will immediate-

ly make adjustments to agencies.

The BCH plan has met with un-

limited enthusiasm among most
reps, who for years have wrestled

with the problem of untangling spot

billing in order to loosen up more
dollars for radio from ad agencies.

This is what they report in conver-

sations with u. s. radio editors.

Agency people, too, have expressed

great interest in the proposals,

THE SPOT PAPER JUNGLE!
Continued from page 34

although some are holding their final

opinion in reserve until such de-

tails as make-good provisions and
talc- variations are more thoroughly

outlined to them.

Both agencies and reps, though
very much in favor of the concept

of centralized spot billing, are hold-

ing up final approval of any specific

plans until "we know more about
how much it will cost us."

Costing for any such automated
process is complex. BCH, which in

its initial presentation discussed

theory and processing details — not
cost — is expected to announce its

rates before the end of the year.

"At the present time," predicts

Mehlig, "we are thinking in terms
of sharing the fee between the agen-

<\. representative and station on a

25-25-50 percent breakdown, respec-

ts ely. How the total actual fee will

be determined is still under dis-

cussion."

At least one representative firm

has indicated that when the fee sys-

tem is announced it will probably
subscribe. James O'Grady, executive

vice president, Adam Young Inc.,

has stated that "We have seen the

BCH presentation and were quite

impressed with it. It is our inten-

tion to subscribe if the cost is in

line."

O'Grady pointed out that he
didn't believe it would decrease the

rep firm's accounting costs to turn

everything over to BCH on a fee

basis. "However," he said, "cutting
our own costs is not our prime in-

terest. The greatest benefit is in-

creased efficiency and economy for

an advertising agency, which will

then feel that national spot radio is

a more worthwhile buy. When this

happens, both the representative

and the station stand to gain in the

long run."

At Edward Petry & Co., reaction

has been favorable but, according

to Ben Holmes, vice president for

eastern radio sales, "the method
is still to be studied. We approve
of the whole idea, and we are satis-

fied from our initial query about

the financial arrangements BCH has

made with the Bank of America."

Holmes raises the question of

"security"—whether records could

Continued on page 57
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NEWS: STILL NO. 1 IN PUBLIC SERVICE
Continual from page 25

competition in a nation where news-

paper monopoly exists in all but a

small number of cities, where there

are twice as many radio stations as

daily newspapers.

Changes in the nature of the news

reported reflect changes in all news

media today, a stepped-up coverage

of space age news and international

news. Both give radio great op-

portunities.

Voice reports from overseas are

many hours ahead of the first photo-

graphic matter reaching tv or news-

papers. Many space stories are per-

fect for radio and unwieldly for tele-

vision. Witness the astronaut flights

which radio would follow with re-

ports from various spots at Cape

Canaveral, the aircraft carrier at sea

and the Grand Bahama island.

Television had its best moment
showing the blast-off but after that

was hard-pressed to illustrate what

was basically radio's story.

There are many radio stations to-

day interested in serious news efforts

but so frequently a change in owner-

ship or top management results in

the dumping of existing news set-

ups or in drastic change, that a

scientific examination of how many
stations are doing what is hard to

come by. The best index of the

growth of serious news operations

is found in the expansion of the

Radio Television News Directors

Assn. from just a few dozen mem-
bers to about 700 today.

An NAB survey comparing the

years 1953 and 1960 showed little

change in the amount of time de-

voted to locally prepared newscasts

but twice as much or more of net-

work news on radio.

Some 84% of station managers

said they found news more impor-

WINF
SERVING THE GREATER

HARTFORD AREA
WITH 1000 WATTS

CBS

CALL

WALKER RAWALT CO.

taut in I960 than it was live years

earlier, but in 43% of small sta-

tions, 34% of medium-size stations

and one out of five large stations,

there was no single person responsi-

ble for news alone. The responsi-

bility went to announcers or others

on the staff.

u.s. radio asks what advice one
might give management concerning

news.

Here in Kentucky, as elsewhere,

the folklore is full of witticisms

about free advice being worth just

that. Obviously a person interested

in the growing importance of elec-

tronic journalism would urge man-
agement to develop a meaningful,

local news operation, be it centered

around a single, good man in a

small town or many good newsmen
in a large city.

No other contribution could be

more meaningful in the public in-

terest, convenience and necessity

that a licensee pledges to uphold.

A good news operation, no matter

how modest in size or budgets,

means more to a good radio station

than simple fulfillment of public

obligations. It enhances the image
of the station, gives it a stature that

spreads to other aspects of the

broadcaster's schedule and makes it

truly a party of the local com-

munity.

For those who want to broaden

their impact, there is great poten-

tial in the fields of editorializing

and documentaries once the foun-

dation of a good news operation is

set.

Radio news has an important

function in our time. No matter

how much the detractors from with-

out and the distractors within

broadcasting do damage to its repu-

tation, radio news remains an ex-

citing and illuminating form of

communication. Its limitations are

fewer and its possibilities greater

than almost any other news media
today.

Democracy needs station man-

agers willing to invest in creative

news coverage. A better informed

citizenry is a certain result. Failure

to make the investment can only re-

sult in radio forfeiting its greatest

potential.

FALL RADIO BOOM
Continued from page 29

ter for a radio boom beginning in

the fall quarter. How much the

medium will benefit depends much
on radio itself . . . the ways in which

radio salesmen and the industry at

large move to pit k up increased

business.

Patterns of radio buying in the

current season indicate that the

more convincing votes for radio and
the more creative agency use of the

medium comes largerly from buying
centers other than New York.

Agencies in Chicago, Detroit, St.

Louis, San Francisco, Los Angeles

and Dallas have come up with im-

portant radio campaigns, while

New York agencies have contributed

their regular schedules for radio

standbys with little deviation.

Larry Webb, president of Station

Representatives Association, New
York, believes that "Chicago buyers,

especially, are much more sophisti-

cated about the use of the medium.
This shows up in any study of

where radio is purchased. Chicago
has shown a larger increase in bill-

ings than New York." He believes

that buyers there are more able to

judge radio's results because of

strong regional success with farm
radio. Furthermore, buyers distant

from New York are less susceptible

to the drama and trauma of tele-

vision than New York buyers who
live at the functional center of the

tv industry.

SRA is taking steps to build up
promotion in other cities. In De-
troit a chapter of SRA was opened
recently and is currently working on
radio-selling ideas for that market.

Detroit news is good

Detroit's SRA president is Charles

D. Fritz, manager of the John Blair

& Co. organization there. He re-

ported two weeks ago that condi-

tions in Detroit were pretty much
"touch and go" pending settlement

of a new United Auto Workers con-

tract. Previous to settlement, accord-

ing to Fritz, "some advertisers in-

tended to keep their radio intact re-

gardless of a strike, because they feel

their cars still have to be announced.
One automative was all set to re-

lease schedules pending bargaining
results. Still others planned to inject

a strike clause in radio contracts."

Fritz commented, too, that Chev-
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AUTOS, FOODS LEAD FALL RADIO BOOM
Continued from preceding page

rolet and Dodge (of those buying

in Detroit) have unquestionably

been best tuned to the vital role

spot radio can play and are the two

biggest investors. Representative are

hopeful that Chevrolet sales go well

enough to reinstate the extensive

spot schedules cancelled at the end

of March. Such a move by Chevrolet,

combined with BBDO Detroit's tra-

ditional use of radio's flexibility for

Dodge, "may produce action if the

market moves fast," says Fritz.

An indication of Buick's inten-

tions for 1962 models and how they

coincide with radio's reach can be

noted in a statement by Gerald Mil-

lar, Buick ad manager. "We are go-

ing after the young age group," he

says, "where the performance of

our '62s will have great appeal."

Although Millar does not draw
an analogy, representatives do.

They think Buick will "turn to

radio to best reach young house-

holders on the move."

The significant trend developing

in Detroit, according to close ob-

servers, is the tendency to use radio

'round the year instead of just at

announcement time. The trend

seems to have been sparked by the

increased awareness of the market-

ing opportunities offered by out-of-

home listening, especially by parts

and accessories producers (Guardian

Maintenance, Delco, AC Spark

Plug, Dowgard, Harrison Radiator).

Says one rep of Detroit agencies:

"As Detroit ad men invest more
each year they acquire more knowl-

edge of the medium's best use. De-

troit has several strong exponents of

radio who will introduce several

totally new concepts to automotive

radio in the early '60s."

A trend toward radio use for

consumer accounts originating from
nominally auto agencies is reported

by Glenn Gilbert, manager of AM
Radio Sales Co.'s Detroit office. "We
have found great interest on the

part of automotive agencies in be-

half of consumer accounts such as

packaged food products. Apprecia-

tion of spot radio is generally on
the upturn, included more and more
as a primary medium. Agencies and
advertisers now recognize separate

audiences delivered by stations."

Agencies are also showing more

interest in news-in-depth program-

ing and sports coverage, he observes.

"All indications point to a very

healthy year for spot radio in the

midwest, with the special footnote

that there is a trend among the

major automotives away from the

highly seasonal once-a-year intro-

ductry campaign."

In New York, at least two cam-

paigns for 1962 are in the works at

Better Broadcast Bureau Inc. Clif-

ford Barborka, president, indicates

that "cereal manufacturers are tak-

ink a close look at spot radio for

1962 based on entirely new market

research. A major pharmacuetical

house is planning, through special

radio programing, a campaign based

upon a new spot announcement
concept." He explains that the new
concept applies not so much to the

number of announcements, but

more to a "program" announcement
concept.

At Radio Advertising Bureau,

New York, Kevin B. Sweeney, presi-

dent, expects that both "spot and
network radio business will run

ahead of 1960 during the fall of

1961 and will be even stronger in

the winter and spring of 1962."

Sweeney believes that there is

"substantially more interest among
large advertisers in radio for cam-

paigns running above $1 million

than there has been in the past five

years. This is new and significant."

Sweeney asserts that advertisers

are especially responsive to argu-

ments for radio, especially in these

areas:

1) the "on target" principle of

selecting the right audience for in-

dividual products from radio mass

audience (RAB estimate: 97% of all

families);

2) the comparisons of radio and
television for spring, summer and
fall that show how close in total cov-

erage of adults these two broadcast

media are.

Spot radio pick-up, too, is noted

from SRA-released figures for esti-

mated billings lor the first six months
of 1961.

In the second quarter spot radio

advanced gross national billings by

nearly $10 million above the figures

for the first quarter.

Fall business, as always, is on the

move for radio. But according to

u. s. radio sources, the fall of 1961

bears an important turn in the

road for many days to come.

D. P. Brother ir Co., Detroit, is responsible for much automotive money

in radio this fall for Oldsmobile, AC Spark Plug, Guardian

Maintenance, Harrison Radiator. John J. Walsh is chief timebuyer.
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SO YOU WANT TO SURVIVE THE SPOT PAPER JUNGLE!
Continual from page 54

be held in confidence indefinitely.

He remarked, however, that he had

found "security is not a problem.

Call letters are to be coded and the

records are, of course, in the hands

of the Bank of America, which

would hold them as confidential."

Representatives have actively pur-

sued standardized billing for many
years. The Station Representatives

Assoc. in 1954 developed an idea

for central clearing but could not

put the plan into action because

there was no data processing equip-

ment large enough to tackle the job

nationally.

SRA, according to its managing
director, Larry Webb, has officially

endorsed the concept of a central

clearing house since seeing the BCH
presentation, but as an industry or-

ganization it is unable to support

any single, private group.

Two rep firms have for many
years used their own centralized bill-

ing systems, which each adapted

from the systems used by newspaper
representatives.

Sam Jones, assistant treasurer, The
Katz Agency Inc., explains that his

firm collects and bills for the sta-

tions it represents. Although most
reps allow station sales to be billed

direct, he explains that Katz has

found its method extremely efficient

and accurate. Katz does all billing

by hand because it finds it simpler.

Another rep firm, Advertising

Time Sales Inc., newly formed broad-

cast division of The Branham Co.,

operates a completely centralized

billing service for its stations.

"Our system is only partly auto-

mated," says Thomas Campbell,

president, "because electronic com-
puters adaptable to our volume have
not been devised to lick the billing

problems. All our stations send bills

and affidavits to our Chicago office.

We forward them to agencies and
then pay the station. The BCH plan

is a good move, but there will prob-

ably be some difficulty with rate

patterns."

Although station broadcasters

have as yet received no formal pres-

entation from BCH (they will be-

fore the year ends), many are famil-

iar with the plan and are reacting

favorably. A large market station

recently told its representative that

it was ready to "sign up immedi-

ately."

In a query of broadcasting group
headquarters in New York, it was

learned from several sources that

there is considerable interest of a

practical rather than merely theo-

retical character.

Donald H. McGannon, president,

Westinghouse Broadcasting Co., had
this to say:

"We have been and are willing to

support the basic concept of a cen-

tral clearing house for spot billing,

but find that it has not yet attracted

broad interest in the industry.

"It makes sense if the net effect of

its operation will be to reduce the

paper work and administration with

which the agency and /or advertiser

is confronted in spot buying. The
clearing house idea and any other

ideas that will facilitate the spot buy-

ing process for the advertiser must be

aggressively pursued by the broad-

caster if he intends to figure promi-

nently in future buying patterns."

At Corinthian Broadcasting Corp.,

Charles G. Tower, administrative

vice president, commented: "We are

for anything that will make for more
efficient broadcasting—if we are sat-

isfied that these objectives are met."

He pointed out that the reps already

participating in central billing for

their stations had found the system

successful.

The fact that many advertising

agencies feel that their smoothest

billing relations occur with stations

whose reps now operate a central

service would indicate a general pref-

erence for such a system. However,

these reps do not charge agencies a

fee for this service.

It evolves that most agencies are

openly in favor of a plan that will

help cut down their paperwork
overhead. But at the same time, they

question whether the savings would
justify the fee payable to a central

clearing house.

Inherent, however, in this argu-

ment are two unknowns: (1) the

BCH fee which will be announced
later and (2) the actual cost involved

in excessive paperwork to agencies.

Most agencies, u.s. radio learned

in its survey, have no accurate ap-

praisal of how much billing pro-

cedures should cost as against what

they do cost. Unless agencies take

the planning and execution time to

Learn this, they'll have no way of

knowing jusi how much subsciip

lion to a ccnlial cleat ing agency

might save them. Mehlig and his as

sociates are convinced the time-and

monev saving would be "enoi inous."

Approximately 70 members ol the

Agency Financial Management
Group heard a presentation In BGH
during one of their regular lunc heon
meetings in June. According to

Barrett R. Tanner, AAFMG secre-

tary, reaction to the proposals pre-

sented was "mixed."

Shelby Page, vice president and
treasurer, Ogilvy, Benson 8c Mather
Inc., and president of AAFMG, says

he is in favor of such a plan if it

would produce "better, cleaner bills.

One bill is fine. But the major bene-

fit of such a plan is to the represen-

tatives and stations. It wouldn't

decrease the work load of the agency
that much. And for that reason we
wouldn't want to pay much money."
He says that standardized, cen-

tralized billing, to the best of his

know ledge, does not solve the agency
problem. Page describes this prob-

lem bv pointing out that "the sys-

tem will be standardized, yes, but

Continued on page 58

WDTM

in

Public Service

DETROIT
"first with Stereo

in Michigan"

U. S. RADIO/ September 1961 57



NATIONWIDE RADIO

Conti?iued from page 39

( ire illation magazines and passed out

window streamers, bumper strips,

direct mail letters, promotional discs,

and book matches to all its agents.

Television also was used in 17 areas

that contained a high ratio of agents.

Nationwide, with 6,000 agents in

the 29 states, is one of country's

largest multi-line insurance com-

panies. Car insurance is only one of

the many types of coverage that the

( ompany offers.

By 1963, according to Kelley, the

company's rate ol expansion—which

has been rising steadily in the last

10 years—should make it literally a

nationwide organization.

Nationwide is not a complete

stranger to radio. Two years ago, it

sponsored an Edward R. M in row
documentary program, Hidden Rev-

olution, which captured a Peabody
award, and dm ing its drives into new

states about 20 per cent of the adver-

tisering money finds its way into

1 ;ulio.

It has never, however, run a radio

campaign that covered as much
ground—or air—as the one this

summer. What about the future?

\\ ill radio continue to play a role in

Nationwide advertising?

Hal Graves says the answer is a

definite "yes." "Next year radio may
well be one of Nationwide's prime
( ai t iers."

Although the success of the cam-

paign is subject to the final sales fig-

ures, Graves said that "the initial re-

action has been surprisingly good."

"The company received a immedi-

ate response from both the public

and its own field forces. It all points

to radio as an effective and efficient

selling medium."

Although the advertising plans for

the near future are still in the plan-

ning stage, Graves believes that this

type of campaign could be a "fore-

runner of what will be used in the

future."

Nationwide still will continue to

employ various forms of media, but

Graves thinks it will move more and
more toward the direction of radio.

"Radio has provided us with a

dramatic change of pace and it

should receive an increasingly larger

share of the ad budget in the future,"

he said.

SO YOU WANT TO SURVIVE

we will still have to check out every

spot. OP)\l would never allow auto-

matic make-goods by a station be-

cause sometimes we may want make-

goods, other times we may not. On
the other hand, we are not inter-

ested in an automatic rebate for a

missed spot because we may not earn

the first bought rate."

\h ( iiinii Ki ic kson's assistant con-

troller, Earle Bengsten, approves of

the plan as a "step in the right direc-

tion." He notes that "at the present

time each media section here is deal-

ing with many reps in lining up con-

firmations of schedules. Everyone
li.is a different style form. By work-

ing with standard forms the confir-

mation serves as billing to the agency

and saves considerable time."

One problem that such a system

would raise, he says, is: "If you do
not have all stations conforming to

the practice, you are ridding your-

self of only a portion of the prob-

lem." Bengsten would also like to

know what such a system would cost

the agen<

j

William G. Carmody, secretary

and assistant treasurer, Geyer,

Morey, Madden & Ballard Inc., an
agency that has pioneered with the

"sight draft" system of paying sta-

tions, calls the BCH proposals "very

good. They seem to be very com-

plete. The advantages to our agency

would be 1) standardization of

forms, 2) speeding up of payments
and 3) getting detailed paper work
out of the shop."

Disadvantages to the agency, he

says, would be that the system would
be costly if there were frequent

schedule changes, as well as the prob-

lem of arranging make-goods.

Foote, Cone Sc Belding Inc.'s Ed
Barz, coordinator of media services,

says that the idea sounds like a good,

practical one "if it really works." He
thinks it might save everyone money
and is anxious to know wThat stations

and reps think of the plan.

Jack Boyd, manager of data proc-

essing for Benton & Bowles Inc.,

thinks the plan is an "ideal, logical

approach" to a problem common to

the industry.

Another agency that is not sure

central billing would do much to

solve agency paperwork is Ted Bates

8c Co. "We benefit from anything,

THE SPOT PAPER JUNGLE!
Continued from page 57

naturally, that improves things on
the other side of the fence, but we
will still have to follow up rebates

and adjustments as we did before.

Confirmation may even be slower

with an additional agent in the

transaction, unless it can be speeded

up in some way."

The question most prominent in

agency accounting circles regards

the efficiency of the plan concerning

make-goods. Under the BCH plan,

the confirmation order which initi-

ates the transaction and authorizes

the clearing house to proceed with

billing offers the agency the choice

of either giving the station power
to run make-goods automatically or

leave the make-good arrangements

to the discretion of the agency. Some
agenices feel that if they do not au-

thorize make-goods by the station
;

but re-negotiate for them with the

station and the rep, any speed gained

in billing will be lost.

BCH's Mehlig says that his organ-

ization will leave the make-good
ironing-out to the agencies and reps.

Thus, he admits, the make-good
negotiations will continue as they

are presently handled. But he is

certain that both stations and agen-

cies, aware that the bill is in a stage

of swift processing, will psycho-

logically want to hasten the make-
good agreement.

The economic savings evident in

the central clearing agency concept

are clear: lower costs thus increased

profits through saving in paper,

time, people and space.

The psychological savings are

clear, too, if the system will alleviate

arguments, misunderstandings and
lengthy negotiations between agency

and station.

Ultimately and most important,

if the central clearing house concept

becomes a working, practical reality,

national spot radio's gross billings

will take a giant step forward. Such

a step could only produce more
profit for all concerned—agency, ad-

vertiser, station, representative.

Free to WRITERS
seeking a book publisher

Two fact-filled, illustrated brochures

tell how to publish your book, get

40% royalties, national advertising,

publicity and promotion. Free editorial

appraisal. Write Dept. R-9

Exposition Press, 386 Park Ave. S., N.Y. 16. N Y
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U.S. FM MOVES AHEAD

u.s. fm notes two milestones with its publication this month. First, this

issue marks one year since the publication was born in September 1960.

Second, with this issue u.s. fm becomes part of its sister publication,

u.s. radio. It will appear each month as a separate editorial section de-

voted completely to reports on developments in fm broadcasting. This
revised format facilitates the needs of busy readers who now can learn

of industry developments important to both am and fm broadcasting
in one magazine.

During u.s. fm's first year, the fm industry has shown encouraging
development. National advertising agencies, in particular, have demon-
strated a more intense interest in the medium. Many have taken a lead

in the exploration of fm audience research. Fm stations have increased

in numbers from 746, as reported a year ago, to 896, as noted in Radio's

Reach, page 10 (FCC figures for month ended July 31) . The vigorous

response of these stations to u.s. fm's editorial objectives is apparent in

the increased number listed in the Fm Station Key, page 60. One year

ago there were 252 stations listed; today there are 515 stations, compiled
from fm station reports. The list has more than doubled and continues

to grow at a fast rate.

As before, u.s. fm presents feature articles outlining in depth events

of major significance to fm advertisers, agencies and broadcasters. Short-

er news items of interest to fm readers are now integrated in such u.s.

radio departments as Soundings, Radio Focus/Ideas, Radio Focus/
People, Radio's Reach and Letters to the Editor.

u.s. fm believes firmly in a prosperous future for fm as a strong and
separate force in the radio medium, u.s. radio and u.s. fm are confi-

dent that both am and fm broadcasting will continue to grow, each com-

plementing the other in the services they provide advertisers. Both pub-

lications, under a single cover, will similarly complement one another in

presenting news of these services for the radio broadcasting and advertis-

ing industries.



FAI STATION KEY
The statistical and factual data contained in this summary are taken

from reports submitted to us by fm stations. They are believed by us

to be accurate and reliable. Any questions for further information

should be directed to the individual station. The total FM station key

includes returns from 515 fm stations. See box below for abbreviations.

Please note box at bottom of page.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

graming; where there is an am affiliate, sep.—refers to the fm being separately pro-

gramed and dup. refers to the fm station duplicating the am programing; cl—
classical; con—concert; op—opera; s-cl—semi-classical; pop—popular; st—standards;

shw—show; ilk—folk; yz— jazz; nws—news; wthr—weather; dr—drama; intvw—inter-

view; cmtry—commentary; re/—religious; sprts—sports; educ—educational program-

ing; disn—discussion.

ALABAMA
Albertville

WAVU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w
Prog. (Dup.): Pop, nws, wthr, sprts

Birmingham

WAPI-FM (Am: WAPI)
National Rep.: Henry I. Christal

Counties: 47; ERP: 72,000 w
Prog. (Dup.)

WCRT-FM (Am: WCRT)
National Rep.: Weed
Counties: 42; ERP: 48,800 w
Prog. (Sep.): CI, s-cl, st, shw

WJLN (Am: WJLD)
National Rep.: Forjoe

Counties: 28; ERP: 23,000 w
Prog. (Dup.)

WSFM
National Rep.: Walker-Rawalt
ERP: 20,000 w

Decatur

WHOS-FM (Am: WHOS)
Counties: 6; ERP: 2.35 kw
Prog. (Sep.): St, pop, shw, cl, sprts

Montgomery
WAJM-FM
National Rep.: Heritage Representatives

Counties: 28; ERP: 29,600 w
Prog.: Cl, con, op, jz

WFMI
Counties: 14; ERP: 10,000 w
Prog.: Con, op, s-cl, st, show

Sylacauga
WMLS-FM (Am: WMLS)
Counties: 4; ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, cl

ALASKA
Anchorage
KTVA-FM (Tv: KTVA)
ERP: 750 w
Prog.: Cl, con, op, s-cl, shw

ARIZONA
Tucson
KFMM
National

Counties:

Rep.: Good Music Broadcasters

3; ERP: 7,200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS
Jonesboro

KBTM-FM (Am: KBTM)
National Rep.: Burns-Smith

ERP: 8,000 w
Prog. (Dup.): St, sprts, nws, wthr, con

Little Rock
KMMK
Counties: 52; ERP: 31,000 w
Prog.: Music

Osceola
KOSE-FM (Am: KOSE)
Counties: 12; ERP: 2,200 w
Prog. (Sep.): Cl, s-cl, st, pop, sprts

Pine Bluff

KOTN-FM (Am: KOTN)
Counties: 19; ERP: 3,200 w
Prog. (Dup.): S-cl, st, shw, con, pop

Siloam Springs

KUOA-FM (Am: KUOA)
National Rep.: Devney-O'Connell
Counties: 13; ERP: 2,600 w
Prog. (Dup./Sep.): Con, s-cl, cl, op, nws

CALIFORNIA
Alameda
KJAZ
National Rep.: Albert Chance
Counties: 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH
National Rep.: Walker-Rewalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Cl, con, s-cl, op, shw

El Cajon

KUFM
Counties: I; ERP: 3.5 kw
Prog.: Cl. con, op, s-cl, nws

Fresno

KRFM (Am: KFRE)

Counties: 12; ERP: 70,000 w
Prog. (Sep.): St, pop, s-cl, cl, shw

Garden Grove

KGGK
Counties: 3; ERP: 1,000 w
Market Pen.: 48.9% (Pulse)

,

Glendale

KUTE
Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthr

Indio-Palm Springs

KCHV-FM (Am: KCHV)
National Rep.: Tracy Moore and Hal Holman
Counties: 2; ERP: 25,000 w
Prog.: Pop, st, con, flk, shw

Los Angeles

KBIQ (Am: KBIG)

National Rep.: Weed
Counties: 7; ERP: 1 10,600 w
Market Pen.: 48.9% (Pulse 6/59)

Prog. (Sep.): St, pop, jz, shw, flk

KFMU
National Rep.: Heritage Stations

Counties: 3; 58 kw
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, iz

KHOF-FM
Counties: 8; ERP: 100,600 w
Prog.: Rel, nws, wthr, dr, intvw.

KMLA
National Rep.: Albert Chance
Counties: 6; ERP: 60,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Con, shw, st, nws, pop

Continued on page 64

l!ll!l!l!llll!illlll!!!ililllilll!il!llll!!l!ll!fl!!lll!l!^

This is the first-half of U.S. FM's FM Key listing

With the merger of the two monthly publications of Air Media, Inc.-U.S. RADIO and

U.S. FM-program and station information for 515 fm outlets is halved. Listings through

Indiana appear in this issue with states after Indiana scheduled for October.
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HOW A NEW FM STATION

BAGGED 37 ACCOUNTS

Julian Smith, president of WFMM Baltimore, Md., ex-

plains how his fm facility sold 37 accounts in just a year

and a half, profiles how clients use the medium to sell

By Julian S. Smith

President, WFMM Baltimore, Md.

How do you forge a commercial

medium with a non-commercial au-

dience?

How do you sell agencies on fin?

These two questions posed the

basic problem of WFMM's entry into

the Baltimore market a year and a

half ago.

The originating management
group shared the basic conviction

Biggest fm job: make fm commercial with non-commercial audience

JULIAN SINCLAIR SMITH, president and general manager of WFMM, is a

native of Baltimore; educated at Boys' Latin School of that city and Johns

Hopkins University.

Smith's career in radio and electronics may be said to date from 1939

when he enrolled in a radio correspondence course through DeForest Train-

ing of Chicago.

Following employment by the Western Electric Co., Smith joined the engi-

neering staff of Baltimore Radio Station WFBR. This position, interrupted

only by a short stint at the Bendix Radio Corp., was held until 1944. In that

year Smith enlisted in the United States Navy, completing advanced elec-

tronic courses to become a qualified sonar instructor.

Following his discharge from the Navy in 1946, Smith returned to WFBR
as assistant chief engineer. In 1953 he returned to the Johns Hopkins Uni-

versity to pursue graduate studies and research in electrical engineering

while employed on the university research staff.

He returned to industry in 1955, joining the engineering staff of the Glenn

L. Martin Co. where he headed the advanced concepts department special-

izing in space electronics.

On May 1, 1961 he became associated with the Fairchild Engine & Airplane

Corp. of Hagerstown as technical director of a classified missile program.
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thai fm was a superior medium and

that a significant proportion of the

people in the Baltimore area would
recognize it as such and would re-

spond accordingly. We shared the

listening public's abhorrence of am's

trend to jingle, jangle, juke-box

noise. With their intelligence insult-

ed uid senses numbed by a continual

stream of tasteless commercials punc-

tuated with nasal insinuations of

rock and roll, more and more peo-

ple welcomed fm.

The continual commercial bom-

haidmcnt and the cacophom of off-

key teen age amours did more to

create fm listeners than any other

single factor. At the same time this

situation created the problem of fur-

nishing a non-commercial or anti-

commercial fm listener. How, then,

Profile of WFMIVTs business shows long contracts, 21% national billing,

SPOTS PROGRAMS PREFERRED
TYPE OF LIVE OR OR TIME OF DAYS OF
SERVICE TAPE SPOTS LENGTH DAY WEEK

BANKING Live Spots 1:00 R.O.S.** No pref., heavy

on weekend

BANKING Live Spots 1:00 4- 8 p.m. None

AUTO SALES Tape bpots 1 nn
1:00 6- 8 p.m. None

TIRES Live bpots 1:00 R.O.S. 7/4-weekend

MOVING & STORAGE Live Pgms. :1b seg. d:oU-4d p.m. Tues & Thurs

REAL ESTATE Live Spots 1 nn
1:00 R.O.S. Weekends -

INVESTMENT Live Spots 1:00 6- 8 p.m. None
FM CONVERTERS Live Spots

Pgms.
1:00

Hr. seg.

6- 7 p.m.
in ii ~10-11 p.m.

Spots—none
Segs 10-11 p.m.

LANGUAGE Tape Spots i nn1:00 8- 9 p.m. Mon/Thur/Sat
POLITICAL Tape bpots i nn1:00 R.O.S. None
INTERIOR DECORATOR* Live bpots 1 nn

1:00 R.O.S. None
CANDY Live Spots i nn

1:00 R.O.S. Sun thru Fri

FOOTBALL (Note: only fm sta. used)Tape Spots :10 R.O.S. Tue/Wed/Thur
LONDON FLIGHTS Live Spots 1:00 6-11 p.m. None
REAL ESTATE (Note: book review) Tape Spots 1:00 Tue./Sat. Tue-Sat

ART OBJECTS* Live Spots 1:00 6-10 p.m. None
OIL HEAT (first fm buy) Tape Spots 1:00 R.O.S. None

ORIENTAL RUGS Live Spots 1:00 R.O.S. Sat/Sun/Mon

FURNITURE Live Spots :10 6-11 p.m. Mon/Thur/Fri

HI-FI EQUIPMENT Tape Spots 1:00 6-10 p.m. Tue- Sun

HI-FI EQUIPMENT Live Spots :30 R.O.S. None

HI-FI EQUIPMENT Live Spots 1:00 R.O.S. None

HI-FI EQUIPMENT Live Spots 1:00 8-10 d m Mon Tup Thur

Sat Sun

RUG CLEANING Live Spots 1:00 6-10 p.m. All exc. Sun

RUG CLEANING Tape Spots 1:00 6- 8 p.m. None

RUG CLEANING Tape Spots 1:00 6- 8 p.m. None

BROADWAY SHOWS Spots R.O.S. None

LAUNDRY Live Pgms. 15:00 6 & 7 p.m. Mon/Wed
RESTAURANT Live Spots 1:00 6- 8 p.m. All exc Tue

RESTAURANT Live Spots :30 6-10 p.m. None

RESTAURANT Live Spots :10 R.O.S. None

RESTAURANT Live Spots 1:00 6- 8 p.m. None

HOTELS Live Spots 1:00 8-10 p.m. Mon/Thu/Fri

EXHIBITION Live Spots :10 R.O.S. None

ROOFING Spots 1:00 6- 8 p.m. None

MEMBERSHIP Spots 1:00 5-10 p.m. None

ORGAN Live Spots 1:00 4- 5 p.m. Sat

ORGAN Tape Spots :30 R.O.S. None
•First time in radio. **Run-of-sehedule.

62 U. S. RADIO/September 1961



do you attract sponsors necessary for

your survival with an audience cre-

ated in protest against your poten-

tial sponsor's commercial activity?

Obviously some sort of middle

ground was not only desirable, but

necessary. Thus the problem began

8
soft-sell commercials

LENGTH
OF CONTRACT APPROACH

52 wks Soft sell

52 wks General

8 wks Hard sell

3 days Safe driving

52 wks Soft sell

1 wk Soft sell

13 wks Booklet

8 wks Soft sell

18 wks Language

3 wks Man on street

2 wks Soft sell

4 wks Soft sell

3 days Hard sell

8 wks General

52 wks Soft sell

4 wks Soft sell

5 wks Jet age

3 days Soft sell

13 wks Soft sell

13 wks General

13 wks Soft sell

6 wks Soft sell

13 wks General

52 wks Soft sell

52 wks Music

52 wks Medium

1 wk

13 wks Soft sell

2 wks Soft sell

4 wks Soft sell

13 wks Soft sell

13 wks Soft sell

13 wks Soft sell

1 wk General

2 wks Product

4 wks Safe driving

6 wks Soft sell

to resolve itsell around intelligent

creative programing to lill the lis-

tener's need and which would, ;ii i lie

same time, provide an acceptable ve

hide for the sponsor's message.

Program Manager Frederick

[limes, together with Sales Managei

Edwin Kabernagel, formatted basic

policies on programing with com-

mercial needs integrated into the

over-all schedule. The type and
method of commercial presentation

were also integrated into the policy

decisions. The result was commer-
cial programing as well as program
control.

With the first obstacle apparently

removed we relaxed in the belief

that the Baltimore advertising agen-

cies would immediately recognize

the values and potential of fm in

general and WFMM in particular.

It will come as no great surprise to

others in the fm field to learn that,

with few exceptions, the agencies did

not break down our front door.

Kabernagel's experience showed that

media buyers and account men:
1. were reluctant to move clients

from am to fm because it re-

quired a certain amount of

courage and judgment (15%
the safe way is better than 15%
with risk);

2. were generally uninformed as

to the advantages of fm or

couldn't care less;

3. demanded statistics or evidence

on which to base a recommen-

dation.

To help overcome the agency bar-

rier we retained the services of Mac-

Lellan Associates, Inc., a Baltimore

advertising agency with a strong

background in radio and creative ad-

vertising and a unique interest in

fm.

With their assistance, a campaign

was devised to make a strong

WFMM impression on agency con-

sciousness. The first step was a series

of reproductions of famous works of

art on postcards mailed at intervals

from London, Paris, Amsterdam,

Berlin and Madrid. Each card car-

ried the message conveyed by our

call letters, "World of Fine Music
for Maryland."

While these mailings were in

progress a strong visual presentation

was produced by MacLellan Assoc.

Kabernagel followed up the mailings

with a personal call and the visual

presentation. This approach gained

U. S. RADIO/September 1961

some agency respect, but little at

lion. Meanwhile, back at the station,

a few cautious souls look the plunge

and sponsored a segment oi two.

Some of them dropped out o! the

pic ture, but more renewed.

The fact that some sponsors knew
more about fm and were more aware

of its potential than their own agen-

cies was the clue that led us to the

solution of how to accelerate agency

interest. All we did was get agency

and client together, tell them the fm
and the WFMM stories, and leave

fm radios so they could hear W FMM
programing. The answer was ab-

surdly simple. The fm quality and
WFMM programing sold themselves.

The leak in the dike of indiffer-

ence widened to a trickle and some

media buyers began to think they

might not be banished to the mail

room if they bought WFMM.
We felt we were headed downhill

now, but one more problem present-

ed itself—changing the sponsor's rau-

cous am approach to something suit-

able for fm. Here again the answer

was obvious all the time. We just

approached the client directly and

offered our help and experience to

guarantee him the maximum benefit

from his fm money. He was happy,

and the agency account executive

was relieved that he didn't have to

exert himself.

Thus we discovered another axi-

om that has helped our commercial

operations — keep your programing

creative and diversified.

A concrete example of the value

of creativity and diversification lies

in the history of our relationship

with the Roland Park Realty Co.

Roland Park had successfully spon-

sored a music segment and a spot

schedule over a period of months.

However, the Roland Park manage-

ment felt something stronger was

needed to command attention amid

summer distractions. Program Man-

ager Himes, Sales Manager Kaber-

nagel and Account Executive Kent

Redgrave of MacLellan Assoc. Inc.

got together and devised a new for-

mat peculiarly suited to fm program-

ing. The trio created a five-minute

nightly review of a new non-fiction

book program called Best of the

Bookshelf, aired Tuesday through

Saturday, 8 to 8:05 p.m. Redgrave

writes the review and handles the air

work. Himes handles the produc-

Continued on page 67

63



(FOR ABBREVIATIONS, SEE BOX, P. 60)

FM STATION KEY (Continued from page 60)

KNBC-FM (Am: KNBC)
National Rep.: NBC Spot Sales

Counties: 9; ERP: 45,000 w
Prog. (Dup.): Nws, st, shw, wthr, intvw

KNOB
National Rep.: Modern Media Fm Sale;

Counties: 7; ERP: 79,000 w
Market Pen. 49.1% (Pulse)

Prog.: ii

KPOL-FM (Am: KPOL)
National Rep.: Paul H. Raymer
Counties: 3; ERP: 38 kw
Market Pen.: 48.9% (Pulse)

Prog. (Dup.): S-cl, shw, st, nws

KRHM
Counties: 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)

Prog.: Pop, st, jz, flk, shw

Oxnard

KAAR (Am: KOXR)
National Rep.: Forjoe

Counties: 2; ERP: 10,000 w
Prog. (Sep.): Nws, cl, shw, s-cl, st

Riverside

KDUO
National Rep.: Good Music Broadcaster

Counties: 5; ERP: 72,000 w
Market Pen.: 50% (Pulse 1958)

Prog.: S-cl, cl, con, op, rel

KPLI

ERP: 1,570 w
Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCNW
Prog.: Country-western

KCRA-FM (Am: KCRA)
National Rep.: Petry

Counties: 14; ERP: 1 1,000 w
Prog. (Sep.): St, pop, cl, con, shw

KHIQ
National Rep.: Albert Chance
Counties: 14; ERP: 17,300 w
Prog.: S-cl, cl, nws, wthr, rel

KJML
National Rep.: Walker-Rawalt

Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry

KSFM
National Rep.: Meeker Co.

ERP: 60,000 w
KXRO
National Rep.: W. S. Grant

Counties: 1 1; ERP: 35,000 w
Prog.: Pop, jz, shw, s-cl, -flk

Salinas

KSBW-FM (Am: KSBW)
Counties: 6; ERP: 18.5 kw

Prog. (Sep.): Cl, pop, s-cl, con, op

San Bernardino

KFMW
National Rep: Heritage Stations

Counties: 8; ERP: 30,000 w
Market Pen.: 31.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

San Diego

KFMB-FM (Am: KFMB)
National Rep.: Petry

ERP: 18400 w
Market Pen.: 39.4% (Pulse 10/59)
Prog.: St, shw, nws

KFMX
National Rep.: Heritage Representatives

Counties: I; ERP: 30,000 w
Market Pen.: 40% (Pulse)

Prog.: Con, op, shw, flk, jz

KFSD-FM (Am: KFSD)
National Rep.: QXR Network
Counties: 8; ERP: 100,000 w
Market Pen.: 39% (Pulse)

Prog. (Sep.): Cl, con, s-cl, st, op

KGB-FM (Am: KGB)
National Rep.: H-R
Counties: I; ERP: 37,000 w
Market Pen.: 39.4% (Pulse 10/59)

Prog.: St, pop, s-cl, cl, shw

KITT

Counties: I; ERP: 56,000 w
National Rep.: Walker-Rawalt

Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: I; ERP: 25,000 w
Market Pen.: 42.5% (Pulse)

Prog.: Pop, st, shw, cl, s-cl

San Fernando

KVFM
Counties: I; ERP: 860 w
Market Pen.: 48.7% (Pulse)

Prog.: Pop, st, shw, s-cl, disn

San Francisco

KAFE
National Rep.: QXR Network

ERP: 100 kw

Prog.: Cl, op, s-cl, shw, nws

KBAY
National Rep.: Heritage Stations

Counties: 8, ERP: 30.000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, con, op, jz

KDFC
National Rep.: Walker-Rawalt
ERP: 33,000 w

KEAR
Counties: 24; ERP: 82,000 w
Market Pen.: 47.3% (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthr

KOBY-FM (Am: KOBY)
National Rep.: Peters, Griffin, Woodward
Counties: 10; ERP: 10,500 w
Prog. (Dup.): S-cl, st, pop, shw, nws

KPEN
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 8; ERP: 120,000 w
Market Pen.: 47.3% (Pulse)

Prog.: Cl, s-cl, pop, st, shw

KSFR
National Rep.: Good Music Broadcasters

ERP: 100,000 w
Market Pen.: 48% (Pulse 1958)

San Jose

KRPM
Counties: I; ERP: 4 kw
Prog.: Cl, s-cl, op, flk, cmtry

KSJO
Counties: 16; ERP: 1,500 w
Prog.: St, shw, s-cl, con

San Luis Obispo

KATY-FM (Am: KATY)
National Rep.: Meeker
Counties: 3; ERP: 3.8 kw
Prog. (Sep.): S-cl, st, con, nws, cmtry

Santa Barbara

KRCW
National Rep.: Walker-Rawalt

Counties: 3; ERP: 18 kw

Prog.: Educ, op, shw, st, con

COLORADO
Colorado Springs

KFMH
Counties: 26; ERP: 23,000 w
Market Pen.: 25% (Pulse 3/60)
Prog.: Cl, con, s-cl, st, nws, shw, jz, wthr

Denver

KDEN-FM (Am: KDEN)
National Rep.: Heritage Representatives

Counties: 10; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)
Prog. (Sep.): Con, op, shw, flk, jz

KOA-FM (Am: KOA)
National Rep.: Christal

ERP: 57,000 w
Prog. (Dup.)

Grand Junction

KREX-FM (Am: KREX)
National Rep.: Heritage Representatives

Counties: 5; ERP: 3 kw
Market Pen.: 29% (Pulse 1961)
Prog. (Sep.): Op, con, shw, flk, jz

Manitou Springs

KCMS-FM (Am: KCMS)
National Rep.: Fm Media
ERP: 22,000 w
Market Pen.: 25% (Pulse 3/60)
Prog. (Dup.): Shw, con, st, s-cl, jz

CONNECTICUT
Brookfield

WGHF
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 7; ERP: 20 kw
Market Pen.: 39.7% (Pulse 12/58)

Prog.: Mood, st, s-cl, jz, cl

illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllH

Denver's Most Powerful

FM Station

KDEN
99.5 Megacycles

Serving 63,1 17 * homes in the

Denver Metropolitan area.

KDEN-FM is a Heritage Good

Music Station, programming 18

hours of music daily—music de-

signed for our listeners' taste.

KDEN-FM
30,000 Watts

1601 West Jewell Avenue

Denver 23, Colorado

or contact

International Good Music

New York— Chicago— Los Angeles

•Pulse, Inc., June, I960

iiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiw
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(FOR ABBREVIATIONS, SEE BOX, P. 60)

FM STATION KEY (Continued)

Fairfield

WJZZ
Counties: 20; ERP: 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: QXR Network
Counties: 7; ERP: 6.8 kw
Prog.: CI, s-cl, con, shw, jz

WDRC-FM (Am: WDRC)
National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN
ERP: 7,000 w
Market Pen.: 39.7% (Pulse 11/58)

Prog.: CI, con, s-cl, op, shw

WTIC-FM (Am: WTIC)
National Rep.: Christal

ERP: 8 kw
Prog.: CI, con, op, s-cl, shw

Meriden

WBMI
ERP.: 20.000 w
Prog.: St, s-cl, shw, con

New Haven

WNHC-FM (Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: 12,500 w
Prog. (Sep.): Con, cl, s-cl, shw, op

Stamford

WSTC-FM (Am: WSTC)
National Rep.: Everett-McKinney
Counties: I; ERP: 650 w
Market Pen.: 30% (Pulse)

Prog. (Dup.): Nws, wthr, pop, shw, con

DELAWARE
Wilmington

WDEL-FM (Am: WDEL)
National Rep.: Meeker
Counties: 21; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Sep.): CI, s-cl, pop, shw, nws

WJBR
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 22; ERP: 20,000 w
Market Pen.: 44.5% (Audience Analysts)

Prog.: S-cl, st, nws, cl, wthr

DISTRICT OF COLUMBIA
WASH (Am: WDON)
National Rep.: QXR Network
Counties: 37; ERP: 15,000 w
Market Pen.: 41% (Pulse 12/56}
Prog. (Sep.): Cl, con, s-cl, shw, nws
WFAN
National Rep.: United Broadcasting
ERP: 20,000 w
Prog.: Latin American music

WGAY (Am: WQMR)
National Rep.: Spot Time Sales

ERP: 20,000 w
Prog. (Dup., Sep.): S-cl, st, shw, nws, wthr

WGMS-FM (Am: WGMS)
National Rep.: Avery-Knodel
Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, s-cl, nws
WHFS-FM (Bethesda, Md.)
Counties: 14; ERP: 1,000 w
Prog.: Cl, op, s-cl, pop, st

WJMD
ERP: 20,000 w
Prog.: S-cl, shw, con, nws, wthr

WMAL-FM (Am: WMAL)
National Rep.: Heritage Stations

Counties: 27; ERP: 20,000 w
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, shw, nws

WTOP-FM (Am: WTOP)
National Rep.: CBS Spot Sales

ERP: 20 kw

Prog.: S-cl, st, cl, pop, nws

WWDC-FM (Am: WWDC)
National Rep.: Blair

Counties: 12; ERP: 20 kw
Market Pen.: 40.3% (Pulse 1959)

Prog. (Sep.): S-cl, st, cl, pop, nws

FLORIDA
Coral Gables

WVCG-FM (Am: WVCG)
National Rep.: Broadcast Time Sales

Counties: 7; ERP: 18.5 kw
Prog. (Dup.): Con, s-cl, nws, cl, wthr

Fort Lauderdale

WFLM
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 3; ERP: 18,000 w
Prog.: St, cl, s-cl, shw, op

WWIL-FM (Am: WWIL)
National Rep.: Rambeau-Vance-Hopple
Counties: 5; ERP: 31,000 w
Prog. (Sep.): St, s-cl, con, shw, jz

Fort Pierce

WARN-FM (Am: WARN)
National Rep.: Continental

Counties: 4; ERP: 1,300 w
Prog.: Con, pop, jz, nws

WIRA-FM (Am: WIRA)
National Rep.: United Spot Sales

Counties: 3; ERP: 2.63 kw
Prog. (Dup./Sep.): Cl, con, op, pop, st

Jacksonville

WMBR-FM (Am: WMBR)
National Rep.: John Blair

Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm): Pop, st

Gainesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark

Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)

Prog. (Sep.): Op, st, con, shw, cl

Miami

WKAT-FM (Am: WKAT)
Counties: 7; ERP: 17,575 w
Prog. (Dup./Sep.): Cl
WWPB
National Rep.: QXR Network
Counties: 5; ERP: 9, 200 w
Prog.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM (Am: WMET)
Counties: 4; ERP: 13,000 w
Prog. (Dup.): Pop, st, shw, jz, nws

Orlando

WHOO-FM (Am: WHOO)
National Rep.: Hollingbery

Counties: 9; ERP: 59,000 w
Prog. (Sep): Cl, con, s-cl, st, jz, nws, wthr

Pensacola

WPEX
National Rep.: Good Music Broadcasters,

Western FM Sales

Counties: 5; ERP: 2.500 w
Prog.: Cl, s-cl. st, shw, iz

Sarastota

WYAK
National Rep.: George Hopewell

Counties: 9; ERP: 2,750 w
Prog.: Pop, st, shw, s-cl, cl

Tampa
WDAE-FM (Am: WDAE)
National Rep.: Katz

Counties: 16; ERP: 65,000 w
Prog. (Dup.): St, shw, flk, con

WFLA-FM (Am: WFLA)
National Rep.: John Blair

Counties: 34 ERP: 46,000 w
WPKM
National Rep.: Good Music Broadcasters

Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, jz

GEORGIA
Athens
WGAU-FM (Am: WGAU)
National Rep.: John E. Pearson

Counties: 25; ERP: 4,400 w
Prog. (Dup): Std, jz, nws, shw, wthr

Atlanta
WGKA-FM (Am: WGKA)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 9.4 kw
Prog. (Sep.): Cl, s-cl, shw, op, flk

WKLS
National Rep.: Walker-Rawalt
Counties: 34; ERP: 6,400 w
prog.: S-cl, st, shw wthr

WPLO-FM (Am: WPLO)
National Rep.: Heritage Representatives

Counties: 82
Prog.: Con, op, shw, flk, jz

WSB-FM (Am: WSB)
National Rep.: Petry

Counties: 204; ERP: 49,000 w
Prog. (Dup./Sep.): Pop, st, nws, wthr, intvw

IIIIIII1IIIIIIIIIIIII1IIIIIIII1IIIIIIIIIIIIIII1W

MEMO TO ALL

WHO BUY TIME:

Where else can you buy time

with no waste coverage than

in FM?

1. An adult audience in the

age of accumulation.

2a An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

UllllUIIIIIBIIIIIIIIIIIIIIIIIIIIIIIIIIIIl
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(FOR ABBREVIATIONS, SEE BOX, P. 60)

FM STATION KEY (Continued)

Augusta
WAUG-FM (Am: WAUG)
ERP: 9,000 w
Prog. (Sep.): CI, s-cl, pop
WBBO-FM (Am: WBBOj
National Rep.: Everett McKinney
Counties: 31; ERP: 19,300 w
Prog. (Dup., Sep.): St, pop, nws, sports, intvw

Columbus
WRBL-FM (Am: WRBL)
National Rep.: Hollingbery

Counties: 50; ERP: 21.2 lew

Prog, (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM (Am: WDUN)
National Rep.: Thomas Clark
Counties: II; ERP: 300 w
Prog. (Dup.) : Pop, nws

LaGrange
WLAG-FM (Am: WLAG)
National Rep.: Indie Sales

Counties: B; ERP: 2.3 lew

Prog. (Sep.): St, nws, sprts, shw, wthr

Macon
WMAZ-FM (Am: WMAZ)
National Rep.: Avery-Knodel

Counties: 19; ERP: 3 lew

Prog. (Dup.): Pop, st, nws, wthr, intvw

Marietta
WBIE-FM (Am: WBIE)
Counties: 21; ERP: 3.5 Irw

Prog. (Dup.): Pop, st, shw, sprts, nws
Newnan
WCOH-FM (Am: WCOH)
National Rep.: Bernard Ochs
Counties: II; ERP: 330 w
Prog, (dup.): Nws, wthr, st, pop, cl

Savannah

WTOC-FM (Am: WTOC)
National Rep.: Avery-Knodel

Counties: 24; ERP: 8 lew

Prog. (Dup.)

Toccoa

WLET-FM (Am: WLET)
National Rep.: Thomas F. Clark
Counties: 10; ERP: 730 w
Prog. (Dup.): Nws, st, sprts

IDAHO
Boise

KBOI-FM (Am: KBOI)
Counties: 17; ERP: 17.5 kw
Prog. (Dup.)

Caldwell

KCID-FM
National Rep.: Heritage Representatives
Prog.: Op, con, shw, flk, jz

Lewiston

KOZE-FM (Am: KOZE)
National Rep.: Gill-Perna

Counties: 6; ERP: 903 w
Prog. (Sep.): S-cl, st, shw, jz, nws

ILLINOIS
Anna

WRAJ-FM (Am: WRAJ)
National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w
Prog. (Sep.): St, pop, nws, wthr. sprts

Bloomington

WJBC-FM (Am: WJBC)
National Rep.: John Pearson
Counties: 13; ERP: 15,300 w
Prog. (Dup.): St, pop, shw, nws, wthr

Carmi

WROY-FM (Am: WROY)
Counties: II; ERP: 1 1,200 w
Prog. (Dup./Sep.)

Champaign

WDWS-FM (Am: WDWS)
Counties: II; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws, iz

Chicago

WCLM
ERP: 60,000 w
Prog.: S-cl, jz, st, hawiiian

WDHF
Counties: 9; ERP: 52,000 w
Market Pen.: 42.4% (Pulse 10/59)
Prog.: Pop. shw, s-cl, st, flk

WFMF
National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw. jz, nws

WFMT
Counties: 38; ERP: 29,500 w
Market Pen.: 42.4% (Pulse 10/59)
Prog.: Cl, op, dr, nws. intvw

WFMO
ERP: 37,000 w
Prog.: St, shw, jz, op, nws

WJJD-FM (Am: WJJD)
National Rep.: Heritage Representatives
Counties: 141

Prog.: Con, op, shw, flk, jz

WKFM
National Rep.: Modern Media Fm Sales
Counties: 38; ERP: 50,000 w
Market Pen.: 42.4% (Pulse)

Prog.: St, s-cl, shw, ows, wthr

WNIB
Counties: 10; ERP: II kw
Market Pen.: 42.4% (Pulse)

Prog.: Cl, con, jz, op, shw
WSBC-FM (Am: WSBC)
National Rep.: Devney-O'Connell, FM

Unlimited

Counties: 5; ERP: 27,400 w
Prog. (Sep.): Cl. flk, jz, dr. nws

WXFM
ERP: 32,000 w
Prog.: Cl, s-cl, pop, st, shw

Decatur

WSOY-FM (Am: WSOY)
National Rep.: Weed
Counties: 19; ERP: 30,000 w
Prog. (Dup.): St, shw, nws, s-cl, cl

Effingham

WSEI
ERP: 20 Irw

Dup. programming of WSOY-FM Decatur

Elgin

WRMN-FM (Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.): Cl, con, s-cl, st, nws

Evanston

WEAW-FM (Am: WEAW)
National Rep.: Good Music Broadcasters

Counties: 6; ERP: 180,000 w
Prog. (Sep.): S-cl, st, shw, con, nws

Harrisburg

WEBO-FM (Am: WEBO)
Counties: II; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, educ, cl

Jacksonville

WLDS-FM (Am: WLDS)
National Rep.: Holman
Counties: 5; ERP: 9 Irw

Prog. (Dup.): Sprts, pop, nws, st, pub. sevc.

Joliet

WJOL-FM (Am: WJOL)
National Rep.: Pearson

Counties: 7; ERP: 1,000 w
Prog. (Sep.): St, nws, pop, s-cl, cl

Litchfield

WSMI-FM (Am: WSMI)
Counties: 6; ERP: 6,100 w
Prog. (Sep.): St, nws, sprts

Mattoon

WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23,000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall start)

Counties: 12; ERP: 37.4 kw

Prog.: S-cl, cl, con, st, shw

Mt. Vernon

WMIX-FM (Am: WMIX)
National Rep.: John E. Pearson

Counties: 40; ERP: 50,000 w
Prog. (Dup. days, sep. nights): Pop, st, nws,

sprts

Paris

WPRS-FM (Am: WPRS)
Counties: 7; ERP: 1,000 w
Prog. (Dup.): St, shw, pop, nws, wthr

Peoria

WMBD-FM (Am: WMBD)
Counties: 25; ERP: 27,000 w
Prog.: Pop, st, shw, cl, s-cl

Quincy

WGEM-FM (Am: WGEM)
ERP: 8.9 kw
Prog. (Dup.)

WTAD-FM (Am: WTAD)
National Rep.: Branham
Counties: 23; ERP: 27 kw

Prog. (Dup.)

Rock Island

WHBF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties: 14; ERP: 39 kw
Prog. (Sep.): Con, s-cl, st, shw

Springfield

WTAX-FM (Am: WTAX)
National Rep.: Gill-Perna

Counties: 12; ERP: 6.7 kw

Prog.: (Sep. early evenings)

INDIANA
Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker
Counties: 54; ERP: 37.2 kw

Prog. (Dup.): St, nws, flk, sprts, cl

Columbus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark

Counties: 35; ERP: 15,000 w
Prog. (Sep.): St, shw, sprts, s-cl

Elkhart

WTRC-FM (Am: WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw

Prog. (Dup.)

Evonsville

WIKY-FM (Am: WIKY)
National Rep.: John Pearson

Counties: 34; ERP: 36 Irw

Prog. (Dup.): St, shw, s-cl, con, cl
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Continued from puge 63

tion and Kabernagel furnished the

pen while I lie sponsor delightedly

signed a 'til forbid contract. This

effort also provided an exclusive fea-

ture in WFMM programing.

At the end of a year and a half of

operation recently we made a com-

mercial analysis to review the prog-

ress we had made.

The breakdown shows a normal

proportion of accounts usually asso-

ciated with fm programing. This

group included such products as ori-

ental rugs, hi-fi equipment, exclusive

restaurants and investment brokers.

We were surprised at the large

number of retail accounts that nor-

mally would use am. Most had, in

fact, a record of am usage.

While the number of accounts is

somewhat small by am standards, we
felt that the diversity of products

and services represented an excellent

cross-section of a successful commer-
cial operation.

Most encouraging was the propor-

tion of sponsors formerly wedded to

am.

An analysis of contractual length

proved most interesting. Thirteen

percent of the total contracts in the

period of one year and a half were

'til forbids. Eight percent were 52

weeks; three percent were 26 weeks;

15 percent were 13 weeks; 45 per-

cent were less than 13 weeks; 11

percent less than one week and five

percent between 13 and 26 weeks.

National accounts constituted 21.1

percent of the total business with a

residual percentage of 78.9 in local

accounts.

On the basis of our analysis we
conclude that diversity is the key to

our commercial operation during

the next 12 months.

Our contract renewal rate shows

audience acceptance translated into

sales dollars.

Our experience in the past year

and a half in the Baltimore market
and the just-completed commercial
analysis have resulted in these three

recommendations:

1. There is no substitute for a

simultaneous agency-client call

and presentation.

2. Concentrate on diversity in

programing.

3. Know the characteristics of

your local fm listener.

FM STATION KEY (Continued)

Fort Wayne
WPTH-FM
Counties: 20; ERP: 44.4 kw

Prog.: St, shw, pop, jz, i-cl

Hammond
WYCA
Counties: 5; ERP: 31,000 w
Prog.: Rel, nws, s-cl, sprts, w+hr

Indianapolis

WAIV
ERP: 4.6 kw
Prog.: Jz, cl, -fl It. cmtry
WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. (Sep.): St, shw, s-cl, cmtry

WFMS
ERP: 4.5 kw

Prog.: St, shw, pop, s-cl, cl

WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, jz, op

Madison

WORX-FM (Am: WORX)
National Rep.: Hil Best

Counties: 6; ERP: 350 w
Prog. (Dup.): St, s-cl, sprts, shw, con

Marion
WMRI-FM (Am: WMRI)
National Rep.: Burn-Smith
Counties: 27; ERP: 31,000 w
Prog. (Sep.): S-cl, st, shw, nws, sprt

Muncie

WMUN (Am: WLBC)
National Rep.: Hal Holman
Counties: 17; ERP: 14.4 kw
Prog. (Sep.): Programatic

Richmond
WKBV-FM (Am: WKBV)
National Rep.: Everett-McKinney
Counties: 20; ERP: 23,000 w
Prog. (Sep.): Pop, s-cl

WGLM
Counties: 23; ERP: 32.000 w
Prog.: Cl, con, s-cl, st, ii

Terre Haute

WTHI-FM (Am: WTHI)
National Rep.: Boiling

Counties: 20; ERP: 7,400 w
Prog. (Sep.): Cl, con, op, s-cl, pop

Warsaw
WRSW-FM (Am: WRSW)
Counties: 60; ERP: 34,000 w
Prog. (Dup.): Cl, con, s-cl, pop, nws

(U.S. FM advertisers

not covered in the above listing.)

MICHIGAN
Detroit

WLDM
National Rep.: Walker-Rawalt
Counties: 27; ERP 165,000 w
Prog.: St, shw, s-cl, cl, con

WASHINGTON
Seattle

KLSN
National Rep.: Walker-Rawalt
Counties: 13; ERP: 19,000 w
Prog.: Cl, con, s-cl, shw, jz

Washington

WFML (Am: WAMW)
National Rep.: Hil Best

Counties: 14; ERP: 14,000 w
Prog. (Dup.): Sprts, nws, st, pop, shw

QUALITY PROGRAMING

IN STEREO

FOR

QUALITATIVE AUDIENCE

KLSN
SERVING

SEATTLE-TACOMA
AND ALL OF WESTERN WASHINGTON

Call Walker-Rawalt

WLDM
DETROIT'S OLDEST

INDEPENDENT STATION

165,000 WATTS

Mid-America 's

most powerful

FM station

•'GOLDEN SOUND OF THE MIDDLEWEST"
000

TIME-LIFE STATION
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EDITORIAL PAGE

DO WE NEED AN RIO?

VV HEN the convention of the Broadcasters' Promotion Assn. opens

at the Waldorf Astoria on November 6, one of the major subjects on the

agenda will be the challenging question "Does radio need an RIO?"

We're delighted that the BPA under the energetic leadership of John
Hurlbut of the WFBM stations. Indianapolis, is bringing this whole

meaty matter out into the open for public discussion.

Ever since the formation of the Television Information Office, count-

less radio men have been asking "Why shouldn't radio have the same
sort of image-building agency? Haven't we got the same types of public

relations problems—and maybe even more so?"

The answer is, at least, a partial yes. Radio does need a much stronger

national voice than anything it has now.

The story of radio's importance, its dazzling achievements in public

service, its overwhelming values in American community life, its role

as the country's No. 1 purveyor of local news and information, is not

being adequately told today.

The RAB is, by its charter, a sales arm of the industry, concerned

solely with promoting advertising revenues.

The NAB, though it has instituted and carried through such fine

projects as National Radio Month, has been limited in its radio public

relations work by budget and policy considerations.

No one is doing the big-scale image-building job which radio deserves

and we hope that the BPA members will reach this conclusion unan-

imously at their New York meeting.

The question of whether a new and separate RIO should be set up
raises many practical problems however. The TIO gets its support

from a core of 150 tv stations plus the three tv networks. Can an efficient

RIO be set up with only minority station backing? Should it be at-

tempted? Or wouldn't a more orderly and efficient method be to ex-

pand the radio public relations activities at the NAB? Shouldn't radio

members of the NAB demand that this be done?

We trust that the BPA will thoroughly explore these questions, and

we congratulate members on scheduling such a timely, important

subject.
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WHO Radio

should be No. 14

on any "Top Market

radio list!

50,000 -Watt WHO Radio Covers

865,350 Homes In Iowa PLUS!

EVERY time your marketing strategy calls for

radio in America's top radio markets . . .

50,000-watt WHO Radio belongs on the list!

There are only 13 markets in America in which

any radio station reaches a larger audience or

more buying power than does WHO I

WHO Radio reaches 865,350 homes in "Iowa

PLUS!" (96 of Iowa's 99 counties plus a number

of counties in neighboring states). 75% of all Iowa

retail sales are made in counties you reach with

WHO. (Metropolitan Des Moines accounts for only

9% of Iowa's retail sales. All eight of Iowa's leading

metro areas, including Des Moines, account for

just 33%.)

Many surveys, for 24 consecutive years, have

measured the Iowa radio audience, and have proved

that WHO is Iowa's most listened-to radio station.

A 93-county area Pulse (March, 1961 )
gives WHO

the No. 1 position in every weekday quarter-hour

surveyed over 94 other stations.

Next time you make up a "top radio market" list,

be sure No. 14 is WHO Radio! Ask your PGW
Colonel for the latest information on "Iowa Plus."

Sources: Pulse (March, 1961), NCS No. 2, SRDS.

WHO
for Iowa PLUS !

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV, Davenport

Peters, Griffin. Woodward. Inc.. National Representatives



/

Sell those big-buying young adults with

BREAKFAST CLUB, FLAIR, SPORTS and

SPECIAL EVENTS on ABC Radio. You'll sell

those younger families with more mouths

to feed . . . more needs to fill. The need to

entertain is filled more often and that's why
young adults represent your best market

for beverages and foods. And ABC Radio

has the highest percentage of young adults

in network radio."

YOUNG ADULTS:
BUY MORE BEVERAGES
BUY MORE FOODS

}

BUY MORE EVERYTHING

ABC RADIO O
FIRST WITH YOUNGADULTS

"Call your ABC Radio Sales Representative for the facts.
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Today... as ror

last 33 years...

for the

Guarantee

Every advertiser

receives the same
rate for equal

schedule and
facilities

RADIO
50,000 WATTS KSTP TELEVISION

CHANNEL 5

MINNEAPOLIS • ST. PAUL Basic NBC Affiliate

KOB AM-TV W-GTO AM
Albuquerque, New Mexico Cypress Gardens, Florida

Edward Perry & Company, Inc., National Representatives
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The TV and Radio Stations represented by PGW play an impor-

tant part in the everyday life of a majority of the nation's homes.

And the PGW Colonels in our ten offices from coast to coast are

always ready, willing and very able to show you the best ways to

reach these millions of homes with spot radio on these fine

radio stations. Won't you give us a call?

FOR SPOT RADIO
EAST- SOUTHEAST frequency
&WCBM . . Baltimore 680 .

Detroit 950 . . .

Asheville, N. C 1380 . . .

Charleston, S. C 1390 . . .

Charlotte 930 . . .

Columbia, S. C 560 . . .

Nashville 980 .. .

Raleigh-Durham .... 680 . . .

Richmond ....... 1140 . . .

Roanoke 960 . . .

Winston-Salem 600 . . ,

&WWJ .

-&WL0S

•ftWCSC

•&WS0C
WIS .

•&WSIX

-&WPTF

-ftWRVA

"ftWDBJ

-ftWSJS

WATTS
10,000

5,000

5,000

5,000

5,000

5,000

5,000

50,000

50,000

5,000

5,000

FREQUENCY WATTS
WIRE . . . 1430 . . . 5,000

KMBC . . . 980 . . . 5,000

-&WMBD . . 1470 . . . 5,000

KFDM . . 560 . . . 5,000

KRYS . . 1360 . . . 1,000

&WBAP
"

Ft. Worth—Dallas .

820 . . . 50,000

WBAP " * 570 . . . 5,000

^j-KTRH . 50,000

KENS . 50,000

MOUNTAIN and WEST
MIDWEST- SOUTHWEST KHOW . . 5,000

1040 . . . 50,000 -&KB0I . . 5,000

1420 . . . 5,000 KGMB .

Honolulu—Hilo .

590 . . . 5,000

1050 . . . 1,000 KHBC .
" ' * 970 . . . 1,000

WDSM . . Duluth—Superior . . . 710 . . 5,000 KGBS . . . . 1020 . . . 50,000

WDAY . . Fargo 970 . . 5,000 -&KIR0 . ... 710 . . . 50,000

-ftAlso FM

P JETERS, G RIFFIN, W OODWARB, inc.

Pioneer Station Representatives Since 1932

NEW YORK
CHICAGO

ATLANTA
BOSTON

DETROIT
ST. LOUIS

FT. WORTH
DALLAS

LOS ANGELES
SAN FRANCISCO



SOUNDINGS
/ /

\ / news & interpretation

WITH THIS OCTOBER ISSUE, U. S. RADIO is being discontinued in its present format as a

monthly news and feature magazine. (See editorial, page 62.) The publishers of Air Media,

Inc., a subsidiary of Sponsor Publications, lnc.
:
have elected to deepen the service concept

of U. S. RADIO with issuance of a new bi-monthly under this same title in January. You'll

be hearing and reading more about the new U. S. RADIO in the very near future.

BECAUSE OF THE DISCONTINUANCE of U. S. RADIO as j monthly, effective with this Oc-

tober issue, the scheduled special Negro report in the November issue has been cancelled.

Editors extend their regrets to the many Negro-appeal stations in all parts of the country

who cooperated in the questionnaire project. Every attempt will be made to synthesize this

information in an expanded Negro-appeal radio report under the new format.

THE MAGAZINE HAS HAD excellent response to its special summary of editorializing on the

air which appeared in the July issue. Among the more succinct and vocal comments were

those of Win Marks, manager and treasurer of KBOY AM-FM Medford, Ore. Among his con-

clusions: "Western radio has been slow to pick up the Minow challenge to editorialize. As

much as I agree this is suitable and essential, I'd like to point out some reasons why so many
stations don't editorialize." Among them, says Mr. Marks: the difficulty in finding qualities

of a good broadcaster-manager combined with those of a professional writer-announcer; the

problem in satisfying various members of the station's board of directors. (For more details
:

see Letters to the Editor on page 12.)

ALMOST 54% (53.85%) of all spot radio business originates in New York, a new Station Rep-

resentatives Assn. tabulation shows. Second major buying market, of course, is Chicago,

where 23.35% of the spot business originates. Other markets and their percentage of totai

spot radio buying: Los Angeles: 5.50%; San Francisco, 4.35%; Detroit, 5.72%; St. Louis, 2.19%;

Atlanta, 2.18%; Dallas-Fort Worth. 1.26%; Boston, .47%; Philadelphia, .80%; others, .34%. In

the past year, Chicago's share has grown; New York's has declined.

EVEN BIGGER DOLLAR signs are in prospect for radio from all parts of the country and at

all levels. This is the prediction of RAB President Kevin Sweeney, who thinks by 1963 "budget-

making time next year," sales locally, regionally and nationally will peak if "we sell con-

sistently and intelligently enough." His aim: to add as much as $60 million in local business

(with 85% from retailers) and increase national spot and network by $30 million a year.

INCREASING SPECIALIZATION in radio and all of advertising finds a new station group: the

Resort Market Radio Group of six stations covering Western resort areas which attract 26

million tourists each year. The rep is J. A. Lucas Co., Los Angeles and San Francisco, for

these charter members: KRAM Las Vegas, KONE Reno, KDON Salinas-Monterey, KCMJ Palm
Springs, KIST Santa Barbara and KOWL Lake Tahoe. Lucas' analysis shows that more than

98% of these vacationers have car radios.

6 U. S. RADIO October-November 1961



QUALITY BROADCASTING MOVES TO NEW QUARTERS

IN RICH, RICH SOUTHERN NEW ENGLAND

ON SEPTEMBER 23. WTIC TV3-AM-FM EVACUATED QUARTERS AT 26 GROVE STREET. HARTFORD.

WHERE WTIC BEGAN BROADCASTING NEARLY 37 YEARS AGO.

NOW. WTIC TV3-AM-FM IS LOCATED IN THE WORLD S MOST MODERN TELEVISION AND RADIO

facility at BROADCAST HOUSE, 3 CONSTITUTION PLAZA,
HARTFORD 15, CONNECTICUT

WTIC-TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON. RIGHTER & PARSONS. INC.

WTIC 50,000 WattS NBC Affiliate

REPRESENTED BY HENRY I. CHRISTAL COMPANY



RCA THESAURUS PRESENTS ...A GREAT
Big news, exciting news . . . for AM and
FM Station Owners, Managers and Pro-

grammers! With the new RCA Thesaurus
Programmed Music Library, you can now
round out your programming with first-

rate, top-quality music shows. Big-name
artists, great composers and arrange-
ments, unbeatable hi-fidelity reproduction
on 12" long playing discs ... a complete,
time-saving, money-savin g program serv-

ice from RCA Thesaurus.
Brilliant Hi-Fi Sound. Great new sound
for AM and FM programming . . . sensa-
tional quality and brilliance . . . new elec-

tronic process for low noise to signal ratio

at 30 to 15,000 cycles frequency range . .

.

12" long-playing discs made from highest

quality anti-static compound ... all to-

gether, the finest sound available!

Great Music . . . Artists . . . Composers.
Audience-winning all-time popular stand-

ard titles . . . music and songs that get and
keep listeners! Among the artists: Sammy
Kaye, Freddy Martin, Lawrence Welk, Ray
McKinley, The Melachrino Strings and
Orchestra, Artie Shaw, Hank Snow, The
Sons of the Pioneers, The Statesmen
Quartet. Among the composers: Rodgers

and Hammerstein. Irving Berlin, Cole
Porter. Jerome Kern, the Gershwins. Bee-
thoven, Liszt, Debussy, Tchaikovsky!

Great Programming Features. Balanced
programming in quarter-hour shows — all

ready to go . . . play straight through a

side, or play the banded selections indi-

vidually. Artists, titles and arrangements
are selected by programming experts with

years of experience, save you valuable

hours of staff time . . . your station (and

listeners!) get the cream of the g reatest

library of radio music available today!

Over 2.500 selections on more than 420



NEW MUSICAL SOUND FOR RADIO

!

sides are delivered in the basic library

and a minimum of6sides are added each
month. Categories include:

Popular variety, Popular standards, Popu-
lar concert, Country-Western Sacred,

Concert, Latin American, Jazz Spiritual-

Gospel, Holiday programs, Mood Music,

Band-military College football songs,

Quickie tunes (each less than 1 minutes).

Results . . . just listen! ".
. . tremendous aid

to stations programming at the adult

level."-M. H. Bonebrake, Pres., KOCY,
Oklahoma City "Fidelity and content are

excellent." — A. V. Santucci, Gen. Mgr.,

WCGO, Chicago Heights "... gives our
stations a distinctive sound so important

in today's radio programming." — W. H.

Higgins, Pres., WKOAm/WKOFm, Hop-
kinsville, Ky. "Thesaurus . . . getting

plenty of turntable service with the new
12-inch Library." -W. L. Holter, Owner,
KLTZ, Glasgow, Mont. "... material well

chosen, all usable ... very pleased."— J. H.

Vondell, Jr., Pres., WQDY, Calais, Me.
RCA Thesaurus Programmed Music Li-

brary is available in your area for such
a low cost you can't afford to miss it! For

complete information, phone, wire or write

the Thesaurus representative in your area.

155 East 24th Street. New York 10, N. Y

445 N Lake Shore Drive. Chicago 11. Ill

1121 Rhodes-Haverty Bldg
,
Atlanta. Georgia

7901 Carpenter Freeway. Dallas 7. Texas

1510 N Vine Street, Hollywood 28, Cai

1800 17th Ave South. Nashville. Tenn

Murray Hill 9-7200

.WHitehall 4-3530

lAckson 4-7703

MEIrose 1-3050

Oldfield 4-1660

.ALpme 5-5781

recorded
program

services
RADIO CORPORATION OF AMERICA - RCA VICTOR RECORO DIVISION



RADIO'S REACH/OCTOBER 1961

AM STATIONS ON AIR* 3,618
FM STATIONS ON AMR* 906
SETS MANUFACTURED** 1,030,399

RADIO SETS IN USEj 156,394,000

cARRADiosn 42,600,000
FM SETS IN USEf 15,500,000

AM STATIONS ON AIR: The number of am stations on the air rose by nine to 3,618 dur-

ing August, according to the FCC's latest figures. Applications pending at the end of

Auarust: 532; stations under construction: 159.O

FM STATIONS ON AIR: Total number of fm stations on the air climbed to 906 in Au-

gust, an increase of 10 over the previous month. Applications pending: 98; stations un-

der construction: 195.

SETS MANUFACTURED: Radio set production and retail sales dipped sharply during

July, according to the latest EIA report. Production took the bigger plunge, dropping
to 1,030,399 units or 595,864 less than the previous month, 1,626,263. The production

total included 320,128 auto radios and 48,114 fm radios. Sets produced for the year to

date numbered 8,567,689, or 847,190 less than in 1960. Set sales during July, excluding

auto radios, totaled 697,851, a decrease of 242,495 units compared with June, the year's

record month. Total radio sales for the year to date, however, stood at 5,088,031, ahead

of comparable cumulative sales for 1960 by 636,310 units.

NETWORK SALES: Standard Brands Inc. led all other network advertisers in both total

home broadcasts delivered and total commercial minutes delivered for the four weeks
ending August 6, according to latest A. C. Nielsen figures. Standard Brands recorded

358 broadcasts and 160,679,000 home broadcasts delivered. Pepsi-Cola Co. followed with

425 broadcasts and 140,064,000 home broadcasts delivered. Liggett & Myers Tobacco,
Chevrolet and R. J. Reynolds Tobacco were in third, fourth and fifth, respectively. In

commercial minutes, Standard Brands aired a total of 275 for 113,130,000 delivered.

Chevrolet was second with 198 minutes aired and 102,630,000 minutes delivered. In

third, fourth and fifth, in that order, were Liggett 8c Myers, the Mennen Co., Pepsi-Cola.

AUDIENCE: Sindlinger & Co. reported last month that the week ending August 11, 1961,

marked the seventh consecutive summer week in which radio's daily audience outpulled

television's. In that week, an average of 93,585,000 persons were exposed daily to radio:

during the same period, however, an average of 87,380,000 people were tuned daily to

tv. Radio's edge was 7.1 percent over tv.

•FCC, August. "EIA for month of July. tRAB estimate. June 1960 t+RAB estimate. July 1961.
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BEST FOODS DIVISION

CORN PRODUCTS CO.

Agency: Donahue & Coe, New York

Product: KASCO DOG FOOD

A 13-week drive that will extend to

the end of this year is currently

striking about 24 markets through-

out the land for the dog food. All

times, including weekends, are being

used for the one-minute ets. Fre-

quencies average about 20 per week
during this flight, which is the prod-

uct's second drive of the year. Harry

Durando is the timebuyer.

CONTADINA FOODS INC.

Agency: Cunningham ir Walsh,

San Francisco

PrOdUCt: TOMATO PASTE

The largest ad campaign in Con-

tadina history, in which radio con-

stitutes a major portion of the

$500,000 budget, currently is flood-

ing more than 30 major markets

throughout the country. The drive

will extend through the end of No-

vember. The company hired Stan

Freberg to tape humorous commer-
cials based on the theme: "Who puts

eight great tomatoes in that little

bitty can?" The agency reports that

San Francisco, New York, Chicago,

Philadelphia, Boston, St. Louis, Pitts-

burgh, New Orleans are among the

cities involved in the drive. Heavy
saturation frequencies ranging from
75 to 175 commercials per week are

hitting the public.

GENERAL TIME CORP.
WESTCLOX DIVISION

Agency: Hicks 6- Greist, New York

Product: clocks

A heavy saturation campaign involv-

TIMEBUYS

ing close to 100 stations is ticking

away for the clock manufacturer.

The drive is concentrated in about

75 markets. Frequencies average

about 60 commercials per week,

scheduled primarily in traffic times.

Mort Reiner is the timebuyer.

GROVE LABORATORIES INC.

Agency: Doherty, Clifford, Steers &

Shenfield, New York

Product: MINIT RUB

The early part of November is the

kick-off date for a 40-market, five-

week campaign plugging the lina-

ment. Frequencies for the one-min-

ute commercials range from 10 to 30

per week. Daytime hours will carry

the bulk of the schedule with some

evening times included. Don Miller

is the timebuyer.

ICELANDIC AIRLINES

Agency: Wendell P. Colton,

New York

Icelandic is trying out a new type of

saturation campaign that may be a

forerunner of its radio drives in the

future. A two-month flight extend-

ing through the end of November
is running on 37 stations in 32 Wis-

consin cities. According to the com-

pany, the over-all objective of this

type of drive in one state is unusual

for any national advertiser or any

airline. Although Icelandic has used

radio in the past, it has never tailored

the medium to saturate one specific

marketing area. Recent company
surveys have shown that the average

Icelandic passenger originates in

smaller cities and towns, particularly

in the midwest. For this radio test,

Wisconsin was selected as a typical

Continued on page 42

BILL COSTELLO
Current assignment — the Kennedy

Family. That's Bill Costello originating

from the White House with accurate,

concise, authoritative newscasts on

Mutual. He brings to you 30 years of

news reporting — plus quality news

beats that only an on-the-scene re-

porter can deliver. Want Washington?

Bill Costello is there for Mutual Radio.

Remember: Mutual wraps up 66% of

its radio audience in the A and B mar-

kets-where the buying is biggest. Buy

Mutual Radio—and you've got it covered

at the point of sale.

A Service to Independent Stations

Subsidiary of Minnesota Mining

& Manufacturing Company Wl



Continuous leadership
in every PULSE survey
(6 AM -12 M) from Oc-
tober, 1959, through
July 1961, in Average
All Day Audience.

Continuous leadership

m HOOPER (7 AM-b

PM) from August-Sep-

tember, 1959 through

June-July, 1961, in

Share of Radio Aud.-

ence.

1st
WING carries more na-
tional and local ad-
vertising than any
other Dayton station
because WING deliv-
ers more audience and
sales.

REPRESENTED BY

robert e. eastman & co., inc.

LETTERS

THE AFFLUENT COMPANY
We are writing you in regard to

your Timebuys feature in the August
issue. The reporting on American
I Ionic Foods Chcl Ik>\ -Ar-Dee which

states: "Lack oi available funds

forced ihe agency to switch part of

us advertising budget from television

to radio" was completely inaccurate.

T he American Home Foods client

is spending at a higher rate in tele-

vision, radio and other media than

ever before. Radio has always been

used as a part of all past local cam-

pai»ns in selected markets.

THOMAS J. LYNCH
Associate Director Media

Relations and Planning
Young if Rubicam, Inc.

New York

|
Editor's note: U. S. RADIO'S reporter was told

by Y&R that budget appropriations in certain

markets made purchase of spot tv impractical.

Therefore, according to Y&R, spot radio pur-

chases were increased in these markets. U. S.

RADIO regrets Y&R's misunderstanding of its

own report.]

CALL IT BY ITS RIGHTFUL NAME
I have just finished your August is-

sue of u. s. radio and wish to register

a complaint on your so-called survey

on the U. S. radio stations that are

editorializing.

It appears from your 62-station

survey that you contacted only pow-

er stations and only one or two in

each state. What kind of a survey do
you call this? Did you contact the

presidents of the various state asso-

ciations? They are the ones who
know which stations are editorializ-

ing in their states. The one you
listed for Charleston hasn't edito-

rialized for a long time, whereas I

have been editorializing for over a

year and a half, regularly, not oc-

casionally.

If you had contacted the president

of the South Carotina Broadcasters

you would have discovered that sev-

eral stations are editorializing regu-

larly, that a State Editorial Commit-
tee has been organized with about

20 South Carolina stations. Don't

vou ieali/e that the power stations

are the most reluctant to editorial-

ize? The small stations are the ones

that are not afraid to speak out their

personal opinions.

It appears to me that if you want
to conduct a reliable survey, you

should contact the state presidents.

HARRY C. WEAVER
President

WOKE
Charleston, S. C.

THE PATH TO RICHES

I have just finished reading Editori-

alizing on the Air in the August issue

of u. s. radio. This proved to be

very interesting to me and so true.

YVe have been editorializing for the

past year on a regular basis, five days

a week. Each editorial is used four

times per day to give the best pos-

sible coverage.

This has been the greatest single

thing we have done in the five years

I've been manager of KBL'X [Be-

midji, Minn.]. It has made radio

the voice of the community clue to

the fact that we are the only medium
in this community editorializing on
local issues. Our daily newspaper

stays away from local issues as they

feel it might antagonize a sponsor.

We have not held back on any is-

sue we thought necessary to air. We
have not lost sponsors, but have

gained some due to editorializing.

JAMES R. HAMBACHER
General Manager
KBUN
Bemidji, Minn.

Continued on page 42

WING
Dayton, Ohio
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DAREN F. McGAVREN
President, Daren F. McGavren Co.

Winner of the October Silver Mike Award

In the fiercely competitive

field of national spot radio

representation, the battle for

distinction in salesmanship

and billings is skillfully and

aggressively fought. Few young

companies are able to make
the kind of progress that cata-

pults them into solid success

within a few years.

But the fact remains that

some companies do achieve

the rewards they seek. One rep

firm in particular has demon-

strated during the past 10

months its ability to move ahead quickly. It is headed

by 38-year-old Daren F. McGavren and is the Daren

F. McGavren Co., New York.

McGavren, who started his company as a regional

firm in San Francisco in 1952, has been active in na-

tional sales for just four years. Although considered a

"comer" during this time by many in the radio indus-

try, his reputation took a giant step forward within

the past few months. It was in June that WMGM New
York appointed Daren F. McGavren Co. as its national

representative.

Says McGavren of his rapid growth, "We feel it is

largely because we have applied local sales techniques

to the national sales field. Because our top executives

have entered the field as local time salesmen and have

progressed through management, they thoroughly un-

derstand selling techniques. Our purpose is to be an

extension of the local sales arm."

If a rep firm is to be judged by the number of sta-

tions it represents, then McGavren fails the test. He
fails it because he knows that quality of markets and
stations is far more important than quantity.

"During the past four years in the national field,"

he says, "we have decreased our station list from 50 to

30. It would seem that we are going in the wrong
direction," he points out. "But in this same period we
have allowed contracts with smaller market stations to

expire as we have added stations in the top 30 markets."

McGavren says that his station list has decreased by

40 percent in the past four years. But his total billing

has increased 400 percent during the same period.

His ultimate goal is resolute: he is working for a

total of 30 top stations in the first 30 markets. He is

more than half-way along the road to that goal with

slightly more than 15 top market stations. Five others

are pending.

Projected gross billings for McGavren's company in

1961 are $8 million. That figure is surpassed now by
only one radio rep: John Blair &: Co.

Daren Foster McGavren began his broadcasting

career in the early 1940s by taking the indirect route.

Talented as a singer of popular ballads, he appeared
with the Stan Kenton orchestra and was heard numer-
ous times on radio with Kenton and other bands.

World War II interrupted his career but McGavren,
throughout his war service, hoped to continue later as

an entertainer on television.

After the war he entered College of the Pacific,

Stockton, Calif., and joined the sales staff of KJOY
Stockton. (KJOY became one of his first rep accounts,

and is still in the McGavren list.) When he left col-

lege he became sales manager of KXOB Stockton.

Within a few years, McGavren put aside his plans to

become an entertainer and started to build his own rep

firm. By 1952 he had opened an office in San Fran-

cisco which represented a string of California stations

in the San Joaquin Valley. Three years later, Mc-
Gavren opened a Los Angeles office, and in 1957 a na-

tional office in New York. Just last year he formed
McGavren TV Inc.

McGavren's contributions to radio selling have re-

sulted from an individual approach to station represen-

tation. "Top 40, middle-of-the-road, all these formats

play a part in making up a piece of the total audience

character. We do not specialize in any one type of for-

mat. Programing a station is not our immediate job.

Learning the station's story and presenting it properly

—and getting the order

—

is our job," he declares.

"There has been a growing tendency in radio for

station representatives to come up with saleable ideas,

because too few advertising agencies use radio for any-

thing more than an economical vehicle to back up
other media. Creative selling is the only way to over-

come such an obstacle and is the result of knowing the

medium and the stations intimately."
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WHO Radio

dominates Iowa

audience for

24th consecutive year!

94 Other Stations Compete

in America's 14th Radio Market

CONFIRMED again ... and for the 24th con-

secutive year! WHO Radio leads all Iowa

radio stations in audience ratings by a wide margin.

But this is nothing new to those of you familiar

with 50,000-Watt WHO Radio.

The new 93-County Area Pulse Survey (March,

1961) strongly confirms WHO's claim to superior-

ity. The survey was conducted in 68% of all counties

in which WHO has 10% or more NCS No. 2

penetration (93 of 137 counties). This area holds

75% of all radio families in WHO's rich "Iowa

Plus" coverage area (647,000 of 865,350 families).

The survey gives WHO Radio a greater share of

homes using radio in all quarter hours surveyed

Monday through Friday, than any of the 94 other

competing stations.

WHO Radio and the 865,350 homes it serves

in "Iowa Plus"

—

America's 14th largest radio market

—should be on every major radio-market list. Ask

your PGW Colonel for complete results from the

24th consecutive survey of the Iowa radio audience.

Sources: Pulse (March, 1961), NCS No. 2.

14

WHO
for Iowa PLUS!

Des Moines . . . 50,000 Watts

NBC Affiliate

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV, Davenport

Peters, Griffin, Woodward. Inc., National Representatives

U. S. RADIO/October-November 1961



U. S. RADIO

OCTOBER 1961

RADIO: 1957-1961
FOUR YEARS OF
EVOLUTION AND
REVOLUTION

By October 1957, it was apparent

that all those obituaries written

about radio had been premature. For

some time, a stunned advertising in-

dustry had watched spot radio dollar

volume go up and up. A crazy little

jingle
—

"You'll wonder where the

yellow went"—had swept the nation

like an epidemic and answered for

all time the pessimist's query, "Does
anyone listen to radio anymore?"
Even those admen who still were

afraid to use radio began pontificat-

ing on such subjects as "music and
news" and "prime time" or engaging

in public arguments about how
many radio spots had to be used be-

fore you could call it "saturation."

And a new magazine—exclusively

for radio—appeared on the scene.

This issue marks the fourth anni-

versary of u. s. radio magazine, mak-
ing it one-tenth as old as the radio

industry itself. They have been four

exhilarating years, lived in an atmos-

phere of excitement and change.

On the subject of change, this an-

niversary finds a few changes going

on right here at the magazine. There
is, for example, a change of address,

u. s. radio has just moved, along with

Sponsor Publications, to new and
larger headquarters at 555 Fifth Ave.

Of much more importance to the

industry, however, is another change.

The next issue of u. s. radio, which
will appear in January 1962, will

represent a totally different and
stimulating concept in business mag-
azine publishing (for details, see



Radio s image today is based on reality. Its stature

is grounded in service to listeners and to sponsors

page 62). In the planning stage for

some months, the new u. s. radio has

been designed to meet the changing

needs and match the quickening

tempo of an industry on the move.

rhal radio is on the move has

been proven beyond doubt in these

past four years. By 1957, radio had

roused itself like a waking giant to

cast off the evil spell of television.

It was ready to move, and move it

did—sometimes in what appeared to

be strange directions. But the four

years (and ad billings which climbed

over $100 million in that time)

showed that the direction most often

followed was forward.

Perhaps the most outstanding

achievement is how radio, in that

short space of time, has changed the

atmosphere in which it operates.

More and more, radio has accepted

community responsibility, and the

community has rewarded it by show-

ing radio a greater respect than ever

before. Radio has matured, gained

confidence. It also has rediscovered

the role for which it was originally

intended and, incidentally, the one
job it will always do better than any
other medium—instant communica-
tions.

Indicative of radio's growth has

been the sale of receiving sets to the

public. Annual production of radio

sets, according to Electronic Indus-

tries Assoc. estimates, rose from 14.5

million in 1957 to over 17 million in

1960. RAB estimates that more than

20.3 million radios were sold last

year. The spate of transistor port-

ables which set in around 1957 has

contributed greatly to the listening

boom as have auto radios. By now,
A. C. Nielsen Co. puts the total num-
ber of auto radios in the U. S. at

about 42.6 million.

The sets have not been gathering

dust. A recent Sindlinger Co. sur-

vey showed that radio listening has

increased 6% in the last year alone

(about 5 million people now listen to

radio each day) while tv viewing has,

in the same time, gained only 1.7%
and newspaper a mere 0.7%.

I he broadcasters have kept pace.

In 1957, there were 3,180 am stations.

Now there are 3,618. Transmitting

equipment manufai i urers have spent

a busy four years keeping up with

equipment demands.
Stations themselves have been

mounting in value. In fact, the buy-

ing and selling of radio stations has

become almost a speculative boom
with prices jumping as much as sev-

eral million dollars between resales

ol large market outlets.

It has been an era of big station

group operations, and the names of

many of these groups have spread

well beyond the borders of the radio

industry. Radio profits are finding

their way into other businesses, while

other businesses are, in turn, invest-

ing in radio stations. Whoever was
ready to write off radio as a "dead
pigeon" a decade ago has had his

share of surprises in the past four

years.

Fm radio, after spending the early

and middle '50s in the doldrums,

snapped back in 1957 when the num-
ber of outlets increased for the first

time in a decade. It was only an in-

crease of seven stations that year over

the previous year—to 537. But 1958

saw it go up to 51 and fm has been

booming ever since. By now, the

number of fm stations stands at 906,

the all-time high. Broadcasters in va-

rious parts of the country banded to-

gether to promote their medium, and
in 1959, the National Association of

Fm Broadcasters was born.

The U. S. public, meanwhile, has

been showing an increasing interest

in sound to the point where hi-fi and
stereo now verge on a national fad.

Now radio stands to benefit by this.

Within the past few months stereo

multiplexing has become an actu-

ality, and excitement about its future

is running high.

Since 1957, several new station reps

have come into the radio picture,

adding to the proof of radio's jjios

perity. Advertising agencies have
been showing a new respect for the

medium, and in some media depart-

ments, radio specialists were added.

Since 1957, according to a Mc-
Cann-Erickson estimate, total radio

billings have gone from undei MiOO

million to over $700 million. A lot

of national brands will be long re-

membered for their heavy and savvy

use of radio during this period: (,il-

lette, Camel, Budweiser, Nescafe,

Beech Nut, Pall Mall, Chevrolet,

American Airlines, Eucky Strike, Ben
Cay, Ford, Tea Council, Rambler,
L&M, Dodge and Plymouth, Coca-

Cola, Alcoa, Northwest Orient Air-

How radio size and
Category

Gross radio time sales* (000)

National spot* (000)

Local spot* (000)

Network* (000)

Stations on air (am and fm)

am

fm

Sets manufactured** (inc. auto)

auto

fm

Sets sold (exc. auto)

Radio homes (U.S.)****

Fm radio homes (est.)

*FCC. **BIA. ***EIA discontinued measurement of factory I

7/61. ****Estimate through June 30.
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listeners, housewives, teenagers and

the entire family dining nighttime

hours.

"All the cigarette companies are

doing basically the same thing," says

Art McCoy, vice president in charge

of radio at John Blair. "There's no

originality; it's always the same old

pattern. They buy in mass, buy drive

times and think they're coming up
with wonderful media plans. They
should look into other possibilities."

A sales pro at The Katz Agency

bemoans the tendency of cigarette

companies to compete during traffic

times. "They're neglecting the great

body of housewives at home," he says.

"Housewife listening during mid-day

and weekends is a veritable gold

mine."

Another audience that the man
from Katz maintains is suffering from

neglect is the teenage group. "They
represent one of radio's best markets,

for cigarette companies, they repre-

sent long-term prospects that should

»e carefully cultivated."

The Katz man suggests cigarette

companies should discover which sta-

tions in each particular market cater

to teenagers and drop some of the

cash there, instead of always insisting

on buying prime time on top stations.

Another top executive with a lead-

ing rep firm urges a more extended

.use of nighttime hours. "All good
stations have constant audiences, not

just during drive times," he says.

"They should try nighttime and
tveekends to increase their undupli-

cated audiences. They might even

try late-night hours. That's the only

time to reach taxi drivers, insomniacs

and late-shift workers."

Nighttime listening—one of the

most neglected of radio's air times

—

is the subject of a new study released

by the Radio Advertising Bureau.

The study highlights a continuing

fact: stations have a tougher time

garnering clients for evening broad-

casts than for daytime hours, al-

though they deliyer a considerably

larger audience at night.

According to the RAB, the audi-

ences of leading stations range as

high as 80 percent greater at night

than in the afternoon and morning.
But the average station is able to sell

less than 40 percent of its evening
time, while many are completely

booked during the day.

The point is that so-called prime
or drive times often deliver a smaller

What tobacco companies can do to stretch

their spot radio advertising investments

1—Pinpoint specific audiences—Housewives and teenagers, say

the reps, are being neglected because of the tobacco industry's overwhelming

preference for prime drive times.

2—Utilize nighttime hours—Many major stations deliver a larger

audience at night, say the reps, but the cigarette companies still insist on

traffic hours.

3—Utilize radio's status as a personal, local medium—The

tobacco pitch is ice cold, some of the reps claim. They urge more participation

in local radio promotions.

4—Scrutinize media planning'—Smoking consumption varies from

city to city in the percentage of filter tip smokers to non-filter smokers. Factors

such as these should be given more careful study, salesmen suggest, to take

fuller advantage of current market changes.

5—Extend 52-week buys—The reps point out that year-long pur-

chases result in 1) greater saturation, 2) rate discounts, 3) preferred time posi-

tion and 4) more station interest.

audience than unsponsored hours

during the evening.

Several of the reps extended this

point and suggested more sponsor-

ship of high-rated programs that

don't fall into traffic times. Says one

rep: "Newscasts, blocks of musical

programing, special events and sports

are outside the popular saturation

battleground, but they do the job in

delivering high audiences and adver-

tising identification."

The reps contend that it's not

simply a question of spending more
money, but how to spend it wisely.

Besides bringing into play additional

time periods, they recommend a more
adroit use of radio's flexibility and

selectivity in specific markets.

For example, filter brands have

emerged as the most popular type of

cigarette, but the percentage of filter

tip smoking varies from city to city.

According to a brand comparison

survey taken by Television Advertis-

ing Representatives, New York, 58

percent of the male smokers in Char-

lotte prefer filters, compared to 39

percent in Pittsburgh.

Among women, filter cigarettes

were the preferred choice in all the

cities covered by the TvAR study,

but the amount of consumption

varied, ranging from a high of 81

percent of the female smokers in

Charlotte, to only 56 percent in

Pittsburgh.

This type of study, say the reps,

indicates the importance of studying

each market situation thoroughly to

strengthen radio's effectiveness as a

local medium.
McCoy of Blair further suggests

that more emphasis should be placed

not only during times of the year

when radio listening is increased

—

the summer, for example—but dur-

ing periods when smoking consump-

tion is higher. McCoy theorizes that

when people come together in groups

they tend not only to drink more,

but also to smoke more.

"The cigarette companies might

heavy-up around holiday times," he
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says. "I associate smoking with so-

ciability and this seems to be a good

time to hit them with commercials."

Much of the difficulty in using

radio, says Art McCoy, lies in a lack

of understanding of the medium.
"There are many ways to vary usage

that would cost less and still saturate

the market," he says. "But nobody
bothers to do anything new. They
all try to get away with being one of

the sheep."

McCoy recommends a widei ap-

plication of shorter commercials.

"Radio is basically a reminder medi-

um. .There's not too much difference

between brands, the stress is on the

name, over and ovei and over again.

As a result, they could use more 10-

second stull lor lemindeiv I lit \

don't need the full 30s and minutes
all the time," he says.

Failure on the part of some ciga-

rette companies to comprehend
many of the inherent advantages of

radio seeps into their copy approach,

according to McCoy.
"Radio is a personal, local medi-

um," he says, "but most cigarette

manufacturers are using an ice cold

pitch. 1 can't think of one that is

using local personalities to plug its

products."

The use oJ local personalities, how-
ever, involves problems that most
cigarette companies find too delicate

to touch. During the cancer scare,

man\ ol the brands indulged in fan-

ciful health claims, which prompted
the Kedeial Trade Commission to

(ia<k down with stipulations.

Now, because of FTC pressure, the

major manufacturers are reluctant to

take a chance that some over/ealous

announcer will land them in trouble.

They want full control over what
goes over the air.

However, as McCoy points out,

this doesn't stop cigarette companies
from making constructive use of

radio's stature as a local medium.
"They should have more tie-ins with

the radio station and local activities

such as trade fairs, fund drives and
local sports. By involving themselves,

the cigarette companies could go a

long way in creating a more friendly

and personal image."

Cigarette copy in the past year-and-

a -half has shown a tendency toward

How the six major cigarette manufacturers shape-up

Ranking
Total sales

All brands
Company Sales Radio adv." In millions of $ Major brands

| CAMEL (straight regular)

R. J. REYNOLDS 1 1 $1,418.2

|

WINSTON (filter)

|
SALEM (menthol-filter)

AMERICAN TOBACCO $1,215.3

PALL MALL (straight king)

LUCKY STRIKE (si might regulm)

H. TAREYTON (filters and straight king)

LIGGETT & MYERS 3 3 $ 543.1

CHESTERFIELD (straight regular and king)

L&M (filter)

OASIS (menthol-filter)

P. LORILLARD 4 4 $ 487.3

KENT (filter)

OLD GOLD (regular, king and filter)

NEWPORT (menthol-filter)

BROWN & WILLIAMSON 5 6 $ 485.0

VICEROY (filter)

KOOL (menthol-filter, straight menthol)

RALEIGH (filter, straight King)

PHILIP MORRIS, INC. 6 5 $ 506.4

MARLBORO (filter)

PHILIP MORRIS (straight regular, straight king)*

PARLIAMENT (filter)

ALPINE (menthol-filter)

1—Bank by total domestic sales. Source: Printers' Ink report compiled by Henry M. Wootten. 2—Rank by U. S. Radio-estimated radio investment. 3—Philip Morris king re-
placed by Commander brand. 4—Source: Wootten Report, o—Blank spaces indicate bran J is not a regular user of radio.
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the soft sell, with the stress nowadays

on taste and pleasure. Several of the

reps, however, believe that much
could still be done to perk up the

pitch.

"Many commercials sound alike,

and many still make banal claims,"

one rep exec says. "Tobacco today is

air-softened, vacuumed-cleaned and

moisturized. All these claims become

meaningless after a while. How many
things can you do to the poor, de-

fenseless tobacco."

The best approach, according to

this rep, is simple, straightforward

copy, stripped of hackneyed claims.

"Take Pall Mall, for example," he

says. (According to figures released

by Printers' Ink, Pall Mall is now
the country's number one seller.)

"Radio's role is to remind, to con-

stantly st i ess the name. II you keep

pounding away at the name without

being abrasive, you can do an effec-

tive job. f think this is what Pall

Mall has shown ns."

Moving from the general into a

specific analysis of how the major

companies buy radio illustrates

graphically how some are using the

medium more effectively than others.

When asked which company was

utilizing radio most effectively, every

rep executive cast his ballot for R. J.

Reynolds Tobacco Co. According to

McCoy, no cigarette maker purchases

radio "as intelligently as Reynolds."

Reynolds, he says, is the most con-

sistent and heaviest user of radio

among the tobacco manufacturers.

ccording to sales, radio use and expenditures

Advertising agency

1 In it calpc

Major brands 4

in billions

of cigarettes

Regular radio

users

Network5— Spot 5

l/M. ESTY, N.Y. 66.8
* *

M. ESTY, N.Y. 52.4
* *

VM. ESTY, N.Y. 35.1
* *

,SC&B, N.Y. 67.2
*

SBDO, N.Y. 42.5
*

.. GUMBINNER, N.Y. 12.1
*

. WALTER THOMPSON, N.Y. 27.4
* *

. WALTER THOMPSON, N.Y. 25.3
* *

. WALTER THOMPSON, N.Y. 1.6
* *

.ENNEN & NEWELL, N.Y. 38.5
* *

.ENNEN & NEWELL, N.Y.; GREY ADV., N.Y. 7.9

.ENNEN & NEWELL, N.Y. 5.6
*

'ED BATES, N.Y. 21.5

TD BATES, N.Y. 14.9

(EYES, MADDEN & JONES, CHI. 9.0

.EO BURNETT, CHI. 22.0

.EO BURNETT, CHI. 9.4

5ENT0N & BOWLES, N.Y. 8.9

.EO BURNETT, CHI. 2.6
* *

f
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Last year, Reynolds, the country's

biggest cigaieiie company, poured

about million into spot and net-

work radio, amounting to approxi-

mately one-tenth of its total advertis-

ing budget.

According to the reps, Reynolds is

the only producer that buys a sub-

stantial number of franchises with

stations throughout the country on
a 52-week basis. Some companies will

purchase 52-week schedules on a

limited basis for specific brands, but

Reynolds use is the most extensive.

Depending on the size of the area,

Reynolds uses frequencies ranging

from 12 to as many as 200 to 300 pei

week in key cities. As one rep ex-

plained it: "First, they may start with

Winston for 13 weeks, then switch to

Camel for 13, and then to Salem.

But, they employ it intelligently,

fully utilizing radio's flexibility. For

example, if they see that Lucky Strike

is heavy at a particular time, they

will move in quickly with Camel
commercials."

By setting up year-long franchises,

Reynolds is not only able to exercise

flexibility in schedules, but also re-

ceives benefits not granted to com-
peting firms. Since Reynolds is al-

ways on the scene, while other com-

panies move in and out, it gets: 1)

preferred time positions, 2) better

rate advantages and 3) more station

interest.

Reynolds has been buy ing radio on
52-week schedules for about eight

years; and as one rep executive says,

"the record speaks for itself."

The company has set the pace in

the tobacco industry during the past

several years and in 1960 it controlled

32.2 percent of the domestic market.

All the reps concurred that Rey-
nolds and its agency, William Esty,

are the smartest operators in the

smoking business. While several com-
panies are struggling to maintain

their positions in the market, Rey-
nolds goes along its merry way, rack-

ing up new sales records year after

year.

Camel, the second most popular
brand in the country, is the best sell-

er among regular size cigarettes. De-

spite the growing popularity of filter

brands, Camel sales showed a two
percent boost in 1960. This figure

takes on added importance when
compared to Lucky Strike, its lead-

ing competitor, which tumbled three

percent in sales last year.
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In the area of filter smoking, Rey-

nolds is far and away the country's

kingpin. The one-two combination

of Winston in regular filters and

Salem in menthol filters hold a firm

grip on the market. Winston moved
ahead 13.9 percent in I960, while

Salem, the talk of the industry be-

cause of its meteoric strides, high-

jumped 24.5 percent over 1959.

And this is only the beginning for

Salem, the reps say. During the sum-

mer, Reynolds pumped a pile of

money into radio for the brand, and

one rep exec says the campaign re-

sulted in "skyrocketing sales."

'Aggressive' radio

The company credits "aggressive

advertising support"—in which radio

played an important role—-as the pri-

mary factor for its impressive show-

ings last year. An excellent illustra-

tion of the company's adroit han-

dling of market changes is the way in

which it anticipated the boom in

filter smoking.

The company first entered the fil-

ter field with Winston in 1954 and
introduced Salem—the first of the

mentholated filter tips—in 1956.

The combined volume of Winston
and Salem sales now account for

nearly 57 percent of the funis do-

mestic business. This was nearly 35

percent of the nation's filter tip con-

sumption in 1960. And six years ago,

filter tips were unknown at R. J.

Reynolds.

As one rep puts it, "Reynolds sets

the pace and the rest follow like

sheep. They do the best job in

pounding away with heavy satura-

tions and copy approach."

Reynolds is a consistent buyer of

network programs, which run both

in the evening and on weekends.

This fall, the company is sponsoring

weekend news on NBC Monitor;

Phil Rizzuto's and Pat Summerall's

sports shows on CBS; morning, eve-

ning and weekend news on ABC and
slots adjacent to news programs on
Mutual.

In copy approach, most of the reps

preferred Esty's straightforward, sim-

ple commercials, with the stress on
flavor and pleasure: "Winston tastes

good, like a cigarette should"; "Salem

refreshes your taste;" "Are you smok-

ing more now, but enjoying it less?

[Camel]."

The one dark spot on Reynolds'

over-all picture was the dethroning

two years ago of Camel as the king

of U.S cigarettes, li was toppled by

the emergence of American Tobac-

co's Pall Mall as the nation's number
one brand.

American Tobacco is the country's

second largest tobacco firm and
radio's second best friend among the

cigarette makers. American allocated

an estimated more than $3 million

to radio in 1960, amounting to about

one eleventh of its total advertising

budget.

American brands controlled more
than 25 percent of the domestic mar-

ket in I960, with Pall Mall alone ac-

counting for more than half of the

company's output. The rise of Pall

Mall is the most significant develop-

ment at American in the past two

years. (According to Advertising

Age, it has been estimated that one

out ol every seven cigarettes bought

is a Pall Mall.)

Last year, the brand cornered

three-fourths of the sales in king size

cigarettes, a seven percent increase

over 1959. Since 1950, sales for Pall

Mall have ballooned 180 percent.

And most significantly for radio,

Pall Mall receives the bulk of Ameri-

c an's radio budget. According to the

reps, it is the company's only brand

that is purchased year-long.

Pall Mall flights

In addition to its 52-week fran-

chises, Pall Mall indulges in seasonal

Mights. In 1960, it concentrated on

\ ear-round schedules, but this year

the stress switched to more far-reach-

ing flights and less 52-week buys.

By year end, Pall Mall will have

hit the airwaves with a total of four

flights, including one eight-week

junket during the summer.

Pall Mall's method of buying drew

criticism from several reps. "Nielsen

got a hold on them and now they're

only buying the top station in each

market on their 52-week purchases,"

one rep complains. "They can't

possibly cover the market if they stick

to one station and drive times."

Another rep disapproved of "this

slide rule buying based on what some

rating service tells them to do. Now,
they're switching back and forth be-

tween stations according to current

figures. This can lead to bad station

relations. By cutting down on their

52-week buys, they lose the advan-

tages of rate discounts and time pref-

erences."

During its seasonal flights, Pall

Mall does utilize more than one sta-

tion per market. Since the flights

this year are more extensive, the sum
total of saturation may be the same
as last year, although these figures

are not available.

Anyway, as one rep executive says,

"now that their buying pattern has

changed slightly, it will be interest-

ing to see what happens in terms of

sales."

Through its agency, Sullivan,

Stauffer, Colwell & Bayles, New York,

Pall Mall has not conducted cam-
paigns that appear on the surface as

particularly inspired. But, as the reps

point out, the pitch is simple and to

the point. The copy is repetitive

("Good, good, good .... enjoy satis-

fying flavor .... outstanding, and
they are mild") but it moves the

cigarettes.

Generally, American Tobacco's
sales of both filter and non-filter

brands increased in 1960. But the

company was disturbed by the fall

of Lucky Strike from third to fourth

among all brands. Winston moved
in ahead of Luckies.

Luckies is a long-time friend of

radio. At present, it is operating with

13-week schedules in more than 100

markets throughout the country.

Last February, Luckies launched

an extensive campaign designed to

wrestle back some of the market lost

to the filters. The theme of the drive

was: "Remember how great ciga-

rettes used to taste? Luckies still

do." A substantial portion of the

advertising budget for the campaign
was dropped into radio and the re-

sults have been encouraging.

Tareyton sales gain

American's third leading brand,

Dual Filter Tareyton, a solid user of

radio, experienced good success last

year. This brand, coupled with Her-

bert Tareyton kings, produced a

sales increase of more than 13 per-

cent in 1960.

American also is a big one for

sports, rating as probably the largest

radio sponsor of baseball, with an in-

terest in the Dodgers, Giants and

Braves for Dual Filter Tareyton; and

the Red Sox, Indians, Tigers, and

White Sox for Herbert Tareyton and

Lucky Strike. The firm also helps

support the radio broadcasts of the

Houston Buffs in the minors.

Moving down the line, the third

most consistent users of radio is Lig-

gett & Myers. L&:M is the country's

Continued on page 48
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WHY PUROLATOR IS SOLD ON SOUND
How radio's polite 'intrusiveness' converts driver apathy to lively

sales for oil filters -and the sound ad strategy behind it

P HERE'S a brand new advertiser

in spot radio this year. And it's

spending $750,000, or 80 percent of

its media budget, in radio.

The newcomer is Purolator Prod-

ucts Inc., Rahway, N.J., which de-

signed and built the world's first

automobile oil filter in 1923, but

never tried radio until 1961.

How does Purolator like it? "We
love it," says John Puth, advertising

manager.

How does
J.

Walter Thompson
Inc., New York, Purolator 's agency

feel? "We put every dollar we can

get our hands on into spot radio,"

says George Clarke, account ex-

ecutive.

Purolator started its first flight last

spring, is just winding up its fall

schedule in 81 markets. Sales in June
and July, according to the agency,

were more active than they had been
in years. And Purolator moved ahead
in spite of a general decline in auto

parts sales this year.

The careful strategy behind the

Purolator radio campaigns may well

make the company one of the most
talked about radio advertisers of the

year.

Here are some radio bonuses that

joined this strategy with spot:

1. Radio's "intrusiveness" as a

great personal medium.
2. Radio's ability to deliver a

large marketable male audience.

3. Radio's ability to deliver this

audience, not only in drive times,

but during the weekend, too.

4. Radio's large out-of-home audi-

ence.

5. Radio's identification as a local

medium with local personalities.

6. Radio's broad market coverage.

7. Radio's efficient, thorough mer-

chandising support at local levels.

8. Radio's flexibility and economy.

Every one of these eighi kc\ radio

advantages is being utilized effective-

ly by Purolator and JWT. Here is

why.

The Purolator oil filter has been

a respected product among auto

parts since it was used in the first

( Ihrysler car 38 years ago. Since then

it has always held its own, garnering

38 percent of competitive business

in I960, the company reports.

But sales advanced only slighth

more than the market grew without

demonstrating the sensational gain

Purolator knew was possible.

Last year, Purolator and Thomp
sou executives examined the skua
tion and decided to attack it with a

change in advertising strategy. They
decided that their ad campaigns of

the past were no longer adaptable to

changing marketing patterns.

George Clarke (r), a.e., tells J. Walter Thompson account group of latest station

merchandising activities for Purolator oil filters. Listening are (I to r) Helen Davis,

timebuyer; Ed Walker, account supervisor, and Meredith Conlcy, public relations.
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John Puth, advertising and sales promo-

tion manager for Purolator, joined firm

in 1955, is on Automotive Ad Council.

"Analyzing our marketing struc-

ture," recalls Puth, "we concluded

that Purolator sales are ultimately

Local. Obviously, then, our advertis-

ing should be the hardest-hitting on
the local level, giving support to

dealers who sell oil filters to the

public."

The decision to use spot radio was

based primarily on the medium's
quality of "intrusiveness," according

to Mr. Puth. "The agency and the

client decided the story could not be
told in print because of inherent dis-

advantages in matching the product
and the medium."

Until this year, Purolator adver-

tised nationally in a half-dozen con-

sumer magazines and several trade

publications. Network radio spots

were bought on NBC Monitor sports

two years ago, but were discontinued

after the success of the first spot

flight last spring.

"Through observation of product
appeal in print ads," Puth says, "we
learned that oil filter ads evoked
little, if any, emotional response in

consumer-readers. While looking

through a newspaper or magazine,

I he reader registers favorable emo-
tional reaction to such products as

cars, appliances, radios, television

receivers or furniture.

"lie identifies with these products
Ins own material and social advance-

ment. His pleasure in knowing and
buying these products indicates he

is moving ahead.

"But oil filters," maintains Clarke,

"symbolically suggest to the car own-
er that he is standing still. By re-

placing a part, he acknowledges that

lie is not going anywhere."

On top ol lesser status, Puth adds,

the reader is further discouraged be-

cause print copy on oil filters is me-
( hanical and dull.

Where could the company go from
here? It needed a medium that was
local, attention-getting and reached a

a large male audience. It needed to

bring the dealer into the campaign

personally, for the dealer was the

person closest to the sale. And to

reach the dealer, the company had to

have merchandising and promotion

assistance from within and from

without.

Although network radio had
been fairly successful, it was unable

to provide for these local needs. The
answer was spot.

In the spring flight (flights were

scheduled to accompany the most

popular oil-change months) , Puro-

lator bought minute and 30-second

spots in 63 markets. It was a one-

station buy except in heavily-popu-

lated urban centers.

"Stations were selected primarily

for their ability to deliver a large

male audience," says Helen Davis,

JWT timebuyer. "Frequencies

ranged from 24 to 36 spots a week

per market. The spring flight ran for

nine weeks beginning March 1. Each

station was asked to give merchandis-

ing support."

The first campaign went so well,

according to Clarke, that the agency

increased the markets from 63 to 81

in the second, which began July 1.

It ran for seven weeks (two on the

air, two off: two on, two off; two on.

two ofl; one on) in Bights.

"When we ordered lime lot the

second campaign," says Miss Davis,

"we used data on the top 100 gaso-

line consumption counties from Sales

Management. We selected most mar-

kets on the basis of gasoline sales;

however, some were chosen according

to Purolator marketing considera-

tions."

To combat the low-interest prod-

uct image, Purolator and the agency

insisted that the commercials be de-

livered live (partially) and ad-libbed

from a fact sheet by a top station

"personality." His announcement
was preceded and followed by a pre-

recorded jingle.

Announcers were in on the pre-

campaign visits to each station by
the agency, too. In company with

the representative, JWT executhes

visited every station in the campaign
and played a four-minute taped pre-

sentation. It was written by Ed Rice,

JWT executive director, in coopera-

tion with Clifford J. Barborka Jr.,

then vice president, John Blair &
Co. (now president, Better Broad-

cast Bureau Inc., New York)

.

The agency asked station sales

execs to visit Purolator salesmen

(there are 150) and oil company dis-

tributors who handle the Purolator

filter. Announcers often participated

in these meetings.

Purolator salesmen and oil com-

pany representatives were asked by

the company to call on each dealer.

Purolator filters are sold in 90,000

service centers, are distributed by

12,000 handlers throughout the

country. Where they are not sold

under the Purolator label they may
be sold under a private label, such

as Standard Oil's "Atlas" tradename.

Two-thirds of the nation's oil com-

panies handle Purolator products.

"After all," Clarke says, "we
started the campaign on the premise

that our sales are local. We had to

have the cooperation of the dealer

and arouse his interest. Not only

were his customers exposed to the

commercials: he was and so were his

wife and children and neighbors."

30 U. S. RADIO/October-November 1961



A look at ;i Purolator commercial

emphasizes t he importance (lie com-

pany attaches to dealer involve-

ment. Copy key is the phrase "Lis-

ten to the Man!"

MUSIC: Purolator

Purolator

Purolator filters

Listen to the man
Listen to the man
When your service station

man
Says change the filter in

your car

He's doing you a favor

Listen to the man
Listen to the man
Don't u'ait till later

Get a new Purolator!

(Note: Feel free to ad lib)

ANNCR: Yes. listen to the man!
Your service station man
is the expert on the care

of your car. The next

time you get your oil

changed, and he suggests

you change the filter, too
—listen to the man—let

him put in a new Purola-

lator. Because if you're

driving around with a

clogged up oil filter, dan-

gerous little pieces of grit

and sludge, are careen-

ing around your motor,

scratching and cutting in-

to bearings, rings and pis-

tons. That sort of stuff

can lead to big repair

bills. So don't wait till

later—get a new Purola-

tor. It costs so little and
can save you so much.

MUSIC: Don't wait till later

Get a new Purolator!

The commercials woo the dealer

as much or more than the customer.

The reason is found in accessories

competition pointed out by John
Puth. "Our filter is in competition

less with other filters than it is with

other automotive parts. Spark plugs

and batteries, for instance, are more
frequently checked than the oil filter.

If the customer forgets to ask for a

Continued on page 49

Announcer (/) agrees with James B.

Lightburn, v.p., Purolator, that "now"

is the time to change Purolator filters.

Air personalities gave on-air and off-air

support all over the country.

First Purolator billboard was unveiled

on Route 130, Trenton, N.J., by Light-

burn (/) and Puth. Billboard is one of

600 placed on major inter-city arteries

to give visual impact to listener-motorists.

A 1915 Model T Ford is unique advertising vehicle used by San Francisco station

to promote Purolator campaign. Del Gore, general sales manager, KGO, toured gas

stations to remind dealers of Purolator air drive. His effort for client,

are typical of 97 stations throughout the U.S. Rose Cantania turns the crank.
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EVERYONE

By Howard W. Coleman

Promotion Director

WTCN Radio and Tv
Minneapolis, Minn.

Howard Coleman jumped from

a steady, lifetime opportunity

job as a high school band in-

structor ("Not much pay, but

the prestige was a great take-

home item with the family") to

editorship of a regional home
magazine ("Going great 'til the

publisher went south with the

f unds") .

Joining NBC Chicago as a

publicity writer for such net-

work shows of that era as Ding
Dong School. Zoo Parade, and

Kukla, Fran and Ollie, Coleman
retrospectively says he "survived

five presidents in six years"

while filling a variety of jobs.

Among them: promotion man-

ager for the debut of color tv in

1956 and, later, as station man-

ager of the NBC o and o there,

WMAO Chicago.

Since then he's been a doc-

toral candidate in communica-

tions arts at Michigan State U.

and a public speaker before

civic, educational and business

groups. His current theme on

the PTA circuit: "We ain't as

bad as all that!"

U. S. RADIO/October-November 1961



BUT EVERYONE...

...IS A RADIO MUSIC EXPERT!

If you work with so-called music experts who think any musician since

Sigmund Romberg is-at the very least-an existentialist, you'll sympathize with

these memoirs of one radio station man. His legion, however, is manifold.

EVERYBODY knows about music

on radio. Formulae for what to

include in a typical half-hour of pro-

graming are in the files of every self-

respecting rep firm, regional-to-medi-

um ad agency and group operation

headquarters in the country. They
cover all program elements other

than 12 one-minute announcements,

a 30-second and a following id at the

half-way point to accommodate some
idiot who thinks he can get a message

over in 10 seconds, an et of Smokey
Bear, two fund appeals and an ad-

lib for the National Safety Council

(The life you save may be your own
—heh, heh, folks)

.

Well, almost everybody knows
about music on radio.

And, even if you don't, it's no ma-
jor trick to look deeply into your
drink, jiggle the ice clockwise, and
mutter something about "Top
Twenty" or "Top Forty plus the

Golden Memories platters" or (and

this takes tioo jiggles clockwise, a

silently-contemplated after-whirlpool

and a worldly sigh) "Top Forty, with

a dash of the memory-joggers, and
for a bit of frosting, a touch of au-

thentic Dixie—it's absolutely the

end!"

But what of those middle-ground
stations—non-formula if you will

—

from purely local, network-affiliated

outlets all the way to 50,000 watters?

What of the adult (vih-dulht, rry-dult

or fl/7/7-dolt depending on where you

live) musical teapots and their tune-

ful fare?

They program their music, in my
highly personal and possibly unfor-

tunately educated opinion, in about

90 per cent of all cases by PMP.
What's a PMP? Personal Music

Prejudice, that's what.

The kind of individualized state-

ment of opinion that usually begins

with "I don't know much about

music, but I know what I like. .
."

The danger is that all too often the

implied conclusion is ".
. . but I

know what the peepul like."

Now an instant disclaimer: this is

not to deny the value of personal

opinion, of seat-of-the-pants hunches

or of experimental programing. But
never forget that these hunches—the

decisions made to back the musical,

record the hit tune, or pick the pilot

film that pulls the top Nielsen—are

educated hunches.

Even the most professionally edu-

cated of hunch players gets the seat

of his grey flannel overalls scorched

in the course of his hunch playing.

It's his batting average that dictates

whether the overall label reads

Brooks Brothers or Robert Hall.

But, returning to radio music and

all the PMPs, I recall some PMPs I

have known—men of broadcast au-

thority who have had (but, by no
small coincidence, no longer have)

influence on and control of music

programing.

There's the attorney who went on

to large administrative things.

By dint of pulling the cart for

the bass drum at a good college, he

qualified himself to pass on the music

programing of five of the largest sta-

tions in the country. "Use 'Gaslight

Music,' " he "adult formulized," ex-

plaining that he had read a "most

significant" trade story of a New
York indie that did this with success.

Harrassed program managers 3,000

miles away never knew whether to

play music of the Nineties, arrange-

ments that made the lights flicker or

to hire the pianist from the locaJ

branch of the Gaslight Club.

"Live music," the Tin Pan Alley

barrister announced on another oc-

casion (eyeing the budget of a staff

orchestra) , "can never be as good as

recorded music. Just think of the

wide range of really beautiful per-

formances you have in your libraries

—Guy Lombardo, Lawrence Welk,

Wayne King, Lester Lanin. .
."

Or, consider the station executive

who kept insisting that all he ever

heard on his frequency was "uneven,

sharp line, trapezoidal music." Not
able to find anything he liked in over

50 selections auditioned for him, he

finally announced: "Look, fellas, just

get rid of these shapes that hurt and

give me round music!"

(Five years later, in an alcoholic

grotto near a network o&o, there is

Continued on page 50
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"Who's a grump?

1. "Sorry, Jean, does it show that

much? Fact is I'm at my wits' end with

the campaign we designed to show the

superiority of our medium.

2. "Sounds crazy but our problem is

too much superiority — six sales points

where we're clearly ahead. I run a dra-

matic ad on each point each month.

But any one of the other points may be

the biggest one to some of our prospects

at that time.

3. "Remember the last ad you typed

up? I tried covering all the points in

that one, but our story's too compli-

cated to dramatize more than one point

in an ad with real impact.

4. "What's worrying me is that our

prospects won't remember the other

points of our story from one ad to

the next. And the ones they forget

may be the very reasons they buy
some other medium. How can I cover

all the points at once?"

f

5. "So that's why you've been grumpy!
And your memory is short, too, Mr.

Archer. A week ago you asked me to

check the sources of requests for in-

formation. Quite a few people who said

they wanted more information men-
tioned our one-point-at-a-time ads in

SRDS. They wanted more than we
gave them . .

."

7. With competent, strategically placed

information in SRDS
YOU ARE THERE
selling by helping people buy.

6. "SRDS, of course! The solution was
right here all the time. SRDS is the

one place we can put all the sales points

in every ad. That's where our adver-

tisers go to compare all important
points when they're buying. Wouldn't
be surprised if our 'hold back' ads have
made some of them erumnv! Jean—hnw

Standard Rate & Data Service, Inc.

G QJ3

the national authority serving the media-buying function

C. Laury Botthof, President and Publisher
5201 OLD ORCHARD ROAD, SKOKIE, ILL. • YORKTOWN 6-8500

SALES OFFICES - SKOKIE • NEW YORK • ATLANTA • LOS ANGELES
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COMMERCIAL

CLINIC
For most people on Madison Ave-

nue, Monday morning is a dreary

time filled with yawns and drooping

eyelids, but for a small group at

Young 8; Rubicam, the first day of

the week may find them involved in

a strange variety of activities.

These chores range from simulat-

ing the yells of a screaming mob of

aborigines attacking a group of mis-

sionaries in Afghanistan to chatting

on the phone with Marilyn Monroe.
This all occurs in the course of a

normal Monday in the life of the

men and women at Y&R who write

and produce commercials for Life

magazine. Creating commercials for

Life involves one of the toughest

grinds in the industry.

Each week an average of four new
commercials, three minutes and one
30-second, strike the radio waves
plugging the magazine. All the com-
mercials are written, recorded and
approved by the client during a span
of about eight hours on Monday
from 10 to 6. This includes time off

for lunch.

"Life magazine is a strange prod-

uct," says Walt Eckley, production

chief at Y&R, "because it keeps

changing from week to week." This
wasn't always the case. Several years

ago, the magazine ran institutional

commercials that contained the same
copy throughout a particular flight.

But two years ago, the magazine
decided to add some life to its radio

commercials. Life worked out a

schedule with the agency that en-

abled it to hit the public with a new
series of commercials each week,

plugging the articles in the current

issue.

The schedule that evolved resulted

in what might be a unique situation

in advertising. "This probably is the

only place in the industry where the

client never sees the copy before it's

recorded," says Sam Miller, copy-

U R RAnm/fVtnhpr-Nnupmhor IQfil

writer for the commercials. "The
client doesn't have any idea what
we're going to tape."

The first the people at Life hear
the commercial is about 5 on Mon-
day afternoon. A direct line is

hooked up from the recording studio

to the offices of Bill Sherman, assist-

ant to the promotion manager at the

magazine.

After the initial hearing, Sherman
may suggest changing certain words
or phrases or altering the speed of

delivery. The tapes are immediately

patched up according to his instruc-

tions and then wired directly to the

CBS and NBC networks. They hit

the air Tuesday morning at 6:30.

At present, the commercials are

running on CBS owned stations in

seven major cities. However, accord-

ing to Miller, the magazine has in the

past, and will probably in the future,

increase the schedule to cover the en-

tire CBS and NBC networks.

The announcements are broadcast

early in the morning from 6:30 to

8:30 to catch the family while eating

breakfast and in the early evening
from 5:30 to 8:30 when everyone is

munching dinner. The commercials

are aired around news programs, at

the rate of about 40 per week for

each market.

Miller receives his first inkling of

what is appearing in the next issue

on Thursday mornings when he at-

tends a meeting between the Life

editorial and promotional staffs.

But, as Miller says, "the meeting
only gives me a rough idea of the

next issue. I usually take my notes

home over the weekend, and think

about it a lot, but I don't get much
written. The late news breaks—the

Berlins, the Laoses, the Khrushchevs

come in late—and I really can't get

started until Monday morning when
we get a full set of proofs from their

plant in Chicago."

Miller gets the proofs around 10

or 1
1 , and at 2 he, Eckley, an an-

nouncer, an actor or two, and two
assistants set up shop in the record-

ing studio.

While the recording session pro-

ceeds, Miller is still rewriting, not
only to cut for time but also to re-

vise content. Everyone chips in with

suggestions and it quickly turns into

a coffee klatch.

During the past two years, the

commercials have contained the ac-

tual voices of people like Harry Tru-
man, Bob Hope and Marilyn Mon-
roe and many sounds in the news in-

cluding a St. Patrick's Day parade

and Princess Margaret's wedding.

In a recent broadcast, an actor

imitated the voice of a Nashville

divorce lawyer who was quoted from

a recent Life series on "Love and
Marriage."

In a raspy drawl, he began: "Some
of the most hopeless marriages I've

ever seen come from too much drink-

ing. A couple goes out for a date

and wakes up to find out they've

been married—though they can't re-

member why or where." At this point

the announcer booms in: "That's a

quote from Jack Norman Sr., of

Nashville, Tenn.—one of the na-

tion's busiest divorce lawyers who
this week talks about divorce in Part

3 of Life magazine's series on love

and marriage."

The drawl picks up again: "Di-

vorce can come to anybody. In my
years I've seen 'em all—society ladies,

scrubwomen—even had a fourteen

year old girl want a divorce— I can

tell you these case histories don't

make pretty reading. One big

trouble is, too many people get mar-

ried these days for the wrong reason.

It's remarkable how many girls

marry a man they don't love just to

spite another man." A quick plug for

Life winds up the minute.



RADIO FOCUS/ IDEAS

COPY OF "Man in Space" album, recording of astronaut flight on WHK
Cleveland, goes to Mayor Selebreeze, r, from Jack Thayer, WHK v.p.-g.m.

ANNUAL GAVEL AWARD of American Bar
Assn. goes to Robert Hyland, I, g.m., KMOX
St. Louis, from ABA Pres. Whitney North Sey-

mour, marking the station's law documentary.

20th ANNIVERSARY at KNBC San Francisco-

for Sunday series, "San Francisco Story," which

won state fair special award for culture, is

marked by, I to r, W. B. Decker, KNBC g.m.;,

F. M. Donahoe, pres., Citizens Federal, sponsors;

Hal Walker, v.p., Botsford, Constantine &

Gardner agency; William Andrews, KNBC a.e\

"STAY IN SCHOOL" drive of WABC New Yor,

was launched in Coliseum, introduced May
Robert Wagner, r, MC Herbert Oscar Anderson,

CHICAGO AGENCY and client personnel attended a day-long whinding of

WBBM. Among the guests, I to r, Roy Lang, BBDO a.e. on Pepsi Cola; Jerry

McGuire, PC ad mgr.; Lucille Paul, and Ed Wygert, Pepsi-Cola v.p.

ELECTRONIC "weather watch" at KGO San

Francisco is atop building, relays current tem-

perature, Gen. Mgr. Elmer O. Wayne reports.
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SEE YOU IN JANUARY

That's when the new-style, new-year version of U. S.

RADIO will make its debut, complete as a specialized

service designed to prove radio's unique greatness and

values to ag'encies, advertisers, and broadcasters.

U. S. RADIO becomes a bi-monthly publication then, de-

signed, researched and written for the busy advertising

professional who wants in-depth reporting and analy-

sis on vital topics in easy-to-read form. This October/

November edition of IT. S. RADIO marks its end as a

monthly magazine in this form.

Among the new all-industry, all-advertiser reports now

being readied for you:

• Industry studies on the Image Of Radio, on the growing need for

and importance of automation, on the many program and commer-

cial services which make modern radio operative and effective.

• Advertising studies on radio's most important advertisers - the

gasoline and oil companies, drug and toiletries, food products

and supermarkets.

The new U. S. RADIO will be distributed free to all

SPONSOR subscribers. Extra copies will be available at

$1.00 each.

LOOK FOR U.S. RADIO'S NEW LOOK . .

.

STARTING WITH A LATE JANUARY EDITION

U. S. RADIO/October-November 1961



RADIO FOCUS/PEOPLE

QUICK WEEKEND zoom to the west

coast was Daren F. McGavren idea for

his sales staff to see McLendon stations

XTRA Los Angeles and KABL San

Francisco. L to r, Mike Schwartz, Ralph

Conner, Monte Lang, Gerry Mulderrig,

Don W'ilks, Roger Hudson with hostess.

TWENTY-FIVE years as a radio farm specialist saw Herb Plambeck, farm service

director at WHO Des Moines, honored at a surprise dinner for 450 guests. Among
his many gifts: a trip to Europe. He directs more than 70 farm shows every week.

AUTHOR James Michener shares talk of experiences with students on WTTM GOURMET David Wade, r, who broad-

Trenton, N. J.'s "School Scoops," on the air nine years as a showcase for high school cas is food tips on ABC's "Flair," gets

editors in the area. At left, Tom Durand, program moderator of the half-hour show. award from Sponsor Neal Hall, Lone

Star Gas, I. Show is on WFAA Dallas.

SYRACUSE U. football games are signed

for by W. G. Breeze, Schuler's Foods, c.

with Bob Wolf, I, Hutchins Adv.; H.

Giourard, r, Northeast Radio Network.

BURDEN OF FAME m carried by Reb
Foster, KYW Cleveland personality. It's

a 6'6" trophy presented by the city's recre-

ation department for his baseball support.



RADIO FOCUS/ideas

Agencies

Hy Schneider, an associate director

of merchandising ;ii Lennen &
Newell, New York, since I *>r>K. named
an account executive on the Benrus

Watch Co. accounl .... Louis Meisel

moves to the Charles Jay Co. New
York, as executive v.p. in charge of

a new package snoods division spc

cializing in the food and drug field.

. . . Donald Daigh appointed writer-

producer in the creative radio and
television department of the D'Arcy

Advertising Co., New York. . . . John
E. Sutton, formerly of Grant Adver-

tising, joins BBDO, New York, as an

account executive on the New York
Telephone Co. account. . . . Keith

Holden promoted to the post of as-

sistant director of the radio and tele-

vision department at W. E. Long Ad-
vertising, Chicago. . . . Jane M. Sarin

elected a v.]). of Eldridge Advertis-

ing, Trenton, New Jersey. . . . Robert
M. O'Brien moves over from BBDO
to join DCS&S as a field account exec

on the Jackson Brewing Co. account.

O'Brien is based in Dallas. . . . James
F. Ryan, a v.p. and account super-

visor at Donahue & Coe, New York,

elected a member of the agency's

board of directors. . . . Al Cosentino,

formerly at Benton 2c Bowles, named
traffic manager at Papert, Koenig,
Lois, New York.

Representatives

Robert L. Stricklin terminates his

asociation with the Kenyon Brown
Stations and takes over as manager
of the Los Angeles Western Sales Di-

vision of Forjoe & Co. . . . Roger
Sheldon promoted to the position of

mid-western radio sales manager of

Adam Young, Chicago. ... In an-

other move at Adam Young, Peter

S. LaBruzzo joins the firm's radio

sales staff. . . . William L. Lauer ap-

pointed manager of the Detroit na-

tional sales office for WNEW New
York. . . . Bill Meyer added to the

sales staff of Torbet, Allen & Crane's

Los Angeles office. . . . Four new
sales executives added to the new
RKO General national sales divi-

sion: Edwin C. Metcalfe and Robert
L. Fox set up shop in Los Angeles
and Calvin Copsey and Alfred Racco
did likewise in San Francisco. . . .

Thomas P. White appointed ac-

count executive ol Adam Young,

New York. . . . Richard E. Charlton

named manager of the ( !hi< ago offic e

ol (he Henry I. Chiistal Co. . . .

James M. McMullin appointed a

radio accounl executive in die- New
York office ol Advertising Time
Sales. . . . S. James Matchett joins

the sales staff of Robert E. Eastman

& Co's Chicago office.

Stations

Sam Sherwood, air personality at

KDWB Minneapolis-St. Paul, ap-

pointed program director of the out-

let. . . . Three changes at KNX
Hollywood, flagship station for the

CBS Radio Pacific Network: Frank

Oxarart Jr. promoted to the position

of national sales representative for

both the Pacific network and KNX;
Sherril Hops becomes promotion

and merchandising manager for the

station; and Hank Weiss, national

sales representative for KNX and the

Pacific network, moves to the post

of account executive. . . . James A.

Beatty takes over as manager of mer-

chandising for WNBC New York.

. . . W. Emerson Rhodes joins WSAI
Cincinnati as community relations

director. . . . Arthur Sobelman joins

KLIV San Jose as sales manager. . . .

Robert A. Hinners takes over as

v.p. and station manager at WWIL
and WWIL-FM Fort Lauderdale

John E. Donofrio moves in as gen-

eral manager of WPFM Providence.

. . . George W. Cyr appointed direc-

tor of programing and operations for

WGBI Scranton-Wilkes Barre. . . .

Herbert W. Crosby promoted to the

position of sales manager of WCSH
Portland, Me. . . . Gerry Desmond,
air personality at WEOK Pough-

keepsie, N.Y. named program direc-

tor of the station. . . . Two changes

at WMGM New York: Arthur J.

Wander named assistant to the direc-

tor and Rick Sklar appointed pro-

gram director. . . . Murrell Foster

named manager of KFMN-FM Abi-

lene. . . . Bill Jones appointed pro-

gram manager of KRAK Sacra-

mento. . . . W. W. Connell named
program director at KXOK St. Louis.

. . . Arthur H. Simmers moves from

WWIZ Lorain, Ohio to the post of

commercial manager at WQSR Syra-

cuse. . . . Gene Reynolds appointed

manager of KFSA Fort Smith, Ark.

. . . Three changes at KNUZ and its

affiliate KQUE-FM: Jim Scott named

commercial manage] ol tin im out

let ; Foi i est Patton, Eoi met commi i

c ial manager for KNUZ and KQUE,
appointed to the post ol directoi ol

sales loi both stations; and Wccb
Hunt, progri lire< toi foi die fm
stations, named to the post ol pro

gram directoi lot MM '

E Hal

Hirschmann named s;des manage!
of KROI) El Paso. . . Robert Knox
moves into the newly created post ol

director ol broadcast standards and

public affairs at WIBG Philadelphia.

. . . Phil Leopold trots ovci from
WINS New York to take over as di-

rector of sales development and ad-

vertising at WABC New York. . . .

Gene Roper appointed headquarters

program advisor for RKO General

Inc.

Industry

William J. Callahan Jr. of SSC&B
re-elected president of the Market-

ing Research Trade Assn. . . . Graf-

ton P. Tanquary, director of market-

ing for the Component Group of

Litton Industries at Los Angeles,

named chairman of the RF Trans
mission Components Section of the

Electronic Industries Assn. . . .

George Woolery, director of public

relations for Playhouse Pictures,

named publicity chairman of the sec-

ond annual International Broadcast

inf Awards competition, sponsored

by the Hollywood Advertising Club.

. . . Robert W. Bledsoe and Eugene
L. Reilly started Marketing Strategy

Inc., a new market and consumer re-

search organization with office in De-

troit, New York and Los Angeles. . . .

David A. Negrey appointed western

regional sales manager of the Olym-
pic Radio and Television Sales Corp.

. . . Robert Mensch appointed na-

tional supervisor of sales for the

Sony Corp. of America. . . . Robert
W. Carr appointed manager of prod-

uct development at Shure Brothers

Inc., Evanston, 111. . . . Two new ex-

ecutive positions created at ITA
Electronics Corp.: Joseph Novik be-

comes a v.p. and ITA's executive rep-

resentative in Washington, D.C.. and
Eliot S. Baker also becomes a v.p.

and the firm's industrial and govern-

ment sales manager. . . . Quentin L.

Harvell, formerly director of market

research and promotion for the In-

dian Jute Mill Assn., named assistant

to the president of the Advertising

Federation of America.
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MALMAISON
RESTAURANT

10 East 52nd St., New York

LUNCHEON... COCKTAILS... DINNER

At the piano: Jules Kuti, 5 to II P.M.

PLaza 10845 • Closed Sundays

NAMES & FACES
Robert R. Pauley, vice president in charge of

ABC Radio network, has been elected presi-

dent of ABC Radio. Pauley is a long-time
veteran in the area of broadcasting and adver-

tising. After he joined ABC in 1957 as an ac-

count executive, Pauley rose rapidly in the

ranks. He was named eastern sales manager
in 1959 and became vice president in charge
of the network last year. Previously, Pauley
worked as an account executive for the CBS
and NBC radio networks, WOR New York

and Benton & Bowles, New York. According to Simon B. Siegel, executive

vice president of American Broadcasting-Paramount Theatres, owner of

ABC, Pauley's leadership is one of the primary reasons for the network's 30

percent increase in sales over last year.

Frank G. Boehm, one of the pioneers in the

development of modern research techniques

in the radio field, has been appointed director

of resear< h and promotion for the national

sales division of RKO General Inc. Boehm
has shown a rapid rise in the broadcasting

field. As late as 1953, he was working as a

guide for NBC, conducting tours through the

network's New York offices. Fro'.n there,

Boehm moved to ABC Television a* a member
of the research department and in 1 956 he

joined Adam Young Inc., New York. One year later, Boehm was made v.p.

and director of research, promotion, and advertising for the company. Dur-

ing his five-year tenure with Adam Young, he developed research techniques

that helped clarify the scope of the radio audience.

Vincent T. Wasilewski, a member of the staff

of the NAB for the past 12 years, has been ap-

pointed tire organization's executive vice presi-

dent. In his new position, Wasilewski becomes

the chief administrative officer under NAB
President LeRoy Collins and will act in the

president's absence. Wasilewski joined the

NAB's legal staff in 1949 and rose quickly in

the organization. He was named chief counsel

in 1953, government relations manager in 1955,

and was promoted to the rank of vice president

in 1960. In announcing Wasilewski's appointment, Collins praised the new
executive officer for "his conspicuous competence in the area of government
relations, his intimate understanding of the broad range of political prob-

lems confronting broadcasters and his fine leadership qualities."

AO U. 1. RADIO/ October-November 1961



NOW we can offer you

PROVEN
RESULTS
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with these

TELE-BROADCASTER STATIONS

Lawrence W. Bruff, direc tor of advertising for

Liggett & Myers, has been elected vice presi-

dent in charge of advertising for the cigarette

company. Bruff has served as direc tor of ad-

vertising since 1953. Liggett 8c Myers is an im-

portant user of radio, having poured in an

estimated $2.5 million in spot radio last year,

primarily for the company's Chesterfield and
^^^t-- B L&M brands. However, the company has been

9^'' I raced with slipping sales and recently shifted
^^^^^^ its Chesterfield, Duke and Oasis accounts from
McCann-Erickson fnc. and its L&M account from Dancer-Fitzgerald-Sample

to J. Walter Thompson Inc., New York. This move, coupled with Bruff's

promotion, could foretell a change in overall advertising strategy.

John W. Kluge, president of Metromedia Inc.,

has announced the purchase of another radio

station in his film's growing list of holdings.

Kluge, the driving force behind one of the

country's fastest growing broadcasting groups,

bought KMBC Kansas City, Mo., bringing to

ten the number of stations under Metromedia
control. Kluge's broadcast experience spans a

period of 14 years. During that time, he has

been connected with ten different broadcast-

ing concerns, holding positions ranging from
president and partner to major stockholder. In 1959, Kluge purchased con-

trolling interest in Metropolitan Broadcasting Corp., which became a divi-

sion of Metromedia. In less than a year after Kluge took over, Metropolitan

doubled the number of its stations.

Robert Richer, who feels that the future of fm
lies in highly specialized programing, has

formed Robert Richer Representatives, New
York, a new firm that will rep stations broad-

casting only modern jazz. It's Richer's idea

that fm stations broadcasting a balanced for-

mat will be suffocated by stronger am outlets.

The answer, says Richer, is strict specializa-

tion. Richer picked modern jazz as his special-

ty because it is a field that "has a future and
has not been fully exploited." Richer contends

that modern jazz programing reaches more of fm's high income audience
than any other form of fm programing. He formerly created and produced
a jazz program on the ABC Radio network, headed national sales for River-
side Records, and sold radio for Adam Young Inc.

\in Hartford -

(CONNECTICUT) WPOP
[in Kansas City - KUDL
\in Los Angeles-
I (SPANISH LANGUAGE
1 MARKET)

KALI
\in San Francisco-

(SAN MATEO) KOFY
1 -A- TOP RATINGS IN

AUDIENCE

1 if MORE LISTENERS

1 PER DOLLAR

1 + SPONSOR PREF-

ERENCE AFTER

TRYING "BOTH"
STflTinn<;

BECAUSE WE
PROGRAM TO
PLEASE LISTEN-

ERS AND TO
PROMOTE SALES

For facts & figures CALL

A TELE-BROADCASTER STATION

INTRODUCING THE NEW

DRIM-EIST
HOTEL

39th St., East of Lexington Ave.

NEW YORK
Salon-size rooms • Terraces • New
appointments, newly decorated •

New 21" color TV • FM radio • New
controlled air conditioning • New
extension phones in bathroom • New
private cocktail bar • Choice East

Side, midtown area • A new concept
of service. Prompt, pleasant, un-

obtrusive.

Single $15 to $22 Suites to $60

Special rates by the month or lease

Robert Sarason, General Manager

ORegon 9-3900



TIMEBUYS
Continued from />",t;<" 1

1

midwestern state. The goal involves

using radio and newspapers to fol-

low with "rifle-shot precision on the

heels "of 10 European travel special-

ists who, with representatives ol Ice-

lancli< .md the Colton agency, will

tour 120 cities and towns in Wiscon-

sin. According to the agency, the

success ol this campaign will deter-

mine its radio plans for the future.

W. }. McDonald is the contact.

P. LORILLARD CO.

Agency: Lennen b New ell, New York

Product: YORK CIGARETTES

With the introduction of its new
"imperial" size brand, Lorillard is

tunning heavy saturation test cam-

paigns on radio in New York and
Chicago. Radio plans for the future,

however, are still in the planning

stage. According to the company,
the York brand features the first in-

crease in cigarette length since the

king-size smoke was introduced in

1938. The present radio drives are

based on the pitch: "York . . . the

Inst imperial size cigarette . . . uses

its imperial length instead of a filter

to make rich tobaccos taste mild and
smooth." Herb Zeltner is the contact.

MORTON MANUFACTURING CORP.

Agency: Laiurence C. Gumbinner,

New York

Product: CHAP STICK PRODUCTS

With frigid weather rapidly ap-

proaching, the lip and hand product

opens its annual campaign at the end
of this month. The promotion will

infiltrate the top 50 markets. Fre-

quencies for the one-minute commer-
cials will vary from 10 to 30 per

week. Anita Wasserman is the time-

buyer.

PARKER GAMES

Agency: Badger, Browning, Boston

A five-week campaign that will run
through Christmas will probably be

launched during the middle of next

month for the game maker. A sub-

stantial number of markets through-

out the nation will carry the com-
mercials.

PHARMACO INC.

Agency: N. W. Aye) b Son,

Philadelphia

Product: FEEN-A-MINT

A 13-week campaign that will run to

the end of the year is presently bur-

i owing the country lor the chewing
gum helper. Announcements are

being broadcast in 70 markets—the

majority ol them targeted at the Ne-

gro audienc e.

U.S. TOBACCO

Agency: Donahue b Coe,New York

Product: MODEL PIPE TOBACCO

The country's ninth largest tobacco

manufacturer begins a series of three

llights at the latter part of this month
involving about 40 to 50 markets.

The Hights will be run as follows:

October 30 tor three weeks; Decem-
ber o through December 12; and De-

cember 18 through December 22.

About two stations per market will

carry the one-minute ets. Phil Brooks

is the timebuyer.

VICK CHEMICAL CO.

Agency: Morse International

Product: MEDICATED COt'GH DROPS

Vick's cough drop product will

saturate a number of markets scat-

tered around the country beginning

in the early days of next month. The
drive will extend for approximately

ten weeks. Mary Ellen Clark is the

timebuyer.

WHEATENA CORP.

Agency: Charles W. Hoyt,New York

Product: WHEATENA CEREAL

The cereal producer is currently pep-

pering about 20 markets throughout

the country in the first flight in a

series of two. The present flight, uti-

lizing about 40 stations, will run

through Nove m b e r. Frequencies

range from 5 to 25 commercials per

week, depending on the size of the

market. The announcements are

broadcast during late morning hours

to capture the housewife. The second

flight picks up at the beginning of

next year and will run for six weeks.

Doug Humm is the timebuyer.

LETTERS
Continued from page 12

A BIRD AT HOME . . .

August issue crows . . . "Motorola
gives heav) billboard promotion to

its fm radios." So this is wonderful?
I'd sa) most ol the effort is wasted

since the average motorist, il he does

see the billboard, little knows oi

c ares about fm.

Motorola would be bet t ci using

fm radio to promote car sets to the

very people who like and listen to

fm at home, and are more likely to

be encouraged to extend their en-

joyment to their car tiding.

A. A. McDERMOTT
Radio t!r Television Sales Inc.

Toronto

BIG VOICE ON LOCAL ISSUES
Compared to newspapers, the arch

competitor ol broadc asting, radio has

been singularly gutless in failing to

avail itself of the powerful area of

influence it enjoys in other fields,

namely, commercial.

1 disagree with certain aspects ol

your article, How stations show lead-

ership by taking sides (v. s. radio,

July 1961). Taking a position is most

certainly the heart of editorializing.

Yet one need not always approac h an

editorial with the thought in mind.

"Am I qualified to launch a crusade

on this subject?" such as your article

implied. Some of the most enthusi-

astic response I have had has been

on certain local human interest com-

ments, certainly of less importance

than a major public issue as such.

If one waits for a great issue to

emerge before he comments, he will

be sharply limited in the frequency

of occasion to comment. My edito-

rials have been praised on the re-

quirements of a five-day week sched-

ule and a self-imposed limit of 90

seconds per editorial. If a subject is

too involved to cover in 90 seconds

I write a "series" which is aired un-

til the subject is covered. Exercising

a sharp discipline of verbiage, the

most any subject has required so

far is a series of three in order to

cover it.

Using established communication

practices, I tape each editorial and

air it four times on the day of its

scheduling. Equal time for comment
or opposing opinion is offered each

day. So far, only one party has avail-

ed itself of this privilege. The ques-

tion has been asked: "How in the
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world do you find enough subjects

to lill a Monday through Frida) dail)

s< hedule <>l editorials?" The answei

:

Within a lew weeks <>l die beginning,

citizens dI my community have

phoned, written <>i approached me
personally with more things t<> write

about ( han 1 have enei g)

.

Granted, an editorial writer musl

be ;i fairly prolific writer to tackle

the chore, but i! we broadcasters

aren't in the communications busi-

ness, then how else can you belter tic-

fine it? This may emerge as a new
requirement lor the successful broad-

caster. II so, this is an advantage to

people ol my particular aptitude.

The impact on my community has

been very gratifying. No one issue 1

have presented has exploded into a

world-shaking movement. But. con-

versely, I have rarely broadcast an

editorial that hasn't drawn some
comment. And in a city with only

one newspaper and therefore only

one editorial point of view, we have

had a most pleasant reaction from

the public at large and the commer-
cial community lor our initiative in

challenging that newspaper on issues

that we feel are especially biased and
poorly presented.

WIN MARKS
Managei
KBOY
Medford, Ore.

EXPOSING THE PROOFREADER
Your September issue featuring

Radio in the Public Interest was in-

deed impressive. However, we were
saddened to find WWDC Washing-
ton listed in the "no" column under
the question "Does the station air

editorials?"

Indeed we do—about 10 a day,

seven days a week, fifty-two weeks a

year—ever since 1958. In fact I have

talked on broadcast editorializing to

several state broadcasters' associa-

tions and at the Westinghouse Con-
ference on Public Service in San
Francisco.

So please correct the impression

that WWDC is not an editorialist.

BEN STROUSE
President

WWDC Washington, D.C.

LIKES HIS WORK
The article on editorializing in your
August issue is very interesting. I

cannot understand, however, why
KVOO (Tulsa) is not listed among
the stations that editorialize.

We have been doing a daily edi-

torial since July 1959. My editorials

have been highl) successful. Several

have appealed in the Congressional

Record. Community groups have or-

ganized as a result ol two editorials.

Dail) mail and calls concerning m\
editorials almost constitute a "sec-

ond" job at the office.

Editorial subjects run from local

to state, national and international

matters. 1 write and piesenl lliciti

twice daily, 7:15 a.m. and a icpc.it at

12:15 j). m. T he average length is two

minutes.

Keep up the good work lor radio!

GUSTAV K. BRANDBORG
V.P. (tiitl General Manage)
KVOO Tulsa

GROWING UP IN GRAND JUNCTION
I have read with great interest youi

excellent article on broadcast edi-

torializing. I agree wholeheartedly

with your own editorial on the sub-

ject The Chance to Be a Man (Au-

gust 1961).

I couldn't help but think bow the

article fits the history of KREX
(Grand function, Colo.) and sta-

tion owner Rex Howell. He was

probably the first Colorado broad-

caster to editorialize. He did it in

defiance of
f.

Lawrence Fly's edict

of the forties. He was in the fore-

front of the fight to establish broad-

casters' rights to express editorial

opinion (Mayflower Dec ision) .

Your article will do much to en-

courage alert broadcasters to speak

their minds on controversial issues

and gain the awakened "sense of new
responsibilities." If enough broad-

casters respond, radio will truly pro-

vide a whole new dimension of

service.

ROY H. ADAMSON
Secretary-Treasurer
Western Slope Broadcasting Co.

(rand Junction, Colo.

FIRST, BUT NOT LEAST

lid. note: I be following Ictlci ErOQ)

t he F( ( is in reply to a I ,8. I< U>IO

query on the Inst im station licensed

whit li is still in operation.)

Commission records show the- follow-

ing i n loi maiion on the currently op
elating Im broadcast stations in the

U.S.

Call letters: WJBO-FM; location:

Baton Rouge, La.; date application

for license filed: June 1941; date

af)f>lication fur license granted'. No-
vember IS. 1942.

WWSW-FM Pittsburgh; August

28, 1941; May 20, 1942.

WWJ-FM Detroit; Octobei 16,

1941; March 23, 1943.

WEFM Chicago; Oc tober 17, 1941;

January 15, 1942.

WHFM Rochester. N.Y.; Octobei

23, 1911; January 29, 1942.

WFIL-FM Philadelphia; March

13, 1942: September 9, 1942.

WGFM Schenectady, N.Y.; Jul)

22, 1912; September 9, 1912.

As can be determined from the

above tabulation, WEFM Chicago

was the Inst and thus the oldest li-

censed operating station; WHFM
Rochester was the second licensed

operating station; WWSW Pitts-

burgh was the third, and so on.

The commission records readily

available do not indicate the date

any of the stations actually were au-

thorized to begin broadcasting after

applications for licenses were filed.

However, in most cases at that time,

authority was given almost immedi-

ately upon the filing of an applica-

tion for a lie ense to operate.

BEN F. WAPtE
Acting Secretary

FCC
'

Washington, D.C.

KEEP YOUR EAR OiV . . .

Radio Pelsebeat News
Bringing the news sounds of the nation ALIVE!

—SOUNDS THAT ATTRACT LISTENERS

AND RING CASH REGISTERS-

JOIN THE GROWING RPN FAMILY OF STATIONS NOW!

RADIO PULSEBEAT NEWS
153 - 27 Hillside Ave., Jamaica 32, N. Y.

AX 1-4320 (For Sample Feed—AX 1-6677)
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RADIO HIGHLIGHTS:

IN
i he first five years of the Fabu-

lous Fifties, radio behaved like a

middle-aged matron losing youth

and vitality to a newer, more glam-

orous coquette.

But in the five years since 1956,

the 41 -year-old lady has gathered

style and confidence after a good look

in the mirror of self-appraisal and

soul-searching.

What ladio contemplated from the

looking glass she accepted and turned

to her advantage. The mark oi her

maturity was her ability to change

and develop a more modern identity

and purpose.

How has radio's uplifting been re-

flected in the industry and in the

country in the past five years?

The answer can be taken from the

pages of u. s. radio since its first issue

in October 1957—four years ago.

With its birth t . s. radio became the

first all-radio book since the entrance

of television to the broadcast tri-

angle. Fach monthly issue of the

past four years followed radio's per-

formance and closely examined her

conscience. Qualities that were

uniquely her own were revealed for

the industry at large.

Radio has, more than anything

else, grown more independent and

more responsible in the past four

years than at any time in her history.

The last vestiges of network respect-

ability and potency were no longer

great needs for the support of great

stations. Radio learned to be her

own boss of the way she spent her

time. With the heyday of radio net-

work entertainment behind her, she

changed her ways to accommodate

her community, for that was where

she liv ed and worked.

Days of daring

Her changes were experimental

and perhaps a little daring, but so

far have contributed to the health

and economy of both independents

and network affiliates.

This is apparent in the growth of

gross radio time sales. In 1957, radio

grossed $537,664,000: by 1959, sales

jumped to $609,1 14,000. FCC (figures

for 1960 will be released in Novem-
ber.) In 1957 alone, gross figures

jumped $50 million above the previ-

1957'61

ous year. Sales remained steady and
advanced slightly during rccession-

h aught 1958. But in 1959, radio reg-

istered an even greater growth: sales

went from $541,665,000 to $609,-

1 1 1,000—a $67.5 million gain.

Behind the steady increase in bill-

ings have been the steady growth of

both local radio and national spot

radio, pushed by the determination

of radio men across the country.

The three areas of greatest change
have been programing, sales and
sales promotion. Spot billing cen-

tralization is a recent fourth, but it

awaits a dry run.

Important areas where some
broadcasters and agencies contend

there has been a lag, however, have

been audience research, mat ket anal-

ysis and rate structure.

Formula radio programing, verti-

cal programing and news informa-

tion reached solid ground in 1957.

To each his own

Harbinger of industry mood was
the move in 1956-57 by Westing-

house Broadcasting Co. to program
its radio stations independently. It

withdrew the network contracts of

its five radio stations.

WrBC was neither alone nor fust

in its sudden change that so arrested

the attention of broadcasting. A pio-

neer in successful independent pro-

graming in the early '50swasWNEW
New York. As did other large mar-

ket stations, WNEW proved that net-

work affiliation was not needed to

reach the gold at the end of the radio

rainbow. Other important stations

to adapt to the new sound were

those of Storer Broadcasting Co.,

Plough Inc., MacLendon Co., Storz

Broadcasting Co. and others. They
threw the weight of their group hold-

ings behind new ventures in radio

programing. They reported their

own national and international

news; they began a constant, respon-

sible policy of editorializing on issues

vital to the community and to the

country; and they felt the pulse of

their markets to learn what people

wanted to hear. And, most impor-

tant, they learned that these ap-

proaches to modern programing were

exciting, challenging and rewarding.

Networks, too, by 1957 had made
some changes of then own. Program-
ing followed the music-news-enter-

tainment cyc le that indies had found
so popular. NBC led the way with

the introduction of Monitor and
News on the Hour. CBS later fol-

lowed with Dimension, and ABC
offered Flair—news and entertain-

ment features sprinkled between
waves of music.

Networks have been responsible,

too, for many of the innovations in

sales since 1957. NBC again became
the instigator when it introduced

the magazine concept—participation

by several advertisers in sponsorship

of a single program. The network
reduced the number of option time

hours accorded its affiliates.

Stations responded with studied

approval, but the eventual success of

the system led the other networks to

follow suit. CBS presented its new
Program Consolidation Plan (PCP),

Mutual eliminated most of its option

time but network news, and ABC
offered modified program plans to

its stations.

Fm made its greatest strides since

the end of World War II. Fm sta-

tions have gone on the air faster

than am stations, now number
around 1,000 or nearly doubled since

1957. As recently as 1958, several

major rep firms considered fm a me-
dium ripe for national sales. And a

dozen new rep firms sprang up for

fm representation. Coupling their

national sales strength with program
promotion, many reps instituted

quasi-network operations among
their stations.

Forecast: Boom

Radio away from the home has de-

veloped more muscle in the past five

years. The greatest strength has been

felt in production and sales of tran-

sistors and portables, according to

the EIA. 1960 was the biggest year

for production since 1947-48.

As radio continues to grow in the

Sixties, she is accompanied by the

forecast of a national economic

boom. She will ride the crest of in-

creasing sales with a new attitude.

Gone is the old threat of her younger

tv sister. Radio has achieved her own

personality and style. She has more

individuality, more mobility, more

flexibility than in her youth.
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STEREO: BIGGEST RADIO

BREAKTHROUGH IN DECADE

L M. Sandwick, v.p. of Pilot Radio Corp. and chairman

of Electronic Industries Assoc. phono division, writes

how stereo will build vast audiences, push set sales

Author L. M. Sandwick, second from right, is shown with group attending

a Pilot Radio Corp. national sales meeting. He's giving citation to a recent winner,

Miss Gladys Hauff of the Baldwin Piano Co. Pilot, located in Long Island City,

makes stereophonic high fidelity components and component consoles.

Fl ii i epoi i ;ni<l ordei authoi i/ing

fin stereo broadcasts which the Fed-

eral Communic ations Commission
released on April \'.> is a key deci-

sion, perhaps the most significant in

the last 10 years.

The decision sets standards for a

new broadcast service of great merit

and importance and hence provides

the solid foundation necessary to a

long, uninterrupted period ol growth

in sales of home entertainment prod-

ucts. It naturally follows that sus-

tained sales of fm stereo receivers

and adapters will insure comparable
growth in the size and loyalty of the

listening audience for fm broadcast-

ers who provide stereophonic broad-

ing service to the public.



Stereo panel earlier this summer featured Pilot's v.p., I.. M. Sandwich,, second from left, with such colleagues as NAB v.p., John

Meagher, FCC Commissioner Robert Lee. It was featured during EIA symposium at National Assoc. of Music Merchants.

Several fundamental buying in-

ducements are now present for the

first time in consequence of the fm
stereo decision.

First and foremost is the "some-

thing for nothing" buying motive

which this decision unleashes. The
public, still largely unaware of the

increased listening pleasure which

stereo provides, now has the strong-

est possible reason to investigate,

namely the inducement of high

fidelity stereophonic broadcasts on
fm at no expense beyond the cost

of equipment.

Free programing is a powerful
buying factor as proved by the ex-

perience of the record industry

which today, three and one-half years

after the announcement of the

Westrex system of stereophonic disc

recording, still sells but one stereo

record to three monophonic discs.

This despite the fact that almost no
monophonic phonograph equipment

has been manufactured foi over two

years.

The stereo record will fully come
into its own, particularly in the

fields of populars, show tunes, and
light classics, when the public hears

this music over fm stereo and wants

to own it.

A second fundamental factor

necessary to growth of audio equip-

ment sales, which the advent of fm
stereo broadcasts sets in motion, is

the unrealized potential. The market
for fm receivers and associated audio

equipment is far from saturated

even though the industry produced
over 1,500,000 fm sets in I960.

It might be argued that fm broad-

casting and receiving equipment are

nothing new. Both have been avail-

able for the last 13 years.

Why, therefore, do considerably

less than 40% of our homes possess

even one fm receiver whereas the

majority of Americans have gone on
buying am receivers or tuners to the

point where the majority of homes

have two to five am sets?

The answer is this: Up to now fm

has not offered enough differences

to persuade the public generally to

pay the price premium involved in

purchasing fm receiving equipment.

Centrally the quality of fm mon-

aural listening has always been

demonstrably superior provided the

program material the station put on

the air was of high fidelity quality.

But many fm licensees have broad-

cast the identical program material

on fm as on their am band. This

widespread pattern of mediocre fm

programing has held back the

growth of the market for fm re-

ceivers and associated audio equip-

ment perhaps more effectively than

any other factor. Why purchase high

quality equipment if inferior pro-

gram material prevents the enjoy-

ment of it?

It is at this point that the fm
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stereo decision will prove decisive.

At long last manufacturers of audio

equipment and their dealers have a

tangible, demonstrable, exciting and

exclusive program source to back up

their claims lor the superiority of

fm receivers.

The FCC's report and order per-

mitting fm stereophonic broadcasts

on a multiplex basis provides the

final link in stereo programing. It

thus sets the stage for tremendous

growth in the audio equipment busi-

ness provided we manufacturers

make a clean break with our tradi-

tionally short-sighted "fast buck"

dog-eat-dog thinking of the past; and

continue to act constructively and in

concert to indoctrinate our dealers

and to convey accurate information

to the buying public about fm stereo.

That this is not impractical pie-

in-the-sky idealism is proved by the

events of the last three months.

The Federal Communications
Commission announced its historic

fm stereo decision on April 19. On
May 24 the Consumer Products Div.

of the Electronic Industries Assn. ap-

proved the recommendation of its

radio section that the EIA proceed

immediately to prepare, print and
distribute a fact book on fm stereo.

Less than 60 days later copies of

this booklet, "A New World of

Broadcast Sound," were in the mail

to every fm broadcaster, to 4,600 dis-

tributors and to 37,500 dealers in

radio and audio products.

Simultaneously the manufacturer

members of EIA took several other

significant steps to help fm stereo

get started swiftly and smoothly.

At its July meeting, EIA's radio

section voted unanimously to use

the term "fm stereo" in advertising

and promoting this new broadcast-

ing art, and thus minimize public

confusion already manifesting itself

through reading and hearing three

terms "multiplex" "stereo fm," and

"fm stereo" used indiscriminately

and interchangeably to refer to one

and the same thing.

At the same meeting the equip-

ment manufacturers officially recog-

nized the urgent need for periodic

consultation with committees repre-

senting the broadcasters, the record

makers and the magnetic tape re-

cording group.

The month oi July also witnessed

another "historic" Brsl in construc-

tive joint ventures, when the equip-

ment manufacturers again acted in

concert to present an authoritative

symposium on fm stereo for dealers

attending the National Assn. of

Music Met chants trade show, then in

progress at Chicago's Palmer House 1

.

Hut none of this means that the

fm broadcaster can sit back in com-

placency based on the mistaken be-

lief that the equipment manufac-

turers can build his listening audi-

ence lor him merely by making and

promoting fm stereo receivers, tuners

and adapters.

The dealers onto whose shelves

and sales floors these goods will move
this fall will sell it like hotcakes to

a public that is increasing!) led up
with television piograming and c om-

mercials, il the lin steieo broadcast-

ers will do three things to help:

1. Broadcast fm stereo dining

stoie hours.

2. Select fm stereo program ma-

terial with care.

3. Mail a couple of copies of t he-

lm stereo program gratis to

every retail dealer in the sta-

tion's listc'ning area, and con-

tinue to do so for the first si\

months of fm stereo broad-

casting.

Like all changes brought about

by fundamental progress, fm stereo

will require pioneering effort.

Sandwick's experience spans 32 years

At the request of u. s. radio editors, Luther Martin Sandwick. via
president of the Pilot Radio Corp., prepared this report on the an-

ticipated impact of stereophonic broadcasting. His remarks theme
many speeches which he delivers in all parts of the country.

Mr. Sandwick has been an acoustics specialist since 1929. when
he worked as salesman and then sales manager of Electro-Acoustic
Products Div. of Magnavox,
where he remained until 1941.

He then operated L. M. Sand-

wick Assoc., Chicago and Wash-
ington, during World War II,

making transcription reproduc-

ers, phonographs and audio-vis-

ual training aids for the armed
forces. In 1951 he became v.p.

of the Wilcox-Gay Corp., four

years later joining Pilot Radio
as sales manager and vice presi-

dent.

He's a native Californian, and
lives now in Manhattan. He's a

member of Sigma Alpha Epsilon

and Phi Beta Kappa fraternities,

and of the Sons of the American
Revolution. He's long been ac-

tive in Electronic Industries

Assoc. work.
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FM STATION KEY
The statistical and factual data contained in this summary are taken

from reports submitted to us by fm stations. They are believed by us

to be accurate and reliable. Any questions for further information

should be directed to the individual station. The total FM station key

includes returns from 523 fm stations. See box below for abbreviations.

Printed below is the second half of the fm key. The first half was car-

ried in the September issue.

Abbreviations

Rep.—representative; ERP—effective radiated power; pen.—penetration; prog.—pro-

graming; where there is an am affiliate, sep.—refers to the fm being separately pro-

gramed and dup. refers to the fm station duplicating the am programing; cl—
classical; con—concert; op—opera; s-cl—semi-classical; pop—popular; st—standards;

shw—show; flk—folic; jz— jazz; nws—news; wthr—weather; dr—drama; intrw—inter-

view; cmtry—commentary; rel—religious; sprts—sports; educ—educational program-

ing; disn—discussion.

IOWA
Des Moines

KDMI
ERP: 115,000 w
Prog.: Rel, sacred, nws, wthr, cl

KNDR
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flit, jz

WHO-FM (Am: WHO)
National Rep.: Peters, Griffin, Woodward
ERP: 25 kw
Prog. (Sep.): St, pop, shw, s-cl, nws

Muscatine

KWPC-FM (Am: KWPC)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 780 w
Prog. (Sep.): Sprts, con, s-cl, nws, st

Sioux City

KDVR
Counties: II; ERP: 3,000 w
Prog.: CI, s-cl, jz, nws, wthr

KANSAS
Salina

KAFM
Counties: 9; ERP: 3.6 kw

Prog.: CI, con, s-cl, pop, st

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Heritage

Counties: I; ERP: 3.200

Proq. (Sep.): CI, con, op, nws, iz

KTCP-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flit, Jz

Wichita

KFH-FM
Counties: 12; ERP: 10.6 lew

Prog. (Dup.)

KENTUCKY
Henderson

WSON-FM (Am: WSON)
Counties: 14; ERP: 22,000 w
Prog. (Dup. /Sep.): Sprts, rel, educ, disn

Hopkinsville

WKOF (Am: WKOA)
Counties: 10; ERP: 3.73 kw
Prog. (Sep.): Pop, st, shws, nws, sprts

Lexington

WLVK-FM
National Rep.: Heritage Representatives

Prog.: Op, con, shw, flk, jz

Louisville

WLVL
National Rep.: Walker-Rawalt
Counties: 16; ERP: 35,000 w
Prog.: CI, pop, s-cl, shw, flk

Moyfield

WNGO-FM (Am: WNGO)
Counties: 5; ERP: 600 w
Prog. (Dup.): Pop, st, nws, wthr, sprts

Owensboro

WOMI-FM (Am: WOMI)
National Rep.: Everett-McKinney

Counties: 14

Prog. (Dup.): CI, con, op, nws, sprts

Paducah

WKYB-FM (Am: WKYB)
National Rep.: Boiling

Counties: 40; ERP: 32,000 w
Prog.: S-cl, pop, st, nws

LOUISIANA
Baton Rouge

WJBO (Am: WJBO)
Counties: 64; ERP: 2,450 w
Prog. (Dup.): CI, s-cl, pop, st, nws, wthr

New Orleans

WDSU-FM (Am: WDSU)
National Rep.: John Blair

ERP: 42,000 w
Market Pen.: 24.1% (Pulse)

Prog. (Dup.): Pop, st, shw, con, cl,s-cl, nws

WWMT
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 48,000 w
Prog.: St, s-cl, shw, cl, con

Shreveport

KBCL-FM (Am: KBCL)

National Rep.: George T. Hopewell
Counties: 9; ERP: 3.6 kw
Prog.: (Sep., nights): Cl, con, s-cl, st

KWKH-FM (Am: KWKH)
National Rep.: Henry I. Christal

Counties: 6; ERP: 17,000 w
Prog (Dup.): Pop, flk, nws, sprts, wthr

MAINE
Augusta
WFAU-FM (Am: WFAU)
National Rep.: Devney/Daren F. McGavren
Counties: 10; ERP: 4,845 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Bangor
WABI-FM (Am: WABI)
National Rep.: George P. Hollingbery

Counties: 7; ERP; 6,100 w
Prog. (Sep. nights): St, cl, shw, con, nws

Caribou

WFST-FM (Am: WFST)
National Rep.: Devney O'Connell and
Daren F. McGavren
Counties: 2; ERP: 250 w
Prog. (Dup.): Shw, st, s-cl, con, nws

Lewiston

WCOU-FM (Am: WCOU)
National Rep.: Devney-O'Connell

Counties: 8; ERP: 13,800 w
Prog. (Sep. nights): Cl, shw, con, s-cl, op

Poland Spring

WMTW-FM
Counties: 36; ERP: 49.1 kw
Prog.: Cl, con, s-cl, op, nws

Portland

WLOB-FM (Am: WLOB)
Counties: 4; ERP: 3,700 w
Proq. (Sep.): Programatic

MARYLAND
Annapolis
WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Baltimore

WAOE-FM (Am: WAOE)
National Rep.: Good Music Broadcasters

Counties: 33; ERP: 20,000 w
Prog. (Sep.): S-cl, shw, st

WBAL-FM (Am: WBAL)
National Rep.: Spot Time Sales

Counties: 33; ERP: 20,000 w
Prog. (Sep.): Cl, s-cl, shw, flk, jz

WCAO-FM (Am: WCAO)
National Rep.: Heritage Stations

Counties: 23

WFMM
National Rep.: Walker-Rawalt

Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, flk, cl, op
WITH-FM (Am: WITH)
National Rep.: QXR Network

Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)

Prog. (Sep.):C, con, nws, op, s-cl

WRBS
National Rep.: Fine Music Hi-Fi Broadcasters

Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws. wthr

Havre De Grace
WASA-FM (Am: WASA)
Counties: 5; ERP: 3,000 w
Prog. (Dup. days, sep. nights): St, pop, shw,

nws, wthr

Westminster
WTTR-FM (Am: WTTR)
Counties: 5; ERP: 4,600 w
Prog. (Dup.): St, s-cl, pop, nws, wthr
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FM STATION KEY (Continued)

MASSACHUSETTS
Boston

WBCN
Counties: 3; ERP: 25.900 w
Market Pen.: 50.1% (Pulse 2/59)

Prog.: CI, con, s-cl, op, shw

WBOS-FM (Am: WBOS)
National Rep.: Weed
Counties: 7; ERP: 15 lew

Market Pen.: 50.1% (Pulse 1959)

Prog. (Dup.): St, nws, con, cl, flit

WCOP-FM (Am: WCOP)
National Rep.: Heritage Representatives

Counties: 16

Prog.: Con, op, shw, flk, jz

Market Pen.: 50.1% (Pulse, 12/60)

WCRB-FM (Am: WCRB)
National Rep.: Broadcast Time Sales

ERP: 3.3 kw
Market Pen.: 50.1% (Pulse 2/59)

Prog. (Dup.): Con, cl, s-cl, nws, shw

WHDH-FM (Am: WHDH)
National Rep.: Blair

Counties: 25; ERP: 3.3 kw

Prog. (Dup.): Pop, st, nws, sprts, wthr

WUPY
Counties: 25

Market Pen.: 61.5% (Pulse I960)

Prog.: Jz, nws, sprts, wthr, educ

WXHR (Am: WTAO)
National Rep.: QXR Network
Counties: 9; ERP: 20,000 w
Market Pen.: 50.1% (Pulse)

Prog. (Sep.): Cl, con, shv, nws, intvw

Cambridge

WHRB-FM (Am: WHRB)
National Rep.: Ivy Network
Counties: 3; ERP: 796 w
Prog. (Dup.): Cl, jz, nws, spcl evnts, sprts

Fitchburg

WFGM-FM (Am: WFGM)
National Rep.: Walker-Rewalt
ERP: 20,000 w
Prog. (Dup./Sep.)

Plymouth

WPLM-FM (Am: WPLM)
National Rep.: Breen-Ward
ERP: 20,000 w
Prog. (Dup.): Con, s-cl, nws, wthr, sprts

Springfield

WHYN-FM (Am: WHYN)
National Rep.: Advertising Time Sales

Counties: 3; ERP: 3.2 kw

Prog. (Dup.): Pop, st, nws, sprts

WMAS-FM (Am: WMAS)
National Rep.: Boiling

Counties: 3; ERP: 1.35 kw

Prog. (Dup.): Pop, st, nws, sprts

Worcester

WTAG-FM (Am: WTAG)
National Rep: QXR Sales

Counties: 15; ERP: 10 kw
Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN
Bay City

WBCM-FM (Am: WBCM)
National Rep.: Hollingbery

Counties: 20; ERP: 41,000 w
Prog. (Sep.): S-cl, cl, st, con, op

Coldwater

WTVB-FM (Am: WTVB)
National Rep.: Donald Cooke
Counties: 8; ERP: 7,900 w
Prog. (Dup.): Pop, sprts, s-cl, cl, st
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Detroit

WABX
Counties: 14; ERP: 36,400 w
Prog.: Cl, con, s-cl, op

WCHD (Am: WCHB)
National Rep.: Bob Dore

Counties: 6; ERP: 34,000 w
Prog. (Sep.): Cl, s-cl, pop, st, tlk

WDTM
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 61,125 w
Prog.: Con, nws, cmtry, flk, shw

WJR-FM (Am: WJR)
National Rep.: Christal

Counties: 6; ERP: 24,000 w
Prog.: Cl, con, nws, st

WMUZ
Counties: 8; ERP: I 15,000 w
Prog.: Sacred music, s-cl, cl, rel, nws

WOMC (Am: WEXL)
Counties: 20; ERP: 61,000 w
Prog.: St, shw, s-cl, nws

WWJ-FM (Am: WWJ)
National Rep.: Peters, Griffin, Woodward
Counties: 26; ERP: 50,000 w
Prog. (Dup.): Nws, pop, st, con, s-cl

East Lansing

WSWM
National Rep.: Walker-Rawalt
Counties: 10; ERP: 30,000 w
Prog.: S-cl, cl, nws, shw, jz

Grand Rapids

WJEF-FM (Am: WJEF)
National Rep.: Avery-Knodel
Counties: 32; ERP: 1 15,000 w
Prog. (Sep. after 7pm)

WLAV-FM (Am: WLAV)
National Rep.: Everett-McKinney
Counties: 7; ERP: 1750 w
Prog. (Sep. and Dup.): Cl, con, s-cl, pop. st

Holland

WJBL-FM (Am: WJBL)
National Rep.: Walker-Rawalt
Counties: 23; ERP: 37,000 w
Prog. (Sep.)

Kalamazoo

WMCR
Counties: 15; ERP: 36 kw
Prog.: Cl, con, educ, nws, op

Mt. Clemens

WBRB-FM (Am: WBRB)
National Rep.: Donald Cooke
Counties: 4; ERP: 61 kw
Prog. (Sep.): St, disn, cmtry, pop, nws

Saginaw

WSAM-FM (Am: WSAM)
National Rep.: Everett-McKinney

Counties: 6; ERP: 1,700 w
Prog. (Dup.): St, shw, nws, wthr, sprts

Sturgis

WSTR
National Rep.: Masla Assoc.

ERP: 1,000 w
Prog. (Dup.): Pop, nws

MINNESOTA
Brainerd

KLIZ-FM (Am: KLIZ)

National Rep.: Walker-Rawalt

Counties: 7; ERP: 15,000 w
Prog. (Sep.): S-cl, st, nws, cl, sprts

Minneapolis

KWFM
National Rep.:Walker-Rawalt, QXR Network

ERP: 22.5 kw
Prog.: Cl, s-cl, jz, nws, st

WAYL
National Rep.: Thomas F. Clark Co.
Counties: 8; ERP: 10 kw
Prog.: St, shw, jz, flk, spoken word
WLOL-FM (Am: WLOL)
National Rep.: Heritage Representatives

Counties: 49; ERP: 9.7 kw

Prog. (Sep.): Con, op, shw, flk, \i

WPBC-FM (Am: WPBC)
National Rep.: H-R
ERP: 5.4 kw
Prog. (Sep. nights): Cl, con, s-cl, st, shw

Saint Cloud

KFAM-FM (Am: KFAM)
National Rep.: John E. Pearson

Counties: I I; ERP: 15,000 w
Prog. (Dup.): St, nws, wthr, sprts, disn

Worthington

KWOA-FM (Am: KWOA)
National Rep.: Wayne Evans (Minneapolis)

Counties: 22; ERP: 26,500 w
Prog.: Nws, wthr, sprts, s-cl, st

MISSISSIPPI
Jackson

WJDX-FM (Am: WJDX)
National Rep.: Hollingbery

ERP: 50 kw
Prog. (Sep.): Pop, st, s-cl, sprts, rel

Laurel

WNSL-FM (Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, cl

MISSOURI
Kansas City

KBEY-FM (Am: KBEY)
National Rep.: Avery-Knodel
ERP: 17 kw
Market Pen.: 39.3% (Conlan)

WDTM

in

Public Service

DETROIT
"first with Stereo

in Michigan"o
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FM STATION KEY (Continued)

Prog. (Dup.): Op, s-cl, pop, st, shw

KCJC
National Rep.: Modern Media

ERP: 63 lew

Market Pen.: 39.3% (Conlan)

Prog.: CI, s-cl, pop, st, shw

KCMK
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 35,000 w
Market Pen.: 39.3% (Conlan)

Prog.: CI, s-cl, pop, st, shw

KCMO-FM (Am: KCMO)
National Rep.: Katz

Counties: 54; ERP: 65,000 w
Market Pen.: 39.3% (Conlan)

Prog.: CI, s-cl, pop, st, shw

KPRS (Cp applied for)

National Rep.: John Pearson

ERP: 18 kw

KXTR
National Rep.: Heritage Representatives

Counties: 32; ERP: 58,200 w
Market Pen.: 39.3% (Conlan)

Prog.: Con, op, shw, flk, jz

WDAF-FM (Am: WDAF)
National Rep.: Edward Petry

ERP: 35 kw
Market Pen.: 39.3% (Conlan)

Prog. (Dup.)

St. Louis

KADI (Am: KADY)
National Rep.: Heritage Representatives

ERP: 24,700 w
Prog. (Sep.): Con, op, shw, flk, jz

KCFM
National Rep.: Walker-Rawalt

ERP: 96 kw

KMOX-FM (Am: KMOX)
Nationa I Rep.: CBS Spot Sales

iiiiiiiiiiiiiiiiin

MEMO TO ALL

WHO BUY TIME:

THE NATIONAL ASSOCIATION

OF FM BROADCASTERS

"Dedicated to the promotion of FM"

iiiiiiniiiiiliiw
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Counties: 4; ERP: 47.3 kw

Prog. (Dup.)

KRFD-FM
Counties: 94; ERP: 97,400 w
Prog.: Jz, st, sprts, nws, intvw

KSTL-FM (Am: KSTL)
Counties: 88; ERP: 78,000 w
Prog. (Sep.): St, store casting

KWIX
Counties: 14; ERP: 25.5 kw

Prog.: St, pop, nws, sprts, s-cl

WIL-FM (Am: WIL) (Not on air yet)

National Rep.: Eastman

ERP: 22 kw

Springfield

KTTS-FM (Am: KITS)
National Rep.: Weed
ERP: 9.1 kw
Prog. (Sep.): Pop, st, s-cl, cl, jz

NEBRASKA
Kearney

KHOL-FM
National Rep.: Meeker
Counties: 19; ERP: 56,750 w
Prog.: St, shw, con, nws. wthr

Lincoln

KFMO
National Rep.: Walker-Rawalt
Counties: 7; ERP: 363 w
Prog.: CI, s-cl, st, jz, disn

Omaha
KFAB-FM (Am: KFAB)
National Rep.: Petry

Counties: 50; ERP: 58,000 w
Market Pen.: 12.4% (Pulse 12/59)

Prog. (Sep.): S-cl, st, shw, nws, wthr

KOIL-FM (Am: KOIL)
National Rep.: Good Music Broadcasters

Counties: 32; ERP: 3,400 w
Prog. (Sep.): S-cl, pop, st, shw, nws

KQAL
National Rep.: Walker-Rawalt
ERP: 70,000 w
Prog.: CI

Scottsbluff

KNEB-FM (Am: KNEB)
National Rep.: Hal Holman
Counties: 12; ERP: 6,900 w
Prog. (Sep.): CI, con, s-cl, st, shw

NEVADA

Dover

WDHA
Counties: 14; ERP: 675 w rl».

Prog.: CI, con, op. nws. wthr

Long Branch

WRLB
Counties: 12; ERP: I kw
Prog.: St, s-cl, cl, shw, con

Paterson

WPAT-FM (Am: WPAT)
Counties: 31; ERP: 4,400 w
Prog.: (Dup.) St, s-cl. shw, cl, iz

Red Bank

WFHA
ERP: 1,000 w
Market Pen.: 56% (Pulse)

Prog.: Pop, st, shw, s-cl, jz, nws, wthr, dr,

intvw, sprts

NEW MEXICO
Albuquerque

KARA
National Rep.: Heritage Representatives
Prog.: Con, op, shw, flk, jz

KHFM
National Rep.: Modern Media Fm Sales
Counties: 6; ERP: 1,500 w
Prog.: Cl, con, s-cl, st, nws

Los Alamos
KRSN-FM (Am: KRSN)
National Rep.: Bob Dore (East)

Torbet, Allan & Crane (West)
Counties: 4; ERP: 4,600 w
Prog.: Cl, s-cl, op, dr, nws

NEW YORK
Babylon

WGLI-FM (Am: WGLI)
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WTFM (Am: WGLI)
Counties: 8; ERP: 15,000 w
Market Pen.: 56% (Pulse)

Prog. (Dup.): S-cl, st, nws, shw, con

Binghamton

WKOP-FM (Am: WKOP)
Counties: 9; ERP: 33 kw
Market Pen.: 17% (Pulse 1957)

Prog. (Sep.): Pop, st, shw, educ, nws

WNBF-FM (Am: WNBF)
ERP: 4.6 kw
Prog. (Sep.): Cl, con, op, s-cl, shw

Buffalo

WBEN-FM (Am: WBEN)
National Rep.: Henry I. Christal

Counties: 17; ERP: I 10,000 w
Prog. (Sep. and Dup.)

WBUF
Counties: 15; ERP: 100,000 w
Prog.: Music, rel, educ

WWOL-FM (Am: WWOL)
National Rep.: Heritage Representatives

Counties: 2; ERP: 750 w
Market Pen.: 34.8% (I960 Pulse)

Prog. (Sep.): Con, op, shw, flk, iz

WYSL-FM (Am: WYSL)
National Rep.: McGavren
Counties: 8; ERP: 5,000 w
Prog. (Sep. nights): Disn, s-cl

Corning

WCLI-FM (Am: WCLI)
National Rep.: Donald Cooke

ERP: 14,000 w
Prog. (Dup.): Cl, educ, con, s-cl, shw
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Reno

KNEV
Counties: 14; ERP: 35,000 w
Prog.: St, s-cl, con, cl, shw

NEW JERSEY
Asbury Park

WHTG-FM (Am: WHTG)
National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w
Prog. (Dup.): St, shw, s-cl, nws, wthr

WJLK-FM (Am: WJLK)
Counties 3; ERP: 1,000 w
Prog. (Dup.): St, pop, nws, wthr, intvw

Bridgeron

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark

ERP: 15.2 kw

Prog. (Sep.): Cl, con, op, s-cl, pop, OXR

Camden
WKDN-FM (Am: WKDN)
National Rep.: Bob Dore Assoc.

Counties: 22; ERP: 18,000 w
Prog. (Dup./Sep.): Con, pop, nws, disc, wthr

Where else can you buy time

with no waste coverage than

in FM?

l a An adult audience in the

age of accumulation.

2a An audience with the

money to buy.

The FM audience are the

people who are NOT unem-

ployed . . . YOUR BEST

MARKET TODAY.
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FM STATION KEY (Confinued)

Garden City

WLIR
Counties: 4; ERP: 1.000 w
Market Pen.: 56.7% (Pulse)

Prog.: Shw, st, cl, jx, nws

Hempstead

WHLI-FM (Am: WHLI)
National Rep.: Gill-Perna

Counties: 6; ERP: 1.000 w
Prog. (Dup.): St, pop, s-cl, nws, wthr

Hornell

WWHG-FM (Am: WWHG)
National Rep.: John Pearson

Counties: 23; ERP: 8,300 w
Prog. (Dup.): Pop, st, nws, sprts. educ

Ithaca

WHCU-FM (Am: WHCU)
National Rep.: Jack Masla
ERP: 40,000 w
Prog. (Dup. /Sep.): Pop, st, nws, wthr, intvw

Jamestown

WJTN-FM (Am: WJTN)
National Rep.: Venard, Rintoul & McConnell
Counties: 15

Market Pen.: 33.7% (Pulse 1959)

Prog. (Sep.): CI, nws, con, s-cl. wthr

New Rochelle

WVOX-FM (Am: WVOX)
National Rep.: Venard, Rintoul & McConnell
Counties: 7; ERP: 1,000 w
Prog. (Dup.): Shw, st, cl, nws, wthr

New York

WABC-FM (Am: WABC)
National Rep.: Blair

Counties: 17; ERP: 1.5 kw

Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): Cl, con, s-cl, shw, flk

WHOM-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WNCN
Market Pen.: 53.4% (Pulse 7/60)
Prog.: Cl, con, s-cl, op, shw

WOXR-FM (Am: WQXR)
National Rep.: Raymer
ERP: 1 1,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Dup.): Cl, nws, con, op, s-cl

WRFM (Am: WWRL)
Counties: 20; ERP: 20,000 w
Market Pen.: 53.4% (Pulse 7/60)
Prog. (Sep.): St, cl, con, s-cl, op

Niagara Falls

WHLD-FM (Am: WHLD)
National Rep.: Headley-Reed
ERP: 46,000 w
Prog. (Sep.): Cl, con, s-cl, shw, st

Olean

WHDL-FM (Am: WHDL)
National Rep.: Everett-McKinney
Counties: 9; ERP: 43,000 w
Prog. (Sep.): Cl, con, op, wthr, educ

Patchogue

WALK-FM (Am: WALK)
National Rep.: Grant Webb
Counties: 20; ERP: 15,000 w
Prog. (Sep. nights): St, s-cl, cl, shw, nws

Peekskill

WLNA-FM (Am: WLNA)
National Rep.: Grant Webb
Counties: 23; ERP: 20,000 w
Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Plattsburgh

WEAV-FM (Am- WEAV)
National Rep.: Jack Masla

Counties: 6; ERP: 3,700 w
Prog. (Duo.)

Poughkeepsie

WKIP-FM (Am: WKIP)
National Rep.: Jack Masla

Counties: 5; ERP: 2,300 w
Prog. (Sep.): Cl, con, s-cl. nws, shw, QXR

Rochester

WBBF-FM (Am: WBBF)
National Rep.: Blair

ERP: 27.4 kw

Prog. (Sep.): Cl

WCMF
ERP: 1.35 kw
Market Pen.: 49.2% (Pulse 1959)

Prog.: Cl, con, op, s-cl, st, shw, folk, jz, rel,

disn

WROC-FM
ERP: 17,600 w

Syracuse

WDDS
ERP: 100,000 w
Prog.: Music, nws, rel, educ

WONO
Counties: 8; ERP: I kw

Prog.: S-cl cl, shw, jx, con

Utica

WRUN-FM (Am: WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4,300 w
Prog. (Sep.): QXR

White Plains

WFAS-FM (Am: WFAS)
Counties: 3 ERP: 1,000 w
Market Pen.: 61.4% (Pulse)

Prog. (Dup.): S-cl, con, pop, nws, wthr

NORTH CAROLINA
Burlington

WBAG-FM (Am: WBAG)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 2,800 w
Prog. (Dup.): Pop, st, nws, sprts, wthr

WBBB-FM (Am: WBBB)
National Rep.: Thomas Clark

Counties: 10; ERP: 3.8 kw

Prog. (Sep.): Sprts, st, pop, nws, educ

Charlotte

WSOC-FM (Am: WSOC)
National Rep.: Peters, Griffin, Woodward
ERP: 36,000 w
Prog. (Dup.): St, nws, pop, wthr, sprts

WYFM
Counties: 12; ERP: 3,800 w
Prog.: Cl, con, s-cl, shw, wthr

Durham
WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w
Prog. (Dup.): Cl, pop, st, shw, nws

Forest City

WAGY-FM (Am: WAGY)
Counties: 7; ERP: 3,333 w
Prog. (Sep.): St, s-cl, nws, sprts, pop

WBBO-FM (Am: WBBO)
Counties: 16; ERP: 1.5 kw
Prog. (Sep.): St, s-cl, pop, flk, nws

Gastonia

WGNC-FM (Am: WGNC)
National Rep.: Continental

ERP: I 1,000 w
Prog. (Dup.): St nws, pop, wthr, sprts

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw
Prog.: S-cl, cl, st, rel, cmtry

Leaksville

WLOE-FM (Am: WLOE)
Counties: 12; ERP: 13,500 w
Prog. (Dup.): S-cl pop, st, nws, wthr.

Programatic

Lexington

WBUY-FM (Am: WBUY)
National Rep.: George Hopewell
Counties: 4; ERP: 300 w
Prog. (Dup.): Sprts, st, pop, nws, wthr

Mt. Mitchell

WMIT
National Rep.: Walker-Rawalt
Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-cl, st

Raleigh

WPTF-FM (Am: WPTF)
National Rep.: Peters. Griffin, Woodward
Counties: 32; ERP: 50 kw
Market Pen.: 27.2% (Pulse)

Prog. (Dup.): Cl, con, op

Rocky Mount
WFMA (Am: WCEC)
National Rep.: John Pearson
Counties: 29; ERP: 33,000 w
Prog. (Sep.): Pop, shw, sprts, nws, wthr

Salisbury

WSTP-FM (Am: WSTP)
National Rep.: Walker-Rawalt
ERP: 15 kw
Prog. (Dup.): St, nws, wthr, rel, sprts

Sanford

WWGP-FM (Am: WWGP)
ERP: 490 w
Prog. (Dup.): St, nws, flk, shw, wthr

Statesville

WFMX (Am: WSIC)
National Rep.: Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.): Con, s-cl, st. shw, disn

Winston-Salem

WSJS-FM (Am: WSJS)
National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w
Prog. (Dup): Cl, s-cl, st, shw, nws

WYFS
Counties: 12; ERP: 1,560 w
Market Pen.: 33.26 (Pulse, 4/61)
Prog.: Cl, s-cl, op, shw

OHIO
Akron

WAKR-FM (Am: WAKR)
National Rep.: McGavren
Counties: 6; ERP: 5,000 w
Prog. (Sep.): Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webb
Counties: 6; ERP: 27,000 w
Prog. (Dup.): Sprts, st, s-cl, con, ix

Ashtabula

WREO-FM (Am: WREO)
Counties: 7; ERP: 52,500 w
Prog. (Dup.): Nws, pop, sprts, cl, s-cl

U. S. RADIO/October-November 1961



(FOR ABBREVIATIONS, SEE BOX, P. 54)

FM STATION KEY (Continued)

Barberton

WDBN-FM
National Rep.: Good Music Broadcasters

Counties: 35; ERP: I 18,000 w
Prog.: S-cl, cl, st, shw, jz

Canton

WCNO (Am: WCNS)
National Rep.: Frederick W. Smith

Counties: 28; ERP: 28,000 w
Prog. (Sep.): Pop, s-cl, st, shw, cl

WHBC-FM (Am: WHBC)
National Rep.: Venard, Rintoul & McConnell

ERP: 15,000 w
Prog. (Dup.): St, pop, s-cl, nws, sprts

Cincinnati

WAEF
National Rep.: Walker-Rawalt

Counties: 13; ERP: 4.8 lew

Market Pen.: 29.1% (Pulse)

Prog.: St, s-cl, jz, cl, nws

WKRC-FM (Am: WKRC)
National Rep.: Good Music Broadcasters

Counties: 8; ERP: 15.500 w
Prog. (Sep.): Cl, s-cl, shw, con, st

WSAI-FM (Am: WSAI)
National Rep.: Heritage Stations

Counties: 53; ERP: 14.7 kw

Market Pen.: 30.6% (Pulse I960)

Prog. (Sep.): Cl, con, op, nws, iz

Cleveland

KYW-FM (Am: KYW)
Counties: 27; ERP: 27 kw

Market Pen.: 33% (Pulse)

Prog. (Sep.): Cl, con, s-cl, shw, op

WCUY
National Rep.: United Broadcasting

ERP: 20 kw
Prog.: Jz

WDGO-FM
National Rep.: Heritage Representatives

Prog.: Con, op, shw, flk, jz

WDOK-FM (Am: WDOK)
National Rep.: H-R
Counties: 7; ERP: 34,000 w
Prog. (Sep.): Cl, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Rep.: Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.): St, shw, cl. con, s-cl

WJW-FM (Am: WJW)
National Rep.: Katz

Counties: 5; ERP: 19 kw

Prog. (Dup.): St, shw, nws, educ, con

WNOB
National Rep.: Walker Rawalt

Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)

Prog.: S-cl, shw, st, pop, nws

Columbus

WBNS-FM (Am: WBNS)
National Rep: John Blair

Counties: 20; ERP: 54,000 w
Market Pen.: 37.4% (Pulse)

Prog. (Sep.): Cl, con, op, s-cl, pop, st,

shw, jz

WTVN-FM (Am: WTVN)
National Rep.: Good Music Broadcasters

Counties: 10; ERP: 26 kw
Market Pen.: 37.4% (Pulse 2/60)
Prog. (Sep.): Cl, con, s-cl, pop, st

WVKO-FM (Am: WVKO)
National Rep.: Venard, Rintoul & McConnell
Counties: 33; ERP: 52 kw
Prog. (Sep.): Nws, s-cl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)
National Rep.: Geo. P. Hollingbery
Counties: 23; ERP: 35,000 w
Prog. (Sep.): Con, st, cl, nws, wthr

WIFE (Am: WONE)
National Rep: Headley-Reed
Counties: 16; ERP: 24 kw
Prog. (Sep.): Quality music

Findlay

WFIN-FM (Am: WFIN)
National Rep.: Thomas F. Clark
Counties: 20; ERP: 8.200 w
Prog. (Sep.): St, shw, cl, s-cl, con, sprts

Lancaster

WHOK-FM (Am: WHOK)
Counties: 6; ERP: 16,000 w
Prog. (Sep.): S-cl, pop, st, nws, sprts

Lima

WIMA-FM (Am: WIMA)
National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w
Prog. (Sep. and Dup.): Pop, st, news, wthr,

sprts

Middletown

WPFB-FM (Am: WPFB)
National Rep.: Walker-Rewalt
Coupties: 36; ERP: 60,000 w
Market Pen.: 31% (Pulse)

Prog. (Sep.): St, shw, jz, nws, sprts

Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St, pop, shw, flk, rel

Piqua

WPTW-FM (Am: WPTW)
Counties: 26; ERP: 35,600 w
Prog. (Sep.): St, shw, spts, wthr, nws

Portsmouth

WPAY-FM (Am: WPAY)
National Rep.: Devney-O'Connell

ERP: 7 kw
Prog. (Sep.): St, con, s-cl, shw

Sandusky

WLEC-FM (Am: WLEC)
National Rep.: Venard, Rintoul & McConnell
Counties: 6; ERP: 6,000 w
Prog. (Dup.): Pop, nws, sprts, wthr, st

Toledo

WMHE
Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

WTOL-FM (Am: WTOL)
ERP: 50,000 w
Prog. (Sep.): Cl, con, s-cl, pop, st

Youngstown

WKBN-FM (Am: WKBN)
National Rep.: Paul H. Raymer
Counties: 22; ERP: 50 kw
Prog. (Dup.): Cl, s-cl, spts

OKLAHOMA
Oklahoma City

KEFM

National Rep.: Good Music Broadcasters

ERP: 3.7 kw

Prog.: Pop, cl, shw, jz, wthr

KIOO
National Rep.: Fine Music Hi Fi Broadcasters

Counties: 52; ERP: 40,450 w
Prog.: Nws, sprts, cl, pop, st

KYFM
National Rep.: Walker-Rawait

Counties: 10; ERP: 1,500 w
Prog.: St, nws, shw, sprts, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rep.: Thomas E. Clark
ERP: 4,000 w
Prog.: (Sep.) St, con, jz, sprts, nws

Tulsa

KIHI
Counties: 8; ERP: 2.95 kw
Prog.: Cl, s-cl, pop, shw, jz

KOCW
National Rep.: Good Music Broadcasters
Counties: 6; ERP: 1,500 w
Prog.: Cl, s-cl, pop, shw, jz

KOGM
Counties: 8; ERP: 4.1 kw
Prog.: Pop, st, cl, shw, s-cl

OREGON
Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, jz

Portland

KEX-FM (Am. KEX)
National Rep.: AMRadio Sales

Counties: 17; ERP: 57,000 w
Prog. (Sep.): Cl, con, s-cl, up, nws

KGMG
National Rep.: Heritage Stations

Counties: 15; ERP: 68,250 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz

Portland

KOIN-FM (Am: KOIN)
National Rep.: CBS Spot Sales

Counties: 17; ERP: 48,600
Prog. (Dup.): St, nws, sprts, s-cl, shw

KPFM (Am: KPAM)
National Rep.: Weed
Counties: 22; ERP: 33,000 w
Prog. (Sep.): Cl, s-cl

KPOJ-FM (Am: KPOJ)
National Rep.: Petry

Counties: II; ERP: 4.4 kw
Market Pen.: 46% (Pulse)

Prog. (Dup.): Nws, st, pop, sprts

KQFM
Counties: II; ERP: 17.7 kw
Prog.: S-cl, st, pop, shw, educ

PENNSYLVANIA
Allentown

WFMZ
National Rep.: QXR Network
Counties: 20; ERP: 4.8 kw
Prog.: Cl, nws

Altoona

WFBG-FM (Am: WFBG)
Counties: 35; ERP: 33 kw
Prog. (Sep.): S-cl, cl, st, con, op

WVAM-FM (Am: WVAM)
National Rep.: Weed
Counties: 3; ERP: 360 w
Prog. (Sep.): S-cl, st, shw, cl, con

Beaver Falls

WBVP-FM (Am: WBVP)
ERP: 16.6 kw
Sets: 100,000

Prog. (Dup.)

Bloomsburg

WHLM-FM (Am: WHLM)
National Rep.: Raymer
Counties: 10; ERP: 10,000 w
Prog. (Sep.): St, con, nws, wthr, jz
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Harrisburg

WHP-FM (Am: WHP)
National Rep.: Boiling

Counties: 14; ERP: 1.8 lew

Market Pen.: 13% (Pulse 5/60)
Prog. (Sep.): St, nws, cmtry, cl, disn

Hazleton

WAZL-FM (Am: WAZL)
National Rep.: Raymer
°roq. (Sep.)

Johnstown

WARD-FM (Am: WARD)
National Rep.: Weed
Prog. (Dup.): Pop, st, nws, sprts

WJAC-FM (Am: WJAC)
National Rep.: Meeker
Counties: 25; ERP: 8,300 w
Market Pen.: 28.5% (Pulse 4/60)

Prog. (Dup.): St, pop, nws, sprts, con

Lancaster

WDAC
Counties. 9; ERP: 15 kw
Prog.: Rel, nws, con, cl, s-cl

WLAN-FM (Am: WLAN)
National Rep.: Headley-Reed
Counties: 4; ERP: 7.2 kw
Prog. (Sep.): cl, con, s-cl, nws. shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales

Prog. (Sep.): Cl. QXR Network

WFIL-FM (Am: WFIL)
National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% (Pulse I960)

Prog. (Sep.): Con, s-cl, st, shw, jz

WFLN-FM (Am: WFLN)
National Rep.: Good Music Broadcasters

Counties: 22; ERP: 20 kw
Market Pen.: 37.6% (Pulse 5/60)
Prog. (Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM (Am: WHAT)
National Rep.: Frederick W. Smith
Counties: 8; ERP: 20,000 w
Market Pen.: 17.5% (Pulse)

Prog. (Sep.): Jz

WIBG-FM (Am: WIBG)
National Rep.: Katz
ERP: 20 kw
Prog, (Dup.): Pop, nws, st, wthr, svee info

rVIFI

National Rep.: Walker-Rawalt
Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.: Pop, st, shw, nws, wthr

WPEN-FM (Am: WPEN)
National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw
Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, cmtr>

WOAL
Counties: 24; ERP: 20 kw
Market Pen.: 36.9% (Pulse 5/60)
Prog.: Pop, st, shw, s-cl. cl

Pittsburgh

KDKA-FM (Am. KDKA)
Counties: 40; ERP: 47,000 w
Market Pen.: 25% (Pulse)

Prog.: (Dup) Cl, s-cl, op, shw, con

WAZZ (Am: WAMO)
ERP: 5 kw
National Rep.: Hi-Fi Music Broadcasters

Prog: Jz

WCAE-FM (Am: WCAE)
National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w
Prog. (Dup.): Pop, nws, wthr, con, sprts

WKJF-FM
National Rep.: Frederick W. Smith

Counties: 19; ERP: 40,000 w
Prog.: Pop, nws, wthr, con

WLOA-FM (Am: WLOA)
National Rep.: Good Music Broadcasters

Counties: 52; ERP: 68,000 w
Prog. (Dup. to 5 p.m.): St, s-cl, con, cl, nwi

WPIT-FM (Am: WPIT)
ERP: 20,000 w
Prog. (Sep.): Rel, forgn lang

WWSW-FM (Am: WWSW)
National Rep.: Blair

ERP.: 50,000 w
Prog. (Dup.): Pop, cl, s-cl. sprts, disn

Rattlesnake Mountain*

WGMR
National Rep.: Alleghany
Counties: 31; ERP: 3.300 w
Prog.: Con, s-cl, st, shw

*P.O. address: Tyrone, Pa.

Red Lion

WGCB-FM (Am: WGCB)
ERP: 20,000 w
Prog. (Sep.): Cl, con, s-cl, st, shw

Scronton

WGBI-FM (Am: WGBI)
National Rep.: H-R
Counties: 22; ERP: 1.8 kw

Prog. (Dup.): St, nws, sprts, wthr, jz

Shenandoah Heights

WPPA-FM (Am: WPPA)
Counties: 5; ERP: 2.8 kw
Prog. (Dup.)

Sunbury

WKOK-FM (Am: WKOK)
Counties: 10; ERP: 4,400 w
Prog. (Dup.)

Warren
WRRN (Am: WNAE)
Counties: 15; ERP: 3200 w
Prog. (Dup. days): St. sprts, nws

Wilkes Barre

WBRE-FM (Am: WBRE)
National Rep.: Boiling

Counties: 21; ERP: 22,000 w
Prog. (Dup.): Nws, wthr, st, shw

WYZZ
National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw
Prog.: Cl, con, s-cl, st, op

York

WNOW-FM (Am: WNOW)
National Rep.: Radio-TV Representative*

Counties: 12; ERP: 1.2 kw
Prog. (Sep. after 8 pm): St, nws, shw

RHODE ISLAND
Providence

WICE-FM
National Rep.: Heritage Representatives

Prog.: Op, con, sw, flk, jz

WLOV
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, jz, s-cl

WPFM
National Rep.: QXR Network

ERP: 20.000 w
Market Pen.: 35.1% (Pulse)

Prog.: Cl, nws, shw, jz, flk

WPJB (Am: WEAN)
National Rep.: Venard, Rintoul & McConn
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WPRO-FM (Am: WPRO)
National Rep.: John Blair

Counties: 19; ERP: 15,000 w
Market Pen.: 35.7% (Pulse)

Prog. (Sep.): S-cl, cl, st, shw, nws

WXCN
National Rep.: Adam Young Fm
ERP: 20.000 w
Market Pen.: 35.1% (Pulse 10/58)

Prog.: Cl, con, s-cl, op, shw

SOUTH CAROLINA
Anderson

WCAC-FM (Am: WAIM)
National Rep.: Devney-O'Connell
Counties: 20; ERP: 6.400 w
Prog.: (Dup.)

Charleston

V/CSC-FM (Am: WCSC)
National Rep.: Peters, Griffin, Woodward
ERP: 50.000 w
Prog.: Cl, s-cl, st, pop, nws

Columbia

WCOS-FM (Am: WCOSI
National Rep.: Meeker
Counties: 24; ERP: 5.300 w
Prog. (Sep.): Cl, Jz, con, op, s-ci

Greenville

WESC-FM (Am: WESC)
National Rep.: Headlev-Reed
Counties: II; ERP: 12,500 w
Prog. (Sep.): St, shw. con, s-cl, pod
WMUU-FM (Am: WMUU)
National Rep.: Frederick W. Smith
ERP: 45,000 w
Prog. (Dup. until sunset): Cl, con, op. . cl.

rel

Spartanburg

WSPA-FM (Am: WSPA)
National Rep.: Hollingbery
Counties: 21; ERP: 4.85 kw
Prog. (Sep.): Pop, cl, s-cl, shw

TENNESSEE
Chattanooga

WDOD-FM (Am: WDOD)
ERP: 12.6 kw
Prog. (Dup.): Pop. nws, cl

WLOM
National Rep.: Heritage Representatives

Counties: 53; ERP: 18,000 w
Prog.: Con, op, shw, flk, jz

Gallatin

WFMG
Counties: 10; ERP: 8,200 w
Prog.: Pop, st, con, shw, s-cl

Jackson
WTJS-FM (Am: WTJS)
National Rep.: Branham
ERP: 50.000 w
prog. (Dup.): Nws, pop, sprtj, st, rel

Knoxville

WBIR-FM (Am: WBIR)
Counties: 37; ERP: 3,300 w
Prog. (Sep.): St, shw, pop, s-cl, nws

Memphis
WMCF (Am: WMC)
National Rep: John Blair

ERP: 300,000 w
Prog. (Sep.): St, shw, s-cl, cl, con

WMPS-FM (Am: WMPS)
II National Rep.: Heritage Representatives

Counties: 15; ERP: 6,600 w
Prog. (Sep.): Op, con, shw, flk, jz
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Nashville

WFMB
National Rep.: Wallter-Rawalt

Counties: 10; ERP: 3.4 kw

Prog.: CI, con, s-cl, jz, st

WSIX-FM (Am: WSIX)
National Rep.: Peters, Griffin, Woodward
Counties: 72; ERP: 30,000 w
Prog. (Sep.): Con, pop, st, shw, nws

TEXAS
Abilene

KFMN
Counties: 7; ERP: 344 w
Prog.: CI, con, op, s-cl, st

Amarillo

KGNC-FM (Am: KGNC)
National Rep.: KATZ
Counties: 18; ERP: 14.6 kw

Prog. (Sep.): CI, st, s-cl, shw, nws

Austin

KHFI
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 780 w
Prog.: CI, s-cl, op, st, shw
KTBC-FM (Am: KTBC)
National Rep.: Paul H. Raymer
Counties: 29; ERP: 94 kw
Prog. (Sep.): Pop, st, s-cl, cl, nws

Dallas

KCPA
National Rep.: Walker-Rawalt
Counties: 20; ERP: 4.83 kw
KIXL-FM (Am: KIXL)
National Rep.: Broadcast Time Sales

Counties: 8; ERP: 20.5 kw
Prog. (Sep. nights): St, nws, wthr, shw, pop

KRLD-FM (Am: KRLD)
National Rep.: Branham
Counties: 58; ERP: 59 kw
Prog. (Dup.): Pop, s-cl, cl, nws, dr

WFAA-FM (Am: WFAA)
National Rep.: Edward Petry & Co.
Counties: 100; ERP: 47 kw
Prog. (Dup.): St, pop, nws, wthr, sprts

WRR-FM (Am: WRR)
National Rep.: Adam Young Fm
Counties: 123; ERP: 68,000 w
Prog. (Sep.): Cl, con, op

DiBoll

KSPL-FM (Am: KSPL)
Counties: 8; ERP: 6.5 kw
Prog. (Sep.): St, shw, s-cl, rel, con

El Paso

KHMS
National Rep.: Western Fm, Modern
Media Fm

Counties: 3; ERP: 2,550 w
Prog.: S-cl, cl, st, con, shw

Fort Worth
KFJZ-FM (Am: KFJZ)
National Rep.: Blair

Counties: 16; ERP: 28.1 kw
Prog. (Sep.): Shw, st, pop, nws, wthr

WBAP-FM (Am: WBAP)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 52 kw
Prog. (Sep.): Con, s-cl, st, shw, wthr

Gainesville

KGAF-FM (Am: KGAF)
ERP: 215 kw
Prog. (Sep.): Pop, st, nws, wthr, shw

Harlingen

KELT (Am: KGBT)
Counties: 4; ERP: 3 kw
Prog. (Sep.): St, s-el, con, shw, ji

Houston

KFMK
National Rep.: Walker-Rawalt
Counties: 12; ERP: 10,500 w
Market Pen.: 30.9 (Pulse 1/60)
Prog.: Pop, st, shw, jz, wthr

KHGM
National Rep.: Good Music Broadcasters
Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, eon, st. nws

KHUL
Counties: 9; ERP: 15,500 w
Market Pen.: 31.2% (Pulse '60)

Prog.: Pop, st, nws, wthr, shw

KRBE
National Rep.: Good Music Broadcasters

Counties: 88; ERP: 79,100 w
Prog.: Cl, con, s-cl, op, rel

KTRH-FM (Am: KTRH)
Counties: 1 7; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/60)

Prog. (Sep.): S-cl, pop, cl, st, shw

Lubbock

KBFM
Counties: 9; ERP: 3.6 kw
Prog.: St, shw, s-cl, jz, cl

KRKH
Counties: 15; ERP; 3 kw
Prog. Pop, cl, s-cl, shw, op

Pampa
KBMF-FM
Counties: 16; ERP: 3,034 w
Prog.: St, con, s-cl, cl, shw, jz

Port Arthur

KFMP
Counties: 5; ERP: 3.2 kw
Prog.: Pop, cl, wthr, nws, rel

San Antonio

KEEZ
National Rep.: Good Music Broadcasters

Counties: 17; ERP: 17,300 w
Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS (Am: KMAC)
National Rep.: Weed
Counties: 24; ERP: 12.9 kw
Prog. (Sep.): Cl, jz, shw

KITY (Am: KONO)
Counties: 13; ERP: 4,400 w
Prog. (Sep.): St, pop, cl, shw, s-cl

Waco
KEFC
Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthr, rel

WACO-FM (Am: WACO)
Counties: 13; ERP: 4,400 w
Prog. (Sep.): Cl, con, s-cl, pop, nws

UTAH
Salt Lake City

KLUB-FM (Am: KLUB)
National Rep.: Hollingbery

Counties: 5; ERP: 15,000 w
Prog. (Sep.): Cl. s-cl, st, shw, nws

KSL-FM (Am: KSL)
Counties: 18; ERP: 4 kw
Prog. (Sep.): S-cl, st, shw, nws, wthr

VIRGINIA
Charlottesville

WCCV-FM (Am: WCHV)
National Rep.: Thomas Clark
Counties: 23; ERP: 3.4 kw
Prog. (Sep.): Cl, con, nws, wthr

WINA-FM (Am: WINA)
Counties: 13; ERP: 620 w
Prog. (Dup.): Pop, st, nws, s-cl, sprts

Crewe

WSVS-FM (Am: WSVS)
Counties: 20; ERP: 14,000 w
Prog. (Dup.): Po, st, nws, wthr, rel

Fredericksburg

WFVA-FM (Am: WFVA)
Counties: 19, ERP: 5.1 kw
Prog. (Dup): St, pop, nws, sprts, con

Harrisonburg

WSVA-FM (Am: WSVA)
Counties: I I; ERP: 7.2 kw

Prog. (Sep.)

Marion

WMEV-FM (Am: WMEV)
National Rep.: Indie Sales, Inc.

ERP: 3,400 w
Prog. (Dup./Sep.): Music, nws, sprts

Martinsville

WMVA-FM (Am: WMVA)
National Rep.: Bob Dore

Counties: 8; ERP, 2,900 w
Prog.: (Dup.): St, pop, nws, wthr, sprts

Norfolk

WRVC
National Rep.: Good Music Broadcasters

Counties: 20; ERP: 8,700 w
Prog.: Cl, s-cl, jz, op, nws

WYFI
National Rep.: Fred Smith

Counties: 20; ERP: 13,500 w
Prog. (Sep.): s-cl, pop, st, shw, flk

Newport News
WGH-FM (Am: WGH)
National Rep.: Blair

Counties: 41; ERP: 100,000 w
Prog. (Sep.): S-cl, st, shw, con, educ

Richmond

WRNL-FM (Am: WRNL)
National Rep.: Petry

ERP: 50,000 w
Prog. (Dup.): Sprts, nws, wthr, st, shw

WRVA-FM (Am: WRVA)
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. (Dup.): Cl, con, s-cl, op, shw

Roanoke

WDBJ-FM (Am: WDBJ)
National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 14,350 w
Prog.: (Dup.) S-cl, pop, st, shw, flk

WSLS-FM (Am: WSLS)
Counties: 66; ERP: 21,100 w
Prog. (Sep.): St, shw, con, s-cl, cl

Staunton

WSGM-FM (Am: WAFC)
National Rep.: Thomas Clark

Counties: 19; ERP: 500 w
Prog. (Sep.): Pop, cl, jz, educ, con

Winchester

WRFL (Am: WINC)
ERP: 22.2 kw
Prog. (Dup.): Sprts, pop, nws, wthr

WASHINGTON
Bellingham

KGMI
National Rep.: Heritage Stations

Counties: II; ERP: 16,500 w
Market Pen.: 30.3% (Politz I960)

Prog.: Cl, con, op, nws, jz
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FM STATION KEY (Continued)

Seattle

KETO
Counties: 10; ERP: 17,700 w
Market Pen.: 21.3% (Pulse 2/60)

Prog.: St, shw, nws, wthr, jz

KGFM (Am: KGDN)
National Rep.: Western FM Sales

Counties: 15 ERP; 120,000 w
Prog. (Sept.): CI, con, s-cl, nws, rel

KGMJ
National Rep.: Heritage Stations

Counties: 14; ERP: 71,000 w
Market Pen.: 30.3% (Politi I960)

Prog.: CI, con, op, nws, jz

KING-FM (Am: KING)
National Rep.: Blair

Counties: 3; ERP: 16,000 w
Prog. (Dup.): CI, op, jz, flk, shw

KISW
National Rep.: Hi-Fi Music Broadcasters

Counties: 13; ERP: 10.5 kw

Prog.: CI, con, op, cmtry, dr

KLSN
National Rep.: Walker-Rawalt

Counties: 13; ERP: 19,000 w.

Prog.: CI, con, s-cl, shw, jz

KMCS
ERP: 17.5 kw
Prog: St, wthr, flk

Spokane

KREM-FM (Am: KREM)
National Rep.: Petry

Counties: 23; ERP: 4,800 w

KXLY-FM (Am: KXLY)
National Rep.: H-R
Counties: 7; ERP: 2,000 w
Prog. (Sep.) : CI, s-cl, jz

KZUN-FM (Am: KZUN)
National Rep.: Thomas F. Clark
Counties: 7; ERP: 3,300 w
Prog. (Sep.): CI, s-cl, st, shw, nws

Tacoma
KTNT-FM (Am: KTNT)
National Rep.: Weed
Counties: 7; ERP: 10,000 w
Prog. (Dup.): Pop, st, jz, nws, wthr

KTWR
National Rep: Fm Unlimited
Counties: 3; ERP: 10 kw
Prog.: Disn, rel, cmtry, dr, s-cl

WEST VIRGINIA
Beckley

WBKW (Am: WJLS)
Counties: 55; ERP: 34,000 w
Prog. (Sep.): CI, con, op, s-cl, st

Charleston

WKNA
Counties: 15; ERP: 2,600 w
Prog. (Sep.): CI, con, od. s-cl, st

QUALITY PROGRAMING

IN STEREO

FOR

QUALITATIVE AUDIENOE

S E R V I N C

SEATTLE-TACOMA
AND ALL OF WESTERN WASHINGTON

Call Walker-Rawalt

(FOR ABBREVIATIONS, SEE BOX, P. 54)

Huntington

WKEE-FM (Am: WKEE)
National Rep.: Raymer
Counties: 43; ERP: 53,000 w
Prog. (Dup. and Sep.): Pop, st, jz, nws, wthr

Wheeling

WOMP-FM (Am: WOMP)
National Rep.: Hollingbery

Counties: 12; ERP: 10,000 w
Prog. (Sep.): St, shw, s-cl

WISCONSIN
Eau Claire

WIAL (Am: WEAO)
National Rep.: Hollingbery

Counties: II; ERP, 60,000 w
Prog. (Dup.): Nws, st, sprts, disn, shw

Fort Atkinson

WFAW
Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, sprts

Madison

WIBA-FM (Am: WIBA)
National Rep.: Avery-Knodel
Counties: 15; ERP: I I kw
Prog. (Dup.)

WISM-FM (Am: WISM)
National Rep.: Radio-Tv Representatives

Counties: 9; ERP: I kw
Prog. (Dup.): Pop, nws, wthr, st, cmtry

WMFM
Counties: 6; ERP: 7,500 w
Prog.: St, cl, s-cl, flk, disn

WRVB
Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WBKV
National Rep.: Walker-Rawalt
ERP: 18,000 w

WFMR
National Rep.: Good Music Broadcasters

Counties: 5; ERP: 22,000 w
Prog.: Con, cl, s-cl, op, dr

WISN-FM (Am: WISN)
National Rep.: Edward Petry

Counties: 5; ERP: 3,600 w
Prog. (Dup.): S-cl, st, shw, wthr, nws

WMIL-FM (Am: WMIL)
Counties: 5; ERP: 25,500 w
Prog.: Con, s-cl, st, shw, jz, wthr, sprts

WTMJ-FM (Am: WTMJ)
National Rep.: Henry I. Christal

Counties: 12; ERP: 2,800 w
Prog. (Sep.): St, cl, s-cl, shw, jz

Monroe
WEKZ-FM (Am: WEKZ)
National Rep.: Grant Webb
Counties: 8; ERP: 14,000 w
Prog. (Sep., nights): Sprts, cl, con, pop, flk

Racine

WRJN-FM (Am: WRJN)
Counties: 3; ERP: 15,000 w
Prog. (Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM (Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, sprts

Wausau
WLIN-FM (Am: WSAU)
National Rep.: Meeker
Counties: 18; ERP: 20,000 w
Prog. (Dup.): Pop, s-cl, nws, sprts, wthr

Wotertown
WTTN-FM (Am: WTTN)
National Rep.: George Hopewell

Counties: 5; ERP: 10,000 w
Prog. (Dup.): Con, s-cl, nws, st, intvw

West Bend
WBKV-FM (Am: WBKV)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w
Prog. (Sep.): S-cl, con, st, shw, cl

Wisconsin Rapids

WFHR-FM (Am: WFHR)
National Rep.: Devney-O'Connell
Counties: 10; ERP: 2,100 w
Prog. (Dup.): Pop, st, shw, sprts, nws

PUERTO RICO
Mayaguez
WORA-FM
Counties: 7

Prog.: Con, pop, st, nws, wthr

San Juan
WFQM (Am: WKYN)
Counties: 17

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, st, cl, con, shw

(U.S. FM advertisers

not covered in the above listing.)

Indianapolis

WFBM-FM (Am: WFBM)
Counties: 50; ERP: 51,875 w
National Rep: Walker-Rawalt
Prog. (Sep.): St, shw, s-cl, cmtry

Mid-America 's

most powerful

FM station

mc
"GOLDEN SOUND OF THE MIDDLEWEST"

o nan

TIME-LIFE STATION

II <5 Rinin/nrfnhor.MnwamhQr 1QC1



EDITORIAL PAGE

A NEW ROLE FOR U.S. RADIO

T^HIS issue marks the last appearance of u.s. radio in its present form.

Beginning in January, the copy of u.s. radio which you receive will be

designed as a completely new and unique kind of radio service, an even

more substantial contribution to radio's vitality.

We're certain you're going to like it. And. because you are a reader of

u.s. radio, we want you to understand the reason for the change.

It comes down to the question of "What's best for radio?''

In all our recent talks with agency men and advertisers we've seen

signs of a really alarming apathy about the national radio medium.
Spot radio sales have not been anything to cheer about, nor has the

attitude of media buyers, account executives, or plans board members.

What has caused this lack of radio enthusiasm?

We believe that one of the chief reasons is the almost total lack of

really in-depth information about radio which is available to advertisers

and agencies today. Note that word "in-depth."

Dozens of small, relatively important news items about radio are

reported every day, week and month in the industry trade papers. But

practically nowhere (and sponsor should know) is it possible to get the

kind of comprehensive treatment of vital radio subjects that makes

top men at agencies and advertising companies sit up and take notice.

It is to this task that the new u.s. radio will dedicate itself. Beginning

in January, u.s. radio w ill appear bi-monthly, and each issue will con-

tain two, and only two, major stories.

There will be stories about radio of a type and depth which has not

been attempted in the industry—carefully researched 10- to 15-page

treatments of significant radio subjects with a wealth of factual detail

and sources.

One story per issue will deal with how a major industry uses radio as

a sales tool—in January, for example, we will have a complete report

on gas and oil; in March, brewers; in May, drugs and cosmetics.

The other story will deal with a major "radio operations subject":

radio image in January, automation in March, radio station program

services in May.

These king-size stories will be edited by a veteran sponsor editor,

fane Pinkerton, who will devote full time to the project, and who will

have impressive research assistance to draw on.

We are sure that when you see the first issue of this new, in-depth

U.S. radio, you will agree that it is the most constructive, informative

service which has ever been devised for the radio industry.

Keep your eyes out for it. We'll see you again in January!
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ANYBODY REMEMBER I HE HIT PARADE?

When there was real excitement about which tune would be "number one across the nation"?

Today, single records lack that excitement

We know you're not out to sell music, but music is basic to your business.

What can we do about it?

Warner Bros. Records this week introduces to all members of the radio industry a revolutionary new

concept in singles. We call it the

SINGLE

What Plus 2" means is this. Customers get a standard single with one important difference: four

selections for the price of two.

WHAT DOES THIS MEAN TO RADIO?
Excitement in singles records sales means excitement about radio programming. If you feel, as we do,

that the "Plus 2" concept will benefit everyone, then we encourage you to join with us in promoting this

excitement.

Variety in programming. Each Plus 2" Oldie has been edited to approximately 1:15 playing time,

compared to 2: 1 "i for the new selections. Mixing an ever-increasing library of short "Oldies'' with new

hit material will mean a new varietv in listening, plus more and different selections played in the same unit

of air time.

Better spacing of commercials. Double-spotting will not be needed as often by mixing Oldies" with

new hits. For example:

BEFORE "PLUS 2" SINGLES:

8 Regular Singles ( a 2:15 18:00

with

8 Double Spots ( y7) 2:00) =16:00

S
Total Plaving Time: H:00

8 SONGS 8 SPOTS

I 1 S< >NGS -r 8 SPOTS

WITH PLUS 2 SINGLES:

t Regular .Singles
I ,i 2:15) = 9:00

with

4 Double Spots ( 7/ 2:00) = 8:00

plus

6 "Oldies" (<ai 1:15) = 7:30

with

6 Single Spots (@ 1:00) = 6:00

plus

1 Oldie" = 1:15

with

1 Double Spot = 2:00

Total Playing Time: 33:45

Warner Bros. Records is behind the "PLUS 2" concept 100% ...with ads, promotion, merchandis-

ing aids. We're in for the long-term push. We invite. . . we urge all members of the radio industry to join

with us in promoting the "four songs for the price of two" concept to stimulate singles sales and radio

excitement.

The PLUS 2" Single can bring back those breathless Hit Parade days, with excitement plus about radio

programming.

But we need your help.

(AMES B. CONKLING, President

WARNER BROS. RECORDS, INC.
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NOW REACHES OVER 100,000 HOMES

. . . 91% ADULT AUDIENCE
PER AVERAGE Vi HOUR 6 AM TO 6 PM

WLW Radio daytime audience has soared to Number

Two spot in the Nation among the 4,400 U.S. Radio

Stations! That's quite a position—second to one!

And in Cincinnati, WLW still overwhelmingly holds

the first place crown—70% of the daytime total

audience and 35% of the daytime metropolitan

Cincinnati audience.

So when you're buying Radio time, take a good

look at these figures and charts . . . and you'll see

why you should call your WLW Representative!

TOTAL AUDIENCE OF CINCINNATI RADIO STATIONS (January-February 1961 NSI)
Number of Radio Homes Reached Per Broadcast—Average V* Hour Per 3 Hour Day Part—6 AM to 6 PM.
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CINCINNATI AUDIENCE (January-February 1961 NSI)
Number of Radio Homes Reached Per Broadcast—Average V* Hour Per 3 Hour Day Part—6 AM to 6 PM—

projected against 320,000 radio homes in metro Cincinnati.
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WLW Radio—Nation's Highest Fidelity Radio Station • Crosley Broadcasting Corporation










